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NIAA Plans for 
Media-Data File 
Stir Opposition 


SRDS Publisher and NBP 
Blast Plan in Letters 
to Freeman and Reid 


New York, June 7—John Free- 
man, president of the National In- 
dustrial Advertisers Assn., told Ap- 
VERTISING AGE yesterday that he 
sees no reason why the associa- 
tion’s proposed media-data file 
should not be approved by the 
members at their annual meeting 
here next week. 

The NIAA board already has ap- | 
proved of the file and it is expected 
that it will be presented to the 
membership Monday. 

But others are betting that the 
plan will be either postponed or 
discarded. 

The plan, which calls for NIAA 
to compile, publish and distribute 


sanders nett se Guid, Bascom Resigns 
‘Unstable’ Regal Beer 


pating publication, seemed to have 
tacit approval when it was first 
announced a couple of weeks ago 
(AA, May 27). But since then 
rumblings of discontent have been 
growing in publishing circles. 


s Asked whether the proposal for | 
the media-data file would clear 
NIAA’s board of directors at its 
June 9 meeting and be submitted 
on schedule to the membership, 
Mr. Freeman said: 

“T have no reason to expect 
otherwise.” He insisted that a doz- 
en to 15 major business paper pub- 
lishers had been contacted before 
NIAA broached the media-data 

(Continued on Page 8) 


THE NATIONAL NEWSPAPER OF MARKETING 


WHICH EYE WEARS THE PATCH?—No one at Ogilvy, Benson & Mather 
seems to know—or care very much—just how the Hathaway man 
got his eyepatch switched as shown in these New Yorker ads, May 
11 (left) and June 1. First theory that it resulted from a flipped 
negative fell flat because shirts button in the same direction. Second 
theory, so far, blames it on a forgetful or playful photographer. 
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‘We Are Definitely Continuing’ .. . 


| 


When $6,000,000 Agency 
Loses $4,000,000 Account 


Result Is ‘Confusion’ 
New York, June 6—Robert W. 
Orr & Associates was sitting pain- 
fully on the horns of a dilemma 


c this week. The problem was how to 
i continue in business after losing | 


Dole Shifts 
Ayer Share of 


‘Beginning to Reflect on Our Reputation’ .. . 


Account to FC&B 


23-Year Relationship 


Rough Competition Led 
Brewer to Ever-Shifting 
Copy Demands: Guild 


San Francisco, June 7—The 
humor that has distinguished the 
copy of Regal Pale Brewing Co. 
since Guild, Bascom & Bonfigli 
took over the account four years 
ago was nowhere evident today as 
the agency resigned the $1,700,000 
brewer. 

The resignation came in a letter 


‘GE Should Really Get Together’ .. . 


Some TV Set Makers, Dealers ‘Sell 
Color Down the River, RCA Charges 


Ends as FC&B Acquires 
$3,000,000 in Billing 


San Jose, CaL., June 6—Dole 
Hawaiian Pineapple Co. will move 
its entire account to Foote, Cone) 
& Belding, San Francisco, effective | 
Oct. 1. Movement of the account, 
estimated at $3,000,000, ends a 24-| 
|year connection between Dole and 
N. W. Ayer & Son, San Francisco. | 

FC&B first entered the Dole pic- 
ture last October when it was 
named to handle advertising and 
promotion for two new Dole cit- 
rus fruit drink concentrates (AA, 
Oct. 29, 56). Today it won the) 
much larger remainder of the ac- 
count, following presentations yes- 
terday by both the agencies in- 
volved. Roy Peterson, in FC&B’s 
San Francisco office, will be the 
account executive. 

Foote, Cone’s decks have been 


(Continued on Page 8) 


from GB&B's president, Walter 
Guild, to Angelo Campodonico 
Jr., Regal’s president. Its contents 
aren’t known, except that GB&B 
said it’s willing to stay on the ac- 
count long enough for Regal to get 
a new agency. 

In a memorandum to the agency 
staff, Mr. Guild attributed the res- 
ignation to “the brewery’s restless- 
ness and constant demand for 
change” which resulted in adver- 
tising in the past year of which ““we 
are not at all proud...and we feel 
it is beginning to reflect on our 
reputation.” 

Although Mr. Guild also asserted 
that in three of the four years of 
GB&B tenure, package sales in- 
creases were registered, the total | 
sales picture looked like this: 
® In 1952, the year before Guild | 


Orr Agency Strives to Right Itself 
‘as Jergens Leaves, Seeks New Agency 


the soupbone account. 

“Confusion” was the key word at 
the agency, and at its clients, fol- 
lowing the announcement two days 
ago that Andrew Jergens Co. will 
be terminating its association with 
the agency “at a later date.” 

The week wore on without any 
explanations from agency or client 
as to why its ten-year-old relation- 
ship—which put Robert W. Orr 


|into business—had suddenly dis- 


integrated. 

The Jergens account—lotion, toi- 
let soap, perfumes and Woodbury’s 
soap and cosmetics—spent some- 
thing over $4,000,000 in the U. S. 
and Canada, according to William 
Hausberg, vp in charge of advertis- 
ing. It spent an additional small 
amount in export advertising. The 
Orr agency last year reported bill- 
ings of slightly more than $7,000,- 
000. 


® As one observer put it: “You 
can’t have a $6,000,000 shop and 
lose a $4,000,000 account and not 
have confusion.” 

Robert P. Clark, administrative 
vp and treasurer of the agency, told 
ADVERTISING AGE: “We are losing 
our biggest account. We are defi- 
nitely continuing in business.” He 
would say no more. 

Most of the remaining clients in- 
dicated that they were sweating it 
out with the agency. One said firm- 
ly it would stick. A second said 


| definitely it would be leaving be- 


fore the end of the year. 

And the Pan-American Coffee 
Bureau—at a little under $1,000,- 
000, the largest remaining account 
—said, “We may be,” when asked 
if it was switching agencies. 

Edward E. Van Horn, director of 
advertising, said he has received 

(Continued on Page 112) 


House Group Hints at Nets-Agencies 


took over, the b ey ote Ses d B Di TV Ad . 
000 bbls. its capacity is rated «| AMCCOYG fo Bar Direct vertisers 


(Continued on Page 113) 


| reporters here, Allan B. Mills, mer- | 
|chandise manager of the tv divi-| 
sion, charged that dealer “leth-| 
argy” has been holding back color. | 

Mr. Mills claimed that the public | 


Company Attempts to 
Offset Dealer Lethargy 
in Unveiling New Lines 


Report Says Nets’ Power 
Deprives Advertisers of 


Last Minute News Flashes 


Grove Names Gardner Again for Bromo Quinine 


| ‘Freedom of Choice’ 


New York, June 7—With some 
pointed references to dealers and 
manufacturers “who are selling 
color down the river,” Radio Corp. 
of America this week unveiled its | 
new line of b&w television receiv-| 
ers. They carry higher prices and} 
feature a 110-degree picture tube. | 

At the same time, RCA showed 
its dealers in New York and Chi- 
cago a new line of high fidelity 


seems to be more willing to accept | 


color tv than the dealers. He said 
it has been RCA’s experience that 
when a dealer promotes color, 
there is no sales problem. 

“We all know that some manu- 
facturers and dealers have been 
selling color down the river,” 
stated. 

Mr. Mills alleged that color tv 
has been undermined by dealer 


Sr. Louis, June 7—Grove Laboratories will move its $1,000,000 Bro- | WASHINGTON, June 7—The House 
mo Quinine account back to Gardner Advertising on July 1. Just two | anti-trust subcommittee told Con- 
years ago this week Bromo Quinine was switched out of Gardner and 


he 


into Benton & Bowles; B&B resigned the account two months ago (AA, 
| April 1). Prior to June, 1955, Gardner had handled Bromo Quinine 
for seven years. 


Biddle, Winter Merge; Biddle Adds Account 


BLOOMINGTON, ILL., June 7—Biddle Co. here has merged with N. A. 
Winter Advertising Agency, Des Moines, effective July 1. N. A. Winter, 
president of the Des Moines agency, becomes a senior vp and client 


| 
} 


and place independent 


gress today that the power of tv 
networks rests, at least in part, on 
restrictive practices which deprive 
advertisers of freedom of choice 
program 
sources at a competitive disadvan- 
tage. 


In the long awaited report on 


and manufacturer statements about | 


radios made for RCA in Germany.|the “service problems.” He noted) 
The new models will be in deal-| that it was Ralph Cordiner, presi- 
er showrooms by the end of this | dent of General Electric, who had 


| 
month. National advertising, via you 


phonographs and two short wave 


jsaid, “With every color set 
Kenyon & Eckhardt, will begin in | have to package an engineer.” Mr. 
July and will reach its peak in | Se said RCA has found no un- 
September. The budget will be a usual servicing problems. 


multi-million-dollar one. Je 
s Another RCA official comment- 


= RCA officials made it clear that|€4, “GE should really get together | 
the company will continue to} this. Mr. Cordiner appears to| 


plump hard for color. Talking to (Continued on Page 109) 


service counsel of the merged agencies, which will be known as Biddle its extensive probe of the tv in- 
Co., with headquarters in Bloomington. Biddle this week also added a dustry, the subcommittee called 
new account, Winegard Co., Burlington, Ia., maker of tv antennas and i the Federal P Communications 
accessories. The account, formerly handled by Potts-Woodbury, Kansas | CO™mission to eliminate restraints 
City, spends about $225,000 annually. rem got, Mager eT tes ee 
Westinghouse Sets Radio Push for Air Conditioners rules. While it commended the 
SPRINGFIELD, Mass., June 7—Westinghouse Electric Corp.’s refrigera- | W°TK the anti-trust division of 
tion specialties division will launch an intensive two-week spot radio ‘he Department of Justice already 
campaign for air conditioners in 30 to 40 markets June 17. From 30 to|!S doing in the tv field, the sub- 
100 one-minute spots a week will be scheduled on several stations in|CO™Mmittee urged the department 
most markets. McCann-Erickson is the agency. to place particular emphasis on 
(Additional News Flashes on Page 113) (Continued on Page 109) 
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In World of Future, 


Ad Plans, Management Group Told 


Johnson VP Describes 
Idea Screening System 
Used by Wax Marketer 


New York, June 5—“The day 
has not yet arrived when the ac- | 
count executive can feed his vari-| 
ables to Univac and have his speci- 
fic advertising campaign mapped 
out for him. Nevertheless, I would 
not want to be the advertising man 
who said that such a day would 
never come.” 

Thus Raymond Stevens, presi- 
dent of Arthur D. Little Inc., de- 
scribed possible advertising of the 
future to the general management 
conference of the American Man- 
agement Assn., at its three-day an- 
nual meeting this week. 

The head of the Cambridge, | 
Mass., management consultant firm 
said that studies have been con- 
ducted by the company’s opera- 
tions research group since 1950 to 
find reliable measures of advertis- 
ing effectiveness that can be used 
as a quantitative basis for business 
decisions. Besides being statistical, 
he said, the analysis has also in-| 
volved higher mathematics, nu-| 
clear physics, psychology and other | 
basic sciences. In his discussion Mr. 
Stevens covered much of the same | 
ground as Little’s Marcello L.| 
Vidale when he spoke at a Mar- | 


| continued, and these companies re- 
| quire 
| screening techniques at the begin- 


Univac May Map 


quette University ad conference 
last month (AA, May 6). 


= New product ideas are a dime 
a dozen but picking a winner from 
among the ideas is a tougher prop-| 
osition, Samuel C. Johnson, direc- 
tor of the new products depart- 


|}ment at S. C. Johnson & Son, Ra-| 


cine, Wis., told the conference. 

“Effective screening,” he said, | 
“has upgraded the quality of the 
ideas actually being worked on in 
the laboratory so that now our fa-| 
tality rate of approved ideas is| 
only one in ten during develop- | 
ment, and we have had no fatali- 
ties after the product reached the 
last marketing phase.” 

Large companies may have ten 
times as many ideas as time or 
manpower to check them out, he 
realistic” 


“objective and 


ning of the new products cycle. 


s Johnson’s screening concepts be- 
gin quite simply. 

“We ask certain people to ob-| 
tain opinions without extensive in- 
vestigation. The first factors we 
look at are those that make up the 
profit opportunity of the idea. 
These include (1) a quick look at 
the total market, (2) an estimate 


(Continued on Page 29) 


Siegel's Ad Debut in ‘Times’ Works Well, 
So Men’s Wear House Moves into Magazines 


New York, June 5—Last Janu- 
ary, the 35-year old Henry I. Sie- 
gel Co. made its debut as a nation- 
al advertiser, scheduling a monthly 
color ad in the New York Times 
Magazine. 

Results to date have been so en- 
couraging that the company is 
happily moving ahead with the 
second half of its $100,000 pro- 
gram. This includes continuation 
of the monthly Times insertion. 

In addition, the men’s wear 
manufacturer has scheduled a two- 
color page in Esquire’s September 


| 


| 
| 


‘TWILL SELL—This b&w bleed page 

jor Henry I. Siegel Co. is sched- 

uled for the Sept. 9 issue of Sports 
Illustrated. 


back-to-school issue and b&w 
bleed pages in Outdoor Life for 
October, Playboy for November 
and Sports Illustrated, Sept. 9. 
Leber and Katz handles the ac- 
count. 

The company has angled the fall 
campaign around three fabrics 
which the advertiser says are 
“destined” to be important styles 
this year: Leather-trimmed cordu- 
roy, polished cotton and India| 
twill. Advertising will promote the | 
fabrics rather than any specific} 
theme. A recent sales survey in-| 
dicated that most of Siegel’s slacks’ 


|paign, built around the slogan, 


| (AA, Feb. 25). There were even 


| were able to put in a deeper line 


sales are in the 26-32 waist size, 
the girth that mostly young men 
are blessed with; hence the empha- 
sis on. these fabrics. 


® Siegel will be merchandising its 
advertising heavily. Salesmen are 
receiving lengthy memorandums 
and point of sale portfolios out- 
lining the entire campaign, and 
important retailers will receive 
announcements concerning the 
program later this month. 

By April, road men for the com- 
pany were sending in scattered re- 
ports of favorable comment about 
the then-four-month-old cam- 


“Don’t envy H.I.S.—wear them,” 


some requests for a more rounded 
consumer program, but, in the in- 
terim, salesmen reported that they 


into many of their accounts. 
Until 1957, Siegel had built 


up a $20,000,000 annual volume, 
mostly in unbranded merchandise. 


Insurance Exec 
Faked ‘Ad Payments,’ 
Indictment Charges 


Newark, N. J., June 4—John 
R. Cooney, former president of 
Firemen’s Insurance Co., has 


been indicted on charges of em- 
bezzling $262,206 from the com- 
pany, including funds allegedly 
for advertising. 

Now 65 years old, Mr. Cooney 
resigned as president last July. 
At the time there was no indica- 
tion of any irregularities, but it 
now develops that Mr. Cooney 
was under investigation by the 
insurance departments of New | 
Jersey and New York when he | 
resigned. 

A grand jury indictment on 307 | 
counts has been handed down, in- 
cluding charges of (1) fraudulent 
disbursements from petty cash 
accounts, allegedly for advertis- 
ing, (2) petty cash withdrawals 
for deposit in Mr. Cooney’s per-| 
sonal account, (3) false bookkeep- 

(Continued on Page 111) | 


Schneider 


AWARD—Looking faintly abashed, 


Donahue & Coe’s plans board and 


Soglow 


William Schneider, chairman of 
chairman of the 1957 Visual Com- 


munications Conference, sponsored by the Art Directors Club of 
New York, watches as Gypsy Rose Lee accepts an award from car- 


toonist Otto Soglow, who draws “ 


The Little King.” The ex-stripper 


turned writer won the award as the “woman who has done the 
most for visual communications.” 


Copywriter Must Fight for Identity: Weiss; 


Forget Identity, Learn 


Cuicaco, June 5—A copy chief | If a young writer is good, his iden- 


Trade, Says Burnett 


is bound to try to impose his iden- tity will come through any copy 


tity on writers. Hence the copy- 
writer—like any other young per- 
son—“must struggle, must fight to 
maintain his identity,” according 
to Edward H. Weiss, president of 
Edward H. Weiss & Co. 

But “why should he try?” asked 
Leo Burnett, president of Leo Bur- 
nett Co.: “A strong copy chief who 
knows his job can teach a young 
writer a great deal... Too many 
young writers are more concerned 
with keeping their identity than 
they are with learning their trade. 


chief who is at least half way fair,” 
said Mr. Burnett. 

Divergence of opinions on the 
subject came out here last night in 
a panel discussion before the Chi- 
cago Copywriters Club. The panel- 
ists—executives of three agencies 
plus a department store ad director 
—answered (or, in some cases, 
parried) questions about problems 
faced by (or created by) agency 
copywriters. 

On another question about copy 

(Continued on Page 112) 


Conover-Mast ‘56 
Revenue, Profits 
Highest in History 


New York, June 4—Conover- 
Mast Publications Inc. reports 
that 1956 was its biggest year fi- 
nancially, in terms of both rev- 
enue and profit. Total net revenue 
was $7,620,828, an increase of $1,- 
482,135 over 1955. Net profits after 
taxes were $640,672, exceeding 
1955 net profits by $157,828. 

Dividend per share was $2.25, 
which compares with $2.00 in 1955. 
Of the $157,901 paid out in divi- 
dends, $79,219 was a liquidating 
dividend, representing the sale of 
Liquor Store Magazine in 1955. 


® The company’s annual report al- 
so revealed the following interest- 
ing data: 


¢ The company had 239 employes 
in 1956, compared with 215 in the 
previous year. 


e Per share book value increased 
from $31.78 to $35.42. 


e 1956 net working capital was 
$2,218,180, compared with $1,782,- 
344 in 1955. 


e Company good will value of 
$317,701 was written down to $1, 


and $482,771 was reinvested in the | 


business for future growth and ex- 
pansion. 


# Conover-Mast entered the trade 
and technical magazine field in 
1928 with Mill & Factory. At pres- 
ent it publishes four other maga- 
zines—Aviation Age, Construction 
Equipment, Institutional Feeding 
& Housing, Purchasing—and a 
buying directory, Conover-Mast 
Purchasing Directory. When it be- 
gan in 1928, it had $142,297 in 
gross revenue, a net profit of $3,- 
391 and eight employes. + 


ey 


25 Top Brewers 
Increase Share 
of Market to 67% 


Schlitz Leads Again; 
Hamm Climbs to 5th in 
‘56, Research Co. Says 


New York, June 4—The 25 
leading brewers in the U.S. (now 
|}operating 59 plants) sold 56,742,- 
000 bbls. of beer in 1956, which 
represents 67.5% of the total beer 
volume—85,010,363 bbls.—sold in 
56. Comparative figures for 1955: 
51 plants; 56,006,000 bbls.; 64.3% 
of total volume. 

These figures, plus additional 
new facts about beer and brewers, 
|were released here today in the 
16th annual edition of the “Brew- 
ing Industry Survey,” published 


by Research Co. of America. 

Reported for the first time in 
the survey is a table on brewers’ 
|Sales gains or losses. In 1956, for 
example, of 228 brewers analyzed, 
86 had barrelage gains, 126 had 
barrelage losses and 16 showed no 
material change during the year. 
In 1955, of 234 brewers analyzed, 
101 showed barrelage gains, 121 
had losses and 12 showed no ma- 
terial change. 


® An analysis of sales and income 
figures of 25 typical brewers pub- 


lishing annual reports shows 1956 
sales of $786,308,000 compared 


with $763,696,000 in ’55. Net in- 
come in ’56 was $28,583,000, com- 
|pared with $30,979,000 in ’55. And 


|ratio of net income to sales was 
| 3.64% in ’56, compared with 4.06% 
jin '55. 


(Continued on Page 111) 


Advertising Age, June 10, 1957 


Westinghouse 


Uses Saturation 
Ads in ‘Time’ 


PITTSBURGH, June 5—If your copy 
of the June 10 Time looks like it’s 
chock full of Westinghouse ads— 
it was planned that way. 

Westinghouse Electric Corp. has 
12 ads scattered through the book 
—all of them two columns by one- 
half page. Each deals with a differ- 
ent Westinghouse project—ranging 
from atomic subs to a new light 
source. 

Ketchum, MacLeod & Grove said 
the saturation technique developed 
on spot radio was here adapted to 
print media as part of the West- 
inghouse corporate drive. 


s The square ads developed out 
of a space problem. 

The original concept was a 
spread headed, “Some of the most 
exciting research and engineering 
projects in the country are going 
on at Westinghouse.” 

But the stories to be told in the 
spread outran the space. So it was 
decided to tell each story in a sepa- 
rate ad and run the chapters on 
different pages. The 12 squares cost 
Westinghouse $44,000 in space 
charges. 

Then Time inherited a problem. 
Its salesmen had to hustle 12 ads 
similar in size to the Westinghouse 
insertions. That would result in 
two full Time columns devoted to 
advertising and a full column left 
for editorial on each page. 

Still another problem faced the 
client, the agency and the maga- 
zine. This was one of timing. The 
three therefore agreed on a pub- 
lication date that would allow Time 
salesmen enough time to sell the 
matching spaces. Similar squares 
were bought for Guerlain, Pennz- 
oil, Haspel, Contaflex, Sheraton, 
Yardley, Ronrico, Wiremold, and 
Curtis Mfg. Co. Six other advertis- 
| ers divided the three remaining 
squares. 


s Westinghouse plans to reprint 
the 12 ads in an accordion-fold 
booklet with a Time cover. The ads 
are news-style photos and captions. 
Each is headed by a project num- 
ber in big type, to give them a 
look-alike air. 

In the Jan. 28 issue of Time, 
Westinghouse used six consecutive 
pages—bleed spreads—to show the 
liner United States, the aircraft 
carrier Forrestal and the atomic 
sub Nautilus. These were labeled 
“Westinghouse powers .. . the fast- 
est ... the biggest ... and the 
first.” = 


Study Finds Half the Public 
Thinks Autos Are Getting Safer 

While half of the public thinks 
automobiles are safer today than 
a few years ago, 17% think they 
are less safe, and the remainder 
either say they don’t know or be- 
lieve the safety factor is about the 
same. 

These are results obtained by 
the Psychological Corp., New York, 
in a recent nationwide survey of 
more than 1,250 persons. Dr. Al- 
fred D. Freiberg, vp of Psychologi- 
cal Corp., reported that among 
those who feel cars are safer, de- 
vices such as safety belts, padded 
dashboard and collapsible steering 
wheels were cited; among people 
who say cars are less safe, too 
much speed, too much power, poor- 
er material and too much length 
were blamed. 


El Al Isreal to Doyle Dane 

E] Al Isreal Airlines, New York, 
has appointed Doyle Dane Bern- 
| bach Inc., New York, to handle its 
advertising. Bernard Endelman Co. 
formerly handled the account. 
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Advertising Age, June 10, 1957 


Senate Bill | 
Seeks Disclosure 
of ‘Lobbying’ Ads 


Kefauver Hits Tax 
Exemption of Utilities’ 
Political Advertising 


WASHINGTON, June 4—New fed- 
eral lobbying laws and stricter en- 
forcement of the tax laws were| 
demanded in the Senate this week 
to curb so-called “educational” ad- 
vertising, which tries to influence 
public thinking on controversial 
topics. 

Tighter control over institutional 
advertising emerged as one of the 
major recommendations of the spe- 
cial Senate committee, which has 
been studying lobbying and cam- 
paign contributions during the past 
year. 

Under the plan sponsored by 
such leaders as Sen. John McClel- 
lan (D., Ark.) and Sen. Styles 
Bridges (R., N.H.), advertising 
which seeks directly or indirectly 
to stimulate public interest in leg- 


islation would be blanketed under 
the lobbying laws. 
In all instances where expendi- 


tures exceed $50,000 annually, 
sponsors would be required to reg- 
ister with the comptroller general 
of the U.S. and to file financial 
(Continued on Page 86) 


Kolburne Leaves 
Grant & Wadsworth, 
Forms Own Agency 


New York, June 6—Russell Kol- 
burne has resigned as vp of Grant 
& Wadsworth to open his own 
agency, Russell Kolburne Inc., at 
10 E. 43rd St. here. 

Mr. Kolburne is taking with 
him all of the accounts he has 
been handling—approximately 30. 
He was at Grant & Wadsworth for 
six years. Before that he was with 
Jon Shrager Inc. 

Coming with him is Sheldon 
Kolburne, his brother, who was 
production manager at Grant & 
Wadsworth. Caesar Nicolai, previ- 
ously a free lancer, will be art di- 
rector. The agency will start with 
a staff of four. 

Mr. Kolburne is closely associ- 
ated with the New York pr com- 
pany, Russell Birdwell & Associ- 
ates. + 


Rockmore Names Strauss 

Charles B. Strauss, who recent- 
ly left Ogilvy, Benson & Mather 
where he was a vp (AA, April 29), 
has joined Rockmore Co., New 
York, as vp and partner. At Ogil- 
vy, he was supervisor on Helena 
Rubinstein cosmetics, Hathaway 
shirts and Viyella fabrics. 
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DOUBLING UP—Two promotions have been started by Pacific Coast 
Mills for its two toilet papers, MD, a single-ply product, and Pow- 
der Room, a two-ply product. The theme for MD is “She knows 


” 


it’s pure, 
of Powder Room. 90% 


while teen-age girls are shown discussing the “luxury” 
of the campaign will be in Pacific Coast 


newspapers. Miller, Mackay, Hoeck & Hartung, Seattle, is the 
agency. 


Industrial Accounts Can Cure Insecurity 
of Agencies, Admen, Says Aniline’s Travis 


New York, June 5—Agencies 
wholly or largely dependent upon 


tunately, in too many cases, not 
only are the agencies not set up to 


Agencies’ Media Departments Gain 
Stature as Marketing Ways Change 


Structure, Function 
Alter as Advertisers 
Meet Stiffer Competition 


jagency media departments—like 
levery other agency operation— 
|have been greatly affected, struc- 
turally and in an organizational 


3 More Mills Hike 
Book Paper Prices 


New York, June 6—Three mills 
today hiked contract prices on 
|book paper, effective July 1. 
| Crown-Zellerbach Corp. and St. 
Regis Paper Co. raised contract 
prices $6 a ton, and West Virginia 
Pulp & Paper Co. raised its price 
$7 a ton. 

These price increases bring the 
quotations of the three mills to a 
level competitive with other mills 
| that previously raised prices. These 
|include Mead Paper Co., 
announced a $10 increase April 29; 
S. D. Warren Co., $10 April 30; 
Kimberly-Clark Co., $6 May 1; 
Oxford Paper Co., $10 May 6; 
Champion Paper & Fibre Co., $10 
May 13; and International Paper 
Co., $6 June 1. All increases apply 


sense, by the increasing complexity | 


which | 


of advertising. One problem, for 
example, has been to decide whe- 
ther specialized media departments 


| are needed for individual media, or 


whether one department should 


| CHicaco, June 4—Advertising | handle all media. 


|= To trace some of these changes, 
_ to help evaluate their impor- 


tance, ADVERTISING AGE surveyed 
11 of the country’s largest agencies, 
with a combined billing of almost 


~1$1™% billion. 


| Without exception, these agen- 


lcies agreed that media depart- 


ments are, even now,. in the 
throes of transitions that stem, 
primarily, from (1) new market- 
ing concepts, (2) tougher brand 
competition and (3) advertisers’ 
keen interest in getting a bigger 
return for the advertising dollars 
they invest. 

William C. Dekker, vp and me- 
dia director in McCann-Erickson’s 
home office, puts it this way: 
“There'll be a continuance of the 
increasing importance of media 
planning in the total marketing 
concept for clients—a greater in- 
tegration, not only in planning 
among the various media, but in 
coordination and cooperation with 
the functions of creative copy, 
merchandising and sales promo- 
‘tion. This will call for increasing 
skills on the part of all media per- 


to the third quarter. sonnel and a greater participation 
Machine coated paper on con-|in the development of adver- 

tract now averages $213 a ton and | tising.” 

super stock about $204 a ton. 


consumer accounts were charged 
today with being businesses with 
weak inner-structures. 

J. A. Travis, general sales man- 


render these services effectively, 
but they haven’t figured out how 
to charge for them.” In many cases 


agencies are either giving away| Warehouse stocks are reported|® Frequently a benchmark of the 
ager of the Ozalid division of|these services or over-charging| moderate. Merchant sales have | importance of any facet of a busi- 
General Aniline & Film Corp.,| for them, he said. 


ea been slow but steady. Recent price | Mess is the title given its top ex- 
t ; He noted that specialized SerV-| increases have not stimulated sales, ecutive. And in a business char- 
Assn. of Advertising Men & Wom- ices require specialized  skills,| merchants report. # acterized by an abundance of vps, 
en of New York, said, “The agency eee and contacts of trained |many media pone even ye large 
which depends completely—or al-|specialists. “For example,” Mr.|, ’ |agencies have achiev this ex- 
most completely—on such business|Travis said, “Consistently good | ee ee ee Se — vy A = the past few 
can never be more than a weak|mail can’t be created merely by} ° Be 5, -T1) | years. Ten o e agencies sur- 
business structure, sure to have its|assigning a bull pen writer a pa en Begone cE ren ee vere ~! ———— = td 
big ‘ups’ and its big ‘downs.’ ” \telling him, ‘We need some let-|Te zette, - ave media chiefs wi e status 
The instability of consumer ac-|ters’.” |Toronto, has been transferred to of yp. Among them, only Grant 
counts, Mr. Travis said, results in| Montreal as assistant advertising | Advertising has failed to smite 
what today is termed “gray flan-| ® Agencies determined to offer eno agen Ba cyemethe a its pane director’s shoulder with 
ae eee pitiable —_ Pe specialized services have to do a tose sade "y 5 secrete a Se 
rying to act superior.” And this|petter job than they’re currently | ‘“™° ! ee Ss Se repeat, ” , , , 
|stems from a defense mechanism doing “7 they want to win and mola classified advertising manager, has | only five of the 11 agencies had 
used by such ad men, possibly be-| clients, Mr. Travis said. But, he| Pe? named to the additional post media vps—N. W. Ayer & Son, 
cause of anxiety over job security. | said, it cannot be done within the |°f advertising promotion manager. | (Continued on Page 70) 
Citing several articles on “gray| confines of the present 15% com- 


flannelism” which recently ap-| mission system. “I think they'll 
peared in ApverTisiING AcE, Mr.|/have to devise some method for | 


Almost-Correct Guess of ‘Reader's Digest's’ 

Travis said such agencies are) billing much as a surgeon charges | i j j 7 
“rsveding aa tebvideel whe, of] ae mean se surgeon. dhe ses 8,258,679 Circulation Wins for Berarducci 
necessity, must be cunning, adroit| concluded. | New York, June 4—The 27 in-| Frank Berarducci, media direc- 
in manipulation and expert in the) [Lack of comprehension of cost-| ternational editions of the Reader’s | tor of National Export Advertising 
sideshow kind of pitch art. If he) accounting systems has accounted | Digest had a total net paid circu-| Service, took first prize, with an 
isn’t, he dies.” A heavier diet of|for many of the headaches in| lation of 8,258,679 in 1956. estimate of 8,258,000. The other 
stable industrial accounts might|“making a buck” in specialized} This figure was announced to-| winners were Yolanda Texidor, 
offset the prevailing anxiety, Mr. services, Mr. Travis said. “Most|day by the Digest at a United|Ebasco International; William Mc- 
Travis added. |agencies don’t know the score on| Nations luncheon honoring the) Kellar, Royal McBee Internation- 

any kind of money except how to| winners of the magazine’s “guess|al; Leonard Stein, KUAM-TV 
# In a frantic effort to get closer figure their 15% cut... And they’ll| the circulation” contest conducted| (Guam); C. A. Kelso, Chrysler 
to the client, Mr. Travis said, agen- | keep on [not knowing it] as long|at the annual convention of the|Corp., and Albert Auerbach, Jo- 
cies have been offering a diver-| as they continue to make a god out | International Advertising Assn.|shua B. Powers Inc. 


sity of special services beyond time) of the 15% principle,” he said. | last month, At the time the contest was held, 
and space advertising, but “unfor-| 


speaking before the meeting of the 


Brainstorming Gets Face-Lifting from 
St. Louis Agency—It's Called Check-Twisting 


Sr. Louts, June 5—Check-twist- 
ing, described as a new, improved 
method of finding selling ideas to 
solve sales problems, has been un- 
veiled here by Fred Zweig, account 
service director of Roman Adver- 
tising Co. 

“First you ‘check’ to isolate the 
problem; then you ‘twist,’ or at- 
tack, the isolated problem creative- 
ly,” he explained. 

In talks to two meetings of sales 
and advertising people, Mr. Zweig 
has called check-twisting: 


e A new marketing tool that finds 
the right twist to solve sales prob- 
lems. 


e A highly specialized sales plan- 


has since been compiled. The Di- 
| gest plans to hold the competition 
| annually. 

The six contest winners all re- 
ceived framed enlargements of 
color photographs from various 
Digest editions. 


| the actual figure was not known. It 


|mning procedure that “will consist- 
j}ently produce more selling ideas 


ior any other method.” 
|e A realistic and down-to-earth 


| approach that starts with the hard, 
| practical facts of the existing situa- | 
tion and proceeds in an organized 
|fashion to help build a creative 
bridge “from your present sales 
| situation to the situation you would 
like to see exist.” | 


= Dr. Barclay Acheson, director 
of the Digest’s international edi- 
tions, told the luncheon group 
about Het Beste, a new edition to 
be published in the Netherlands, 
starting in October. Advertisers 
are being guaranteed a 100,000 cir- 
culation, at a bew page rate of 
$320. 

The managing director of the 
Dutch edition will be Jan Fels, 
formerly co-director of Smit’s Ad- 
vertising, Amsterdam, correspon- 
dent agency of J. Walter Thomp- 
son Co. (the Digest’s agency) in 
| the Netherlands, # 


ARAN WRAP, 


RP a ae 


| ® Check-twisting, as described by | 
Mr. Zweig, is a four-step process; | 
the fourth step consists of brain-| 
| Storming, a technique of free-asso- | 
ciation discussion made famous by | 
Batten, Barton, Durstine & Osborn. | 

(Continued on Page 32) | 


HAPPY EVENT—Tv spots including dancing to a jingle “You'll be 

Saran Wrap Happy Now” will be used by Dow Chemical Co. to 

introduce its new Saran Wrap package in a two-week push, start- 

ing June 17, in 45 markets. Radio spots, newspapers, Life, Look 

and The Saturday Evening Post will also be used. MacManus, John 
& Adams, Bloomfield Hills, Mich., is the agency. 
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More Sponsors 
Line Up for Fall 
Television Shows 


New YorK, June 7—Several 
more of the network tv program- 
ming chips for fall fell into place 
this week. 

ABC was busy putting the final 
touches on a deal that would fill 
up 90 minutes of choice Sunday 
night time. The occupant of the 
7:30 to 9 p.m., EST, spot on this 
network is expected to be Kaiser 
Aluminum & Chemical Corp., 
which chose to take its tv billings 
elsewhere when NBC asked the 
“Kaiser Aluminum Hour” to move 
to a late spot on Tuesday night. 
The Sunday night time will be de- 
voted to a feature film series. If 
Young & Rubicam and ABC are 
successful in getting the necessary 
clearances, at least some of these 
films will be of post-1948 vintage. 


s Another advertiser making the 
trek from NBC to ABC is Camp- 


bell Soup Co., which gave up an|and Remington Rand is pencilled 
NBC Friday night spot to buy the| |in as alternate sponsor. 

time on the same night on ABC. | 
The half hour will be filled by| 


® CBS Wednesday night replace- 
“Colt 45,” a new Warner Bros.|ment for Godfrey, “The Big Rec- 
film. ord,” already is a sellout, with 


Other developments at ABC:|Armour and Oldsmobile having 
Ralston-Purina will join Miles as|joined Kellogg and Pillsbury as 
alternate on “Broken Arrow”;| backers of this telecast. 
Bristol-Myers and General Foods! Sports made sales news at NBC 
will co-sponsor “The Town at Gun- as the network snared the Patter- 
fire Pass,” and Remington Rand |son-Jackson heavyweight bout. 
is eyeing the new Margaret O’Brien | Buick will sponsor the July 29 
show for a Sunday night slotting. championship fight. The New York 

At CBS Allstate Insurance signed | area will be blacked out. Another 
for a fall sponsor berth on “Play-|General Motors division, Oldsmo- 
house 90.” American Tobacco Co.|bile, signed for six Jerry Lewis 
selected a new John Ford situation | telecasts during the 1957-58 season. 
comedy as a replacement for the Colgate contracted for the Friday 
short-lived Marge & Gower Cham- night spot vacated by Campbell 
pion show. Mogen David wine Soup. The Jane Wyman show, now 
bought “The Dick & the Duchess,”| being considered for Tuesday 
a private eye series, for Saturday | nights, is being pitched to Singer. 
night. General Foods cancelled the! Quaker Oats, which wanted to 
Friday 8 p.m., EST, half hour but| schedule Miss Wyman’s dramas on 
the network immediately sold it to| Saturday night at 10, was over- 
American Tobacco and Socony|ruled by NBC’s programming 
Mobil Oil Co. for a film titled,| bosses. As a result Quaker Oats 
“Trackdown.” “Wally & the Bea- | may decide not to take this Satur- 
ver” is set for Fridays at 7:30 p.m.|day time. + 


One buy delivers 


television coverage of this com- 
bined market—fifth largest in the 


entire Northwest. 


ONLY THIS 
TV TEAM 


consistently covers the 
richest market between 
Portland and San Francisco 


Comprising 
181,400 families 


with spendable income of 


$3 72 million 


—where thousands of newcomers 
each year establish new brand 
preferences (and invest in every- 
thing from lawn seed to fishing 
tackle). 


the only full 


Only the KVAL-KPIC team 


reaches all of this timber treasure- 


land. 


It’s a youthful, expanding market 


Ask your Hollingbery man, or 
Art Moore & Associates (Port- 
land-Seattle) for the full story of 
this important area. 


| 
| 


Advertising Age, June 10, 1957 


Highlights of This Week's Issue 


Copywriter must fight copy chief to 
maintain identity, Ed Weiss says Page 2 


The 25 leading U. 8S. brewers managed to 
increase their share of the market to 


Tv is not a threat to newspapers, BBDO's 
Bruce Barton says ...... Page 48 


Downtown stores should promote to com- 
bat shopping centers, Chicago real es- 


ee Page 2 tate man says Page 50 
Insurance exec faked ad payments to em-| Simpson Timber Co. launches $1,000,000 
bezzle company, indictment says Page 2; campaign for its products Page 54 


Conover-Mast’s annual report shows rec- | 
ord year in revenue, profit Page 2 


Canadian appliance makers have increased 
ads 20% as market softens Page 58 


| 
In the world of the future, Univac may | Lion Books, American News negotiate to 
plan ad campaigns, Arthur Little Inc. terminate contract Page 58 

ident tells m ement group Page 2 
— ange eed s Paramount is ready to sell pre-1948 films 


Westinghouse uses saturation drive of 12 to television Page 59 
small ads in one issue of Time to pro- 


mote its products, services Page 2 Haire decentralizes its 12 business publi- 


cations, sets up three divisions, new 
posts ‘ Page 62 


Franklin Spier Inc. 


Henry I. Siegel Co., men’s wear maker, 
was so successful with New York Times 


Magazine ads that it launched whole wins top award in 


magazine drive Page 2| book advertising competition Page 66 
| Revion is pleased with its two-year-old 

St. Louis agency gives brainstorming al ~ ’ 
face lifting, calls it “check-twisting’| ™Oney-making baby: “$64,000 Ques- 
Page 3 | tion” .. Page 68 


| Jack Cornelius finds his life even busier 
in public service when he retires from 
the advertising business Page 78 


Media men offered text on media plan- 


Three more paper mills hike book paper | 
prices Page 3 


Adman Berarducci wins first prize for al- 
most-correct guess of Reader's Digest 


. ing in new book, “Advertising Me- 
eal P s| = 
circulation age dia” Page 78 
Senate committee recommends tighter Chicage’s Loop got 16% of city’s sales in 
= . . = x oO © 5 é 
control over institutional ads Page 1954, study shows Page 79 
Industrial accounts can cure admen’s, 


Diaper industry plans motivation study to 


agencies’ insecurity, Travis says .Page 3 
8 - « show advantages of scientifically pro- 


Agency media departments face many new cessed diapers Page #0 

problems as advertising grows complex. | ,, 
Advertising Age probes some of the | Chicage wee tv Rapa Wrtw, 
ways different agencies tackle these pays hve of ms way bY S86 _ its tv 
problems nes OO age 85 
Arrow Liqueurs merchandises $1,000,000- oe Press — has new ad pro- 
advertiser certificate from Life .Page 20| &@™ ‘to promote co-op ad effective- 
ness Page #2 


Tv spots for wax mentioning supermarkets | 


where wax is sold is merchandised by | Crossiey finds marketing 


research spot- 


tv-set-packing sales promotion despite many opportunities to 
exec Page 24 sin Page 95 
Washington state law sets minimum mark- | 
sy «age tearm Pace 20| REGULAR FEATURES 
Advertising Market Place ... 110 
4.2% business paper ad volume gain for Along the Media Path 10% 
May is reported by Industrial Market- Coming Conventions ; “4 
ing Page 36 Consumer Magazine Linage oe 
Slide rules are becoming dominant image | Creative Man’s Corner 96 
of engineer in ads, J. M. Mathes exec | Drawthinks 101 
says Page 37 Editorials 2 
Employe Communications 101 
Top marketing exee’s functions are out- Getting Personal 16 
lined in new book by John How- | Information for Advertisers 76 
ard Page 40 Looking at Radio & TV 96 
‘ A Looking at Retail Ads 101 
New York official hits legislature's cuts 
cs » | Merchandising Ideas oe | 
in travel ad budgets Page 42 Ghitunsion 83, 107 
43,000,000 people a year are being added | On the International Scene . 46 
to earth's population, UN finds Page 42 On the Merchandising Front os 
McCulloch Motors wins top award in | Photographic Bovtew “ 
Southern California NIAA competi- Reagh Proofs as 
ed Page 43 Salesense in Advertising a6 
This Week in Washington 6 
Advertising doesn’t exist for millions in Tips fer the Production Man 9s 
India, but local agencies work to change | Voice of the Advertiser 1064 
this, Jim Dunaway reports Page 46 What They're Saying 12 


THE DENTSU SERVICE 


* Stands on a base of comprehensive research 
* Includes eye-catching art and design 

* Embraces all phases of advertising 

x Results in campaigns that sell 


, 


, Denteu 


ADVERTISING LTD. 


HEAD OFFICE: Nishi-Ginza, Tokyo 


MAIN BRANCHES: Osaka * Nagoya « Fukuoka 
Sapporo * Yokohama * Kyoto * Kobe * Sendai 
Hiroshima * Nagasaki 
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month after month... 


1512 million* men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


| 


tf 


“The book”’ is so full of ideas for better living that it’s during the year. aa 

i often loaned but seldom discarded. 2,400,000 readers 

of an average issue reported passing along their copies 

: to friends or neighbors. 6,550,000 had kept the issue 4 

: and still had it. An average issue of BH&G is read by O eric a 

: 15,500,000 people. One third of the 123,800,000 people 3 

in the U.S. 10 years of age or older read one or more of 

every twelve issues. That’s 44,150,000 Better Homes reads Better Homes & Gardens ! 


and Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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This Week in Washington ee William Brennan Jr., writing for| Hardly a reassuring evaluation 
the majority, was acutely con-|for the GM lawyers, currently 
. . . 7] . 7 scious of the size of these two} working on other anti-trust com- 
High Court Edict Banning Vertical companies. He found that quanti-| plaints which have yet to be de- 
tatively and in terms of percent- | fended in court. 
age, Du Pont supplies the largest 


Integrations Sets New Legal Doctrine 2,0": snes The special 


|paints and fabrics. Senators Eye Senate committee 


By Stanley E. Cohen |significant anti-trust verdicts of | As for General Motors, he and | 
Washington Editor our times, the court found that Du his colleagues in the majority saw | posing new election laws bringing 
WASHINGTON, June 6—A General Pont’s participation in GM man-|jt as “the colossus of the giant | campaign finances in line with the 
Motors public relations executive agement through ownership of automobile industry,” accounting | realities of radio-tvy rates. The 
once said, “How do you make a $1|23% of GM’s stock represents a for upwards of 40% of the in-|easily-evaded $3,000,000 limit on 
billion corporation look small?” If | potential restraint of trade. TO) dustry’s annual sales. Presidential campaigns is aban- 
that’s the problem which GM anti- | reach this decision, new legal doc-| “In 1955,” Justice Brennan|doned, and more liberal ceilings 
trust lawyers are facing in court, | trine was framed—a finding that|/noted, “General Motors ranked|are placed on congressional con- 
then Monday’s Supreme Court de-|anti-merger laws apply to “verti- |first in sales and second in assets | tests. Each individual donor is held 
cision in the Du Pont-GM case | cal” as well as “horizontal” inte- among all U.S. industrial corpora-|to a maximum contribution of 


tributions is pro- 


KRON is TV in SF 


San Franciscans arz sold cn KRON-7TV 


GOLDEN GATE 
PLAYHOUSE 
Mon-Fri 3-5:30 PM 


AVAILABLE SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD + 


ae 
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|Political Ads on campaign con-| 


Advertising Age, June 10, 1957 


|maximum of $5,000 each to as 
many candidates and committees 
as he wishes. 

The committee searched fruit- 
lessly for a formula to curb cor- 
porations which put a _ political 
slant in their ads at election time. 
All it finally mustered was a no- 
tation that political activities by 
corporations are illegal, and an ap- 
peal “for enforcement agencies” to 
be “ever vigilant” to detect efforts 
in newspaper and magazine adver- 
tising by corporations to support or 
|oppose a candidate “by subtle 
means.” 


A new middle- 
‘Equal Time’ _ of-the-road for- 


shows they haven’t found the an- grations. tions and became the first cor-| $15,000 for political purposes an- 
swer. Bigness in itself was not sup-|poration to earn more than $1 bil-|nually, instead of the present set- | 
In what may be one of the most | posed to be an issue, but Justice |lion in annual net income.” up, under which he can give a 


Alternative? mula has been 

proposed by the 
special Senate committee on cam- 
paign contributions to eliminate 
shortcomings of radio-tv’s “equal 
time” rule. In the past, it led to 
absurd situations, in which candi- 
dates for little-known splinter par- 
ties demanded—and got—national 
hookups. On the other hand, a 
panel of 16 top political scientists 
consulted by the committee agreed 
with members of Congress who 
feel the allotment of air time could 
not be left solely to the judgment 
of broadcasters. 

As a solution, the committee 
would modify the Communications 
Act to guarantee time only to ma- 
jor parties and to minor parties 
which show measurable public 
support. To qualify for time, a 
candidate would have to show that 
his party had polled at least 5% 
of the vote in the preceding elec- 
tion. For new parties, time would 
be available when petitions were 
submitted signed by qualified 
voters equal to 2% of the number 
participating in the preceding elec- 
tion. 


| The Post Office 
|Ban Odd-Size Department re- 
Envelopes? cently issued or- 

ders fixing min- 
imum dimensions for envelopes 
acceptable in first class mail, and 
studies are currently under way 
| looking toward other standardized 
sizes for both first and third class 
mail. 

Part of the initiative comes from 
the House post office committee, 
which believes the adoption of 
length and width standards is nec- 
essary if the department ultimate- 
ly is to make effective use of 
automatic facing and sorting ma- 
chines. The committee proposes 
that additional charges be im- 
posed on mailers who fail to con- 
jorm., 


A panel of top 
No Tax Cut, economists con- 
Say Experts sulted by the 
Senate - House 
economic committee this week 
seemed to agree that the economic 
/upsurge which has been under 
| way for the past 15 years is slow- 
ing down, but the economists 
weren't sure whether the inflation 
danger is behind us. 

Walter E. Hoadley, treasurer of 
Armstrong Cork, said he consid- 
ers inflation the No. 1 problem, 
because many business costs are 
still going up. William M. Tongue, 
of Jewel Tea, said pressures are 
greater now than they were in 
February. But Robert Ulin, of 
McGraw-Hill, said he felt infla- 
tionary pressure is likely to be less 
effective than a year ago, when it 
brought a steady rise in prices. 

The economists agreed on one 
thing: There should not be any 
tax cuts now, unless there is an 
unexpectedly large reduction in 
federal spending. Prof. Irwin 
Friend, of the University of Penn- 
|sylvania, figures government 
|spending ought to be reduced by 
$5 billion before a tax cut would 
make sense from an economic 
standpoint. # 
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When one person passes the word to an- _ magazine impact shows that 8 out of 10 


H ave yo U eve r other about a product or service andthe Saturday Evening Post readers recom- 


second person starts telling his circle of | mend or talk about things they’ve seen 


h d h s 4 friends—that’s the kind of whispering __in the pages of the Post. 
a a W I i p e ri n g campaign that soon becomes a loud shout 


Here is the greatest potential for 
on the sales front. But the problem is: 


word-of-mouth advertising yet discov- 


C am al n how and where can an advertiser plant ered , , . millions of INFLUENTIALS in 
the word that gets around? 


one mass market. They spend hours with 
Alfred Politz has just revealed new the Post. They like and approve of Post 


WO rk for you ? and pertinent facts about this chain re- _ editorials. They respond to Post adver- 
S eemeneeemaetante 


action of influence. His latest study on _ tising. Sell them, they tell the others! 


e. 


Sell the POST ff INFLUENTIAL 
-the mass market of active influence 


sre 
Da nat Sm orl 


Peete a Pt bier s ae et oe ee Pts ee, < 2) See ete. yes ees ee ne fait dees “4 a Bt > @ oak Jeet a ee, it eS =a = ha we = an ee her a 
f aN er “ fea ae oe ie he Go = . eee: Pee in ae Bae: aaa saat aie aa Sn eae a mee ~arNahd Pn es ee a 
ee ee Fee Ge! ay PE pear > re ee me oe ee ae pices. ae be oa ae alee Rie. il Ba pies t Lae een LS a 
es = ee a <a ae ae Be patil ? oe Veins ie i Seber ne a a He Bh nama eer Pe cae ne Ea ee Rea re tes 
ee ees. at | eee oo eo aa a + 3, ret 2] Sa ; a eee past: ane A i a ee. ae uA i Un aa aoa 3 ® aa ee ee eg e are epee ee ty FES ee aed ~ eit, 
2S Sd aia Os ee es See a jee ict peat a P # ie i ea ic MN | Farm mene ‘ eG se ae a ays eee cee <p RP, Se al eg es Fy ie aa z Z 
Rae fe ee Sagal ape ee ae oe pate Bag aN se een 5 ee ey ar a te Ee ME ed Jae ee “ a Se = aE PS ea ia 
sil oe. came oe i : ; aa oe oa an RN ay eae ee a sh eas RU Sell an vee Me Pigs 
Segal in| a Rs 2 SR ws ’ ee Sats Sl Tc eames | Ua eg eam aides se Se i ta ad Kol OMe ae ge, rg Cee ee a % wee ies Lo gala tan 
; : . : = s Bere > el 
—- ie 
ne EE ee Eee’ 
; . 
ee 
‘ _ 
‘ae 
ree 
. 
ae 
" eee 
2 ee 
| f ; be a 
a. a 5 tet 
ja : , 3 SS, J 2 
: 7 ee " — > y ; - A. ' at 
se Bien © pa 2 4 ; , : . mee t= 
glia Sears 2 f LZ uae 
4 Seg ama =~ ig, An est Fe” ’ é Sea 
a es e.g ee ae ong igf - 3 ho eit ah &: 
a sh. ca yen - y 4 ee 
cap AIR yi. 0 : a wf . : : ‘ee 
f 2 eee Cee ENE Sai nl eet ks SN Me é i 7 ‘ £ _s | Se 
G ; ei a OA tia ey ae ate = ca 4 ad “ > Ri 
‘ Sis sgt’ Gp cline sa ‘. coinage AP j . j 
: if peers in es irate : boca polka nt ocala fe Si — 4 get . , a . . ” me 
& ci: A) rr Copa) ie eT a es i 4 ae » i ib thon, « 
a i a — ' si " : " d 4 : SP 4 ‘ e + 4 “ae 
9 ‘ S 7 ¢ - . x 
: ; asi is : i . ° 5 = ; 
ee 7 oe : » ; . i ee 
4 *Y m2 7, *% < = 
, q « ‘v ie aig ae eS 
; i 7 a7 i : , 
Sete i Rs ei a ‘ : - s : ‘ ee alll cars: gy 
_ et, Seppe Lia ice ates Be" bid ad nga . 4 ‘= jem yg gage a sa ae ‘ es,” 
Raper Ole eee pehee ie ’ ‘ee ‘ ET oa See an 
ee: be ee oes = ate if sae re s ‘ ie Do ee Beg ee af 
eae gen oe cocaine a ies 2.2 Web . oy Pete: ae sie ‘hea esi weet ae ae Sea a 
Mage aoe Sie 1 Aiea PRE te he “ . Ce ee ge eee ae Se t i aake Be 
, : Ss Span bn eee ae one ‘3 ae etc oo bell an aa em Ce = 
: Ae Wigs ee 2 ie 4 Reet, S'S, ead ere, os i 7 
is : tee vere aD Sa i = — ~ Ss ie enc + pee ae aS 
5 Sethe feo tah fate Litniaaee Ste : ay —* 4 | ghee Na le Babies Palit — oe ge ties 
’ CE ik SU Fale areal a a ee es ae Cage ae eee, ca aoa 
: pee Ae aS teats a . aa oe cer Re ee = 
: 1 Se Sel Reece ries ae ee eae eee kd cs Gal Z, 
< Sig ; pe Bs Be es ae ee: ee a 
Peat ta. ; Z 2 oe 2 es . ns i ite Se ere ha a ; f 
ze ’ fe tN ee eae rig i iy * re ae Se ae ae = ae or j 
3 BEM asi. ne a : F ; é eee oe eer UR cc ag dn ce . 
i, 1 ‘ > ‘ pe ‘s 24 ss Gi dea 7 ey ee ea 2s aaa 
Ps es ae eae q eee % ba . ee yaya cit Ree tie ie Ne ee 
a ei ere ie se: 5 P _ _— 7 2 Ae: costes GO, Net ae Sere 
# Me + Ne a . Pi Seite Siena <, Py eames oe 
ig Pete, oo ee : , cs ote 7 ee Te ae eR tl eee 
os as Temetn ie “eee ; ss ee ee 
a a jakarta eee St | eee . - ¥ . Re iy ks (oe 
i, ge ie Se. ee ee eT On ne haere ‘ . ‘ get oe “bee ph a pe Ch a 
- Bk ee ne a q J » (pl a | Grapes ae ef 
i se rises i (3 ae ee 7 z . ¥ Oe ee eee re: wae 
= - i ee era oe eee # ~ Be Sm ee. ioe a 
i ’ ee ee eg Oe: cu ee eee renee 2 2 ee va ee is ee AS ae 
“ks ere? - tae wn ee ae ’ iota -* ve 4 ne as: oo aan, o lara ge 
a ees . ee sai le "eed : i Fea eee aS Pea : Be Ne 
: Beto sient og Une eam eE MT utee i. ii aa iii ~— 
zi ee rat AN a ta ED wn aa oe es ers S q ars ite aes; FS oat wee ans A 
a ee eee ag ee es a hates 7 
= z sare TE A AT TO ON - . ‘- ap : 
2 er. ae ere, ae Shen ea = ry ‘ 7 ~ : ‘aes oe z ; 
% some a ee ae. . ‘ : , ere a 
a SR VS ee 1 co the: ' - ‘ s Se ae is = 
a a Mee eyo ne ? ’ ‘ ee einer 
oa 7 Ge Re ea es, ee F % Ya } 1 ee Cy) I 2 Py 
ie eo Sere eth ‘ | et ee ene oa, 
are , colic ‘ be : ~ ee st a ik eee ” “an 
“a - ie © 
i “ cease ; bibecis eet ; a ‘ ‘ ? 7 < a 
< ae a 2% aca i Be . * J ’ . » re va =e Py a ae 2 
a ‘ ere fo ee oe Bree . - ve ee ee ee 2 ahee 
ef ¥ pe re So Adlets ey: \ al ae ‘ ® ¢ ” oa . ares ‘ ; oe Ws ee 
i: ane ea ele eee | ieee ae es ie Mee see wat. i A a ‘ “eid RR a ae hee - be Sy 
; a 5 has i A r : Bs ae bt bate ms } " 7" = a i + <a a = back ie ag = é Soa ates 7 3 a 
ws OTe Carpet ei. A IE ce a ge TS ‘ ail 52 en *. , Bie e sana Oe. Ree $." baa San Rich, ns 5 Ct at 
| OE ps a ile ra : a ll ae 
_ Fi os ee ame be Rosle Ta oe ‘ ‘ Se es r" : ee ee aa a Migr eh Pie te ee ane eo 
F. ; a aD Rae ier * ea ee oe Ao, ere hi 7 Sale See oe cs : oo F fen ia gh al ai elas ae Ree ae yee a” 
¥ t oe 4 = eee. OS hh Se , Rs ke 4 : Bae a eee eee epee 8 oo meee Big 3, 
Neer fee a on ee . re ee * Mi eee eS Pie ad Pe ee ae ie a cae B35 
‘ San = etn a oe eS os Se ae . a a ae et, tad ein a = nae 
; ‘ Ce See ena sing a 7 ~ ae oe «a > eg Bs Tiss EMR Bi 9 Gin: a aa ‘ 
4 5 em : Lf Berne RS Se ms GM See ne ee eee NOP ay a ee Oe ae trae, ane ie ar eee f - ‘ « ~~ ee ' He SRT See a rr a 
aor Btls eae ea ah ak Age ie fae isy aeete - ee al ef 2 rie eee ee 7” a 4 eee MA Aen ve ; 
: ae i epi grr lee A aa is “Sate LOE yt, Opel 2 pee aE Ry 0 2h ; Pern Rete , ’ ER A cleo ‘agen * 
as i es Bo Ath eet oe € eae Ss ee a aes bee ‘ 3 ee Cas hese = ne 
etait 2% Mae ere am Bes es ae NG ated Oe EP ac re ‘4 jaa aoe E , <a id ) : ‘aan ae 
lem iw Pa Sanaa acres a er 3 = . een = es Br a iy, * Se ae a - peer eer er ts : Sal ere bs £ ‘e ee < ae 
ROE SRS), a LT —— Pa - Pal ee ee ae 
aH a ee er oe £ ~~. a 5 re ih ei ee 
Tae } ie: a aati : ¢ " ; - cp esi: mihi sad ihe 3 eel hee ‘ ‘ Te aie ial 
; g soe hs. See) ee x : ee Me eae: " ’ eens pe ‘eae ie sta Sees ee ae ay oT ne a gta eg Bas : wae. 
ia ll cd Re fall Nad 7 pu : <a ESF ae . ee ee Pe) Ce ina a oe See Ret 6 ee 
. en ee toe nn ee fl : , rien bp we ot eke ee ee! =. Ses ed alata sa eres Fed ae Lee 
eh eT Sh St oh ite gaa Serr “fh, mean ctetee | | 
ial Peace ae a) ae ron fe MR RMRET > As Pe bccn ia 68 oA. ae a Saker ope a erty ksi et ‘ 
ee a arrest Ps a acd rat ae mabe an hee. aaa : a ee, rename a vs 
ER fc? Sets Sar Meyictin tt | ae : orn ieee [ae eos 5G 
nti gered U J , el Sean rer 2: eee a rt heen ee Ss ae sf oe Si Rel Te 
eet ae : trea teat ea eae eh ee Set 7 i: ae a aa a ee PS bis Rees oR es 
Oe ee ae plieteop', *' : Nagiia eS Jn pha iat iil eC / 
ie Ns SNS roe esacteciie Ee cee eee ee ST ey. pee pe ek nak oe i, eae ete: Ba Ny Coane Pala -o gee Uk SeaNe : 
See ss ee tA RO a 2) So ak ’ 4 ew ig Sek CR ist Bes, 1" > SR is hie apr Onn n as. A laaatiNay Bag “oath 2 ; 
iS ja MMP ae eee Se es Cy aie BE ee rin, IRM Se aes eas x. Adee toe Sahih oo. ine ee Oe ae a } 
oe, ee cad "A eae eee, I eta a eet ee ee 5 
fees MG Sk TY ean Oy al Fa aot Ips ee galery pie Sng en : DRM RS rhe TY an hela a - mete. ee hel Dy 5 
ee eee oc Py a ee ee ee eee a a, 2 
2 ae oa a ca Bechet ned are: Fe pital eee OP ella ’ ot airs ee oe ee eer Hee ee WARE epi get A> 
< Sig RE Grae 2 Na eee aie” OE | hl EN aR eS ee ae — 
a atta tae sate es ok chet ei A cea Sig : Meet he 6: Sect Se: c Res oo ‘ ‘ <: Soe som Rieter a ae See ie a a cet oe cecum 3 - 
os No, Pie re Samal Soa 3 er 4 (iS eee ening. i. eae : ? Pere penn 0 | a eee an iowa Sin nes Swe hal ea) iS Se eee he ee eee F 
Ais Sea Sale a rae Pi, rie ieee ee | eee ee 2% Ty re Se ee ree “et ee Be eas ge ah: Pie eit ERR se Me Ob poe ea = 
ae . . ni Fee. cei Ee aa $ ; : : : ; sts 
. dg ken is - : : é Rae Les . ; : 5 rake Wee TN ‘ : : : 
7 ; Raper. oe spel el mga a 4 ee ee : eu : 4 : ee re ee ee eee mee : aes ee i F ee aes ae 
ve: oem &. ie aes ee. a = em oh er eee i eee Re eee a paige ee ace aa el ae go deen eh Nr ON RS a id et el <i i eee ae ince 
ect ore 2 Biase x cocci ie « hae se SMart ye)! 2 bee ioe er eae Se Se ar eae ary aw et oes. oe Seapine tess fe : ee se 
lint gage ye a ee a atin ee ee ee Rem VP mee ch ater eee ata. oc xcucs a Pee ae ae eae Tae ae 
‘ ea? ie reparation wee .: _ f ae) ; FE nS ean IO AOR, gees ee emer a SE el gt le ae oe beak) pee Me So re, oniay lacie : Ronen 
ie ee 
ol : ; 
note 
ae 
. s Pate: 
The Saturday Evening ci 
; re 
oe 
rs 
= 
* eas 
A CURTIS MAGAZINE 
ih lea " i in } . ait “ ‘soph A so Re es a Pent bees = 2 Eales eB / i oF 
2 ee ee ae ee ks: Pee 9 UE 7 re nie jag pee Sar, a ES ‘ ies eet ot agli a . =. jae ; ; a ee ee 
4 Sye8 he ARN eo Cb a Was i ee in on sige pial one. et ee ef ee : ; 20g ais aus a ee eee 
ea. ee ee Sie ee ‘ , ae hee: er ha eae re ee ns Kream =: ie ee , (it dalam a Shy SAS te Es Renee os 
Se eee ee WANG ape ds ee eee ae ‘ Ra il a Aci) Sai CLS. A tee Sn laa : we fo ee eee eee pees Se. oe 
Se ee re oe i mieege sg 1S Tree ee ee eae ee hae ee woman lke Dee |e eet ie 
oo ae ee ee i er aaa) A... er 
: a wake Boe coreree |: ; ie ase MLE pe’ Sale , EPS Me r ary [Ae eee 


8 


Postal Hike Bill 
Rings Twice at 
Door of House 


Bill Emerges Unscathed 
from P.O. Committee but 
Has Long Road Ahead 


WASHINGTON, June 6—The ad- 
ministration’s postal rate increase 
bill finally emerged from the House | 
post office committee today, as the 
committee’s majority warned that 
postal deficits for the fiscal year 
beginning July 1 will be at least 
$651,000,000 unless Congress acts 
now to bolster the department’s 
revenues. 

Except for technical changes, the 
bill was reported almost exactly as 
it was forwarded to Congress by 
Postmaster General Arthur Sum- 
merfield in March. Major features 
include a 4¢ letter rate, 7¢ airmail, 
3¢ postcards, a two-stage rise to 
a $25 per 1,000 bulk third class 
rate and a 60% increase in publish- 
ers’ second class in four annual 
15% steps. 

Six committee members, all 
Democrats, refused to go along. 
Their minority views charged that 
the rate program tends to obscure 
rather than clarify the mission of 
the postal service in our national 
life. 


® Rep. Charles O. Porter (D., 
Ore.), who has spearheaded the 
opposition, claimed users of first 
class were being required to pay 
“an excise tax” to make up for 
losses incurred by the department 
from second and third class mail. 

Meanwhile the stage was set for 
a showdown on new reductions in 
service, as President Eisenhower 
forwarded to Congress a request 
for immediate action on an addi- 
tional $149,500,000 appropriation 
for postal operations in the fiscal 
year starting July 1. 

The request was accompanied by 
a memorandum from the Budget 
Bureau warning that service ad- 
justments would be introduced in 
order to bring costs into line with 
appropriations unless action is 
taken on the request before the 
fiscal year starts. 


® The outlook for the postal rate 
bill remained uncertain. Nearly six 
weeks have passed since hearings 
ended in mid-April, and the bill 
has still to clear the House rules 
committee before it can come up 
for debate. Similar legislation 
passed the house on July 13 last 
year, only to be pigeonholed by the 
Senate post office committee for 
lack of time. 

The fight in the House when the 
rate bill reaches the floor is ex- 
pected to center on the 4¢ letter 
rate. While the committee’s minor- 
ity argues the 3¢ letter “pays its 
way,” the majority claims first 
class costs will exceed revenues by 
$49,000,000 in 1958. 


® The majority warns the first 
class increase is the heart of the 
bill, bringing in $314,700,000 of the 
$527,500,000 of new revenue. Even 
more important, the majority says, 
is the fact that the 3¢ letter rate 
acts as a ceiling to prevent further 
upgrading of other classes. 

The majority claims the plan for 
four annual 15% increases in sec- 
ond class rates represents a “fair 
and moderate” adjustment which 
shouldn’t force any publisher out 
of business. 

The committee said it feels 60% 
over four years is the most that can 
be expected from publishers at this 
time. “It is not the purpose of this 
postal rate adjustment legislation 
to jeopardize the continuance of 
any business venture that has been 


/majority said. 


Dole Shifts 


undertaken in reliance upon the 
postal rate structure for second 
class mail, or to raise such rates 
to a point that might in a sense 
have a confiscatory effect,” the 


The majority spared few words 
on its plan to raise bulk third class 
to $20 per 1,000 now and to $25 per 
1,000 in two years. It pointed out 
there has been much protest from 
the public complaining about this 
type of mail. And it expressed con- 
fidence no business would be hurt. 


EDWARD G. GERBIC, formerly vp of 
merchandising and advertising of 


Ayer Share of 
Account to FC&B 


(Continued from Page 1) 
clear for the rest of Dole since 
February, when Libby, McNeill & 
Libby, Chicago, pulled its canned 
pineapple products out of FC&B 
and added them to the rest of 
Libby’s fruit advertising at J. Wal- 
ter Thompson Co. 


Johnson & Johnson, will join 
Heublein Inc., Hartford, Conn., as 
a vp and general manager of its 
food division, effective Aug. 1. No 
successor has been named. 


NIAA Plans for 
Media-Data File © 
Stir Opposition 


(Continued from Page 1) 

project officially, and—although he 
|had not made the contacts person- 
ally—he said no serious objections 
were raised. Where there were | 
complaints on a single point, the 
|new proposal has been modified, 
|he said. 

He conceded that when these} 
conversations were held, no price 
was mentioned. The $600-a-publi- 
grounds that it would tip Dole’s | “The EAA’ ueatins ae 
marketing hand to competitors. that the association had been 

He emphasized that there is no | forced into a “premature release” 
acrimony between Dole and Ayer | of the nature of the media-data 
and said that Ayer “not only did a f¢ije, that no opportunity had pre- 
very fine job in advertising our | sented itself for it to be explained 
pineapple products but also made a| publicly, and that it was widely 
tremendous contribution toward | misunderstood. 
establishment of Dole as an Amer- He asserted that the announce- 
ican trade name...” ment (AA, May 27) carried only 
the “bare bones” of the proposal 
and noted that some of the com- 
plaints indicated that even the an- 
nouncement hadn't been read care- 
| fully. He expressed the opinion 
that full information might well 
alter the initial defensive attitude} 
the proposal had encountered. 


® The Ayer portion of the Dole 
account has been billing close to 
$3,000,000 while the FC&B portion 
has billed about $1,300,000, accord- 
ing to Hal M. Chase, vp and mar- 
keting director of Dole. Now com- 
bined in the FC&B shop, he says, 
the whole account will bill “close 
to $4,000,000.” 

He said the disagreement behind 
its split with Ayer “was not over 
what we had done in the past but 
over what we proposed to do.” Just 
what that is he declined to say on 


} 


® At Ayer headquarters in Phila- 
delphia, meanwhile, agency presi- 
dent Warner S. Shelley said that 
“we have given up the pineapple 
account because of a basic dis- 
agreement over the marketing pro- 
gram setup. I don’t believe it prop- 
er to say anything more,” he add- 
ed. “Anything else would have to|« Mr. Freeman emphasized ‘ 
| , phasized that 
come from them [Dole]}.” \the proposed media-data file will 
Dole has been test marketing a | carry no advertising and that such 
variety of canned products lately | a proposal has never been suggest- 
without use of advertising. The/|ed or entertained. 
test products include canned green| Last week the NIAA proposal 
beans, in Washington; tomato juice | was the subject of much informal | 
and sauce in Puerto Rico; pears,!discussion at the annual meeting) 
in Minneapolis, and yellow cling|of Associated Business Publica-| 
peaches in Michigan. tions. But William K. Beard Je., 
Mr. Chase insisted that this test} ABP president, told AA that the 
marketing had nothing to do with| association would take no formal 
the argument with Ayer. laction on NIAA’s proposed new 
These are products of two West! media-data forms service, on the 
Coast packing houses acquired by | grounds that it was a matter for 
Dole two years ago (AA, Oct. 10,| individual publishers, not the ABP. 
55) in a major expansion of its The most stinging criticisms of 
operations. the NIAA media-data forms were 
expressed by C. L. Botthof, presi- 
# Evidence of Dole’s expansion | dent of Standard Rate & Data Serv- 
has shown up vividly in its 1956} ice, in a letter to Mr. Freeman, and 
profits and earnings figures. In the | py National Business Publications, 
fiscal year ending May 31, 1956, | in a letter to Ralston B. Reid 
Dole’s sales were $71,806,562 com- | NIAA board chairman. 
pared with $58,801,687 for the pre-| 
vious fiscal year. 1956 net earnings|s Mr. Botthof’s letter, which he! 
were $2,652,047, a 94% increase| released for publication, said in 
over the previous year’s earnings| part: 
of $1,369,025. = “I am urging American publish- 
;ers of business papers to resist, as 
Pearson Files Against Station | Canadian publishers are resisting, 
John E. Pearson Television, New the current plan of the National 
York, Station representative, has| Industrial Advertisers Association 
filed suit in New York supreme |coercing publishers into paying 
|court against Streets Electronics, | $600 each to secure representation 
|, operator of KGEO-TV, Enid, Okla., in the association’s proposed me- 
charging that its representative|dia-data file. Publishers should 
agreement with KGEO-TV extend-| resist this proposal because it is 
ed to June 30, 1958, and was|improper and unprincipled. 
wrongfully terminated on April 18, “The plan is improper because 
1957. Blair Television Associates|of the pressure that it inevitably 
currently is handling KGEO-TV. | 


|places upon business paper pub- 


| lishers to support a periodical that 


will be issued by their customers. 
The plan is an obvious intimidation 


|and many publishers have already 


expressed themselves as feeling 
forced to support the movement for 


| fear of offending NIAA. 


s “NIAA is essentially an associ- 
ation of advertising managers or- 
ganized in their own interest. It 
must be assumed that the use of 
industrial papers by the members 
of NIAA is a completely voluntary 
act, motivated by the conviction 
that it is a good investment, but 
you can imagine the possible em-| 
barrassment of the business paper | 
publisher who refuses to support 
the new media-data file put out 
y the advertising managers when 
he solicits from them advertising 
for his own publication. So far, 
NIAA has only hedged on the 
question as to whether it will de-| 
mand paid advertising as well as 
$600 participation from business 
paper publishers. I suspect that it| 
is going to do both. [NIAA tenes 
dent Freeman categorically denied 
planning to accept advertising. | 
“The plan is unprincipled be- 
cause it assumes the poor financial 
position of NIAA should be rem- 
edied by the publishers rather than 
by the advertising managers them- 
selves. The logical way for the as-| 
sociation to secure adequate funds | 
to support its headquarters staff 
and its operations is not to put 
its hands deeper into the pockets 
of the publishers, but for the ad-| 


|vertising managers or the compa- 


nies which they represent to dig| 
deeper into their own pockets. . 
“Perhaps you should also con-| 
sider whether it is patently illegal 
and reflects obvious collusion and 
conspiracy in restraint of trade.” 


® Late today National Business 
Publications released the full text 
of its letter to Mr. Reid. It read: 
“In behalf of the private enter- 
prise interests of the member-pub- 
lishers of this association through- 
out the U. S. and in Canada we are 
obliged to endeavor to dissuade you 
in your announced plans to enter 
the publishing field—with an as- 
sociation-owned publication—in 
competition with already estab- 
lished and well-regarded indepen- 


dently owned and operated busi-| 


ness publications. 
“It is rather difficult for any of 


|}us to comprehend how your pro- 


posed new compilation could pro- 
vide any additional data not now 
available through such long estab- 
lished and respected mediums as 
the Market Data Book of Indus- 
trial Marketing and Standard Rate 
& Data Service. 

“There must necessarily exist 
grave doubts in the minds of our 
members—who are also your mem- 


bers—as to the useful purpose to! 


be served by such a publication as 
the media-data file which you 
have announced. 


® “Many of our members are voic- 
ing. the opinion that you would 
simply be directly competing with 
SRDS, Market Data Book, etc., 
(also members of NIAA) for their 
advertising dollars without appar- 
ently being able to offer a dis- 
tinctly different service. 

“It also seems to numerous NBP 
publishers that your’ proposal 
would appear to be standing on the 
edge of very dangerous ground in 
that your organization would not 
only presume to ‘dictate’ the form 
that a publisher’s data presenta- 
tion should take, but to distribute 
it as well, additionally proposing 
to ‘tax’ each publisher for the du- 
bious privilege of distributing his 
presentation to prospects who 
would not necessarily coincide. 

“Our members also raise other 
basic questions related to the good 
morals and manners of the Amer- 
ican way of business conduct. 


Would not your planned publica- 
tion violate 


the very concept of 


Advertising Age, June 10, 1957 


free enterprise? Would it not be 
the case of a tax-exempt organi- 
zation going into competition with 
tax-paying private enterprises? 


|@ “Your contemplated venture into 


the publishing business would fur- 
ther appear to be contrary to the 
expressed purposes and standards 
of practice of your association, in 
that: 

“1. It would not be of real and 
lasting assistance to individual 
NIAA members; in fact, it would 
be detrimental to their best inter- 
ests. 

“2. The publication and sale of 
such a periodical would not be the 
type of association activity con- 
templated by the founders and the 
membership of NIAA. 

“3. Such a publication, being in 
competition and injurious to the 
best interests of publications issued 
by NIAA members, would be con- 


trary to the high standards of prac- 


tice which all NIAA members are 
enjoined to uphold. 

“4. Such a publication would 
constitute a questionable attempt 
to secure income for your associa- 
tion at the expense of and to the 
serious detriment of certain indi- 
vidual members. 

“5. Any action on the part of 
your board of directors in authoriz- 
ing such an activity could be de- 
termined as illegal, because the di- 
rectors are bound to uphold the 
purposes of the association and 
abide by its standards of practice. 

“6. Such a publication, being 
contrary to NIAA’s purposes and 
violation of NIAA'’s | standards, 
could not meet the requirements 
of a valid NIAA activity. 


® “National Business Publications 
Inc., many of whose member-pub- 
lishers are on your roster of those 
supporting the purpose, principles 
and program of the National In- 
dustrial Advertisers Assn., must— 


|in all good conscience and in com- 


plete loyalty to its own corporate 
convictions, as clearly expressed in 
the NBP  by-laws—respectfully 
though strongly request your 
board of directors to move to per- 
manently discontinue any plans to 
establish a publication which could 
only be construed as deliberate 
competition with bona fide busi- 
ness publishers who are members 


}in good standing of both your and 


our association. 

“May we receive immediate 
word from you regarding the ac- 
tion taken by your board?” = 


U.S. Court Clears 
‘Contidential’ in 
Abortion Story Case 


Cuicaco, June 6—Confidential 
was acquitted in U.S. district court 
here today of charges that it viola- 
ted postal laws by publishing an 
article on abortion in its March, 
1956, issue. 

In dismissing the indictment, en- 
tered March 7 (AA, March 18), 
U.S. District Court Judge Joseph 
S. Perry said that the magazine 
was like “a boy that ought to be 
whipped” for purveying “social 
sewage. But why should you whip 
a boy for yelling fire when all good 
boys do the same?” 


s The magazine’s counsel, Becker, 
Ross & Stone, introduced 55 ex- 
hibits in support of its major 
argument that many other publica- 
tions have carried information con- 
cerning abortion. 

Judge Perry agreed with the de- 
fense that the magazine did not 
have any guilty intent to promote 
sales of any pills or drugs to in- 
duce abortion. 

Two other indictments against 
Confidential on the same count are 
still pending in Union County, N.J. 
(AA, May 6) and Los Angeles 


County (AA, May 20). # 
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LOOK GUARANTEED 
CIRCULATION 
1946 2,100,000 
1947 2,310,000 
1948 2,700,000 
° 1949 2,850,000 
1950 3,000,000 
1951 3,100,000 
? 1952 3,250,000 
: 1953 3,250,000 
3 1954 3,700,000 
1955 3,900,000 
1956 4,000,000 
1957 4,850,000 


Effective with the issue of January 21, 1958 


LOOK ANNOUNCES NEW 
CIRCULATION GUARANTEE 


> ie 


Look’s new circulation guarantee, compared with that of 1946, represents a 
gain of 3,200,000. This is the largest increase in circulation guarantees, during 


this period, of any leading magazine. LOOK—THE EXCITING STorY OF PEOPLE 
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It’s a changing world. Along with fashions, home appliances and the 
shifting sands of the desert, the American language never stays put. Hardly anyone 
says ‘‘Pardon my wet glove” any more. Or ‘‘23 Skiddoo!” Or even ‘‘The cat’s pajamas.” 

The language of television, too, periodically gets itself turned upside 
down. Take the phrase ‘‘network quality,’’ for instance. Years ago (like 1956), ‘‘network 
quality’’ was the expression in vogue. It meant the best you could buy—7if you were a 
national advertiser with matching budget. TV film syndicators wistfully resorted to 
‘network quality’’ when they wanted to make the biggest possible claim for their product. 

When we set out to produce our syndicated submarine-adventure 
series, ‘“The Silent Service,’’ we kept one basic reality in mind—the fact that all TV- 
viewing is local. In any given time-period, the local, regional and spot-program adver- 
tiser has to be ready to compete with network shows, no matter how glittering their 
production values. We defined our market as those selfsame local, regional and spot 
advertisers exclusively. It was therefore up to us to provide them with so prime a product, 
they could compete successfully for audience, no matter what the competition might offer. 

Well, ‘“The Silent Service’ is now happily under way the length and 
breadth of the land. In city after city, regardless of what the competing attractions are, 
the major audiences are going for the action, suspense and sheer believability of ‘“The 
Silent Service.’’ And the critics have written consistently complimentary reviews. 

‘‘Network quality?’’ That’s one way of putting it. But for non- 
network advertisers, there’s a better way to describe television entertainment at its 
finest—and they can be mighty proud of it. It’s the modern, true-to-life, CNP 
expression—‘‘Syndication Quality!’’ NBC TELEVISION FILMS a division of 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 
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The Editorial Viewpoint... 


Art. Words, and Wisdom 


The Art Directors Club of New York has been getting an earful 
on the subject of art and communications and advertising in re- 
cent days; and as usual, much of the earful is irrelevant, imma- 
terial or grossly exaggerated. 

Albert Dorne, noted commercial illustrator, took a hefty poke 
at symbolic art in current advertising. He wants art with which 
“the customer can identify himself,” and Mr. Dorne does not 
believe that many customers identify themselves with men sipping 
a drink while sitting sidesaddle on a white horse, or with women 
smoking big black cigars. 

Ads must sell products, Mr. Dorne reminded his audience. And 
he concluded: “I’d love to see how effective much of the art we're 
having so much fun with today would be during a depression.” 

We know what Mr. Dorne means, and we sympathize with him. 
But his comment is immaterial and irrelevant all the same. The 
art he refers to is not trying to sell products in a depression; it 
is trying to sell them here and now, in an atmosphere of plenty 
and luxury, and at least some of it is quite obviously successful. 
Advertising art is not designed for the ages; there is no good rea- 
son why it should be judged on any standards except good taste 
and its effectiveness at the time and under the conditions in which 
it is used. 

At the same visual communications conference, Pierre Martineau 
took off again into the wild blue yonder with his dogmatic asser- 
tions that art is all-important in advertising and copy is of no 
consequence. Mr. Martineau, in our opinion, grossly exaggerates 
what he really believes, or else he is engaged in the somewhat 
peculiar labor of using high-powered and explosive words to prove 
that words are meaningless. 

Few would debate his basic concept that presentation is usually 
as important as content in advertising, and frequently more im- 
portant. Few would argue that some ads are great ads because 
of the artwork or the layout or the technique of presentation, and 
that the words are relatively unimportant. 

But to go beyond this to the point of insisting that words are 
useless or perhaps even deterrents to selling, is to carry on a 
peculiar kind of brinksmanship which takes us right to the edge 
of total nonsense. Words and pictures both, as Mr. Martineau has 
himself said so well, are only two of a wide range of ways in which 
humans communicate with each other. The two together provide 
infinitely more communication than either alone; they should be, 
and they usually are, used to complement each other. 

Instead of pitting one against the other—or of pitting realistic 
art against symbolic art—wouldn’t it be more sensible to say that 
the wisest technician uses whatever devices or tools he needs— 
in whatever combination he thinks most appropriate—to perform 
the particular job that needs performing? Why must one be right 
and the other wrong? Can’t they all be useful and effective? 


So the Post Office Is a Business 


If any proof were needed that the operation of the post office 
has no relation to the normal operation of a private business, and 
that all the conversation about the post office being a business 
is a bit thick, it could be garnered from the post office’s own break- 
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“Is your boss partial to Politz, or devoted to Dichter?” 


Must Be Right for the Product 


modity of ours, time, it seems to 
me that we should be working hard 
at developing new approaches. To- 


down of costs. 

We are told that 78.4% of post office budgets are for wages, 
15.5% for transportation (“officials insist it is determined solely 
by the volume of mail”), and 1.8% for rents, utilities and similar 
costs. 

The post office operates an enormous plant, but, in common with 
other government units, it takes no account of invested capital 
nor of depreciation of plant or equipment. Budgets are “operating 
budgets” in terms of cash outlays needed to operate at this moment; 
they do not usually concern themselves with such things as re- 
placement of physical or capital investments. 

We're not arguing that they should, necessarily; but to claim that 
the post office operates “like a business” when 
its total fixed cost, and the remaining 93.9% 
lated to volume of mail handled, 
men weep. 


it claims 6.1% as 


as variable cost re- 


is enough to make most business 


What They're Saying... 


omists, I am convinced Canadians 
|use their credit wisely and with 
|restraint. There is little evidence 
that the present volume of instal- 
ment buying presents the slightest 
threat to our economic stability, 


In selling that perishable com- 


day’s selling seems to have reduced 
itself to a mass and a mess of sta- 
tistics. If I were a time buyer to- 
day, I’d be awfully tired by now of 
jratings and _ costs-per-thousand, 
and I’d welcome a salesman who 
| left his slide rule home and came in 
talking about what his show could 
do for my client. Too often, there 
is a tendency to lose sight of | 
whether the vehicle is right for 
the product. For example, it doesn’t 
|make much difference how high a 
rating you can get by broadcasting 
hockey games—you're still not go- 
| ing to sell much lipstick that way. 
—Robert H. Teter, vp, director of ra- 
dio, Peters, Griffin, Woodward Inc. 


speaking before the 
Assn. of Broadcasters. 


Says Canadians Use Credit 
Wisely and with Restraint 


smooth-running commercial econ- 
|}omy. Notwithstanding some nega- | 
tive head-wagging by a few econ-| 


i 


and I hope we may see the early 
relaxation of the current unoffical 
controls on consumer credit. 


—Rhys M. Sale, president, Ford Motor 
Co. of Canada, in an address at the 
annual convention of the Assn. of 
Canadian Advertisers in Toronto 


Selling Needed 

As an industry, broadcasting is 
being clobbered. It’s being clob- 
bered by government agencies, by 
congressional committees, by seg- 
ments of the press and by segments 
| of the public. 
Are we as bad as we're painted? 
In my opinion, broadcasters are 
Pennsylvania | doing a wonderful job of public 
service broadcasting and a terrible | 
| job of selling that fact to the FCC, 
to Congress, to other government 
| officials, to public service organi- 
Credit-buying is the grease for a | zations and to the general public. . . 


~—Sam Cook Digges, general manager, 
WCBS-TV, New York, speaking be- 
Broadcast 


fore the 


clinic. 


Music Inc 


tv 


Advertising Age, June 10, 1957 


Rough Proofs 


“Every 45 seconds somebody 
|buys a sweptwing Dodge!” 
| And so of course the dealers 
| have to stay open all night to take 
|care of these insistent customers. 


People who have complained of 
the cold, unseasonable spring may 
also have noted the unpleasant 
weather they’re having at the 
South Pole, where the temperature 
is 100° below zero. 


“Changing a ribbon is so clean 
and easy you can do it with white 
gloves on,”’ promises Royal electric 
typewriter. 

That’s the sort of thing that will 
ultimately create a secretarial aris- 
tocracy. 


“She deserves to eat out at least 
/once a week,” urge Chase & San- 
born and other restaurant suppli- 
ers, who will be satisfied with a 
reciprocal brand mention on the 
menu cards. 


“Do you want a piece of tin from 
Detroit and a $30,000 pile of bricks 
in the suburbs?” William Faulkner 
asked University of Virginia stu- 
dents. “Isn’t that a hell of a goal?” 
| Detroit is sure he hasn’t looked 
iclosely at the 1957 models. 


“Finally,” headlines Spalding, 
“the truth about golf balls.” 

The truth seems to be, as fel- 
lows like Sammy Snead could 
have told you, that sometimes they 
just won't go into the hole. 


Bertoia of the Detroit Tigers 
says he has played better baseball 
since taking tranquilizing pills. 

A few such testimonials by .300 
hitters might open a new market. 


Simoniz is offering a free first 
aid kit to motorists who buy Body- 
sheen, and Bauer & Black is get- 
ting an extra dividend of brand 
identification in the promotion. 


Advertisers who use their tv 
commercials as copy for their print 
media ads must have a good rea- 
son for believing that readers 
wouldn’t be interested in hearing 
anything new. 


United Fruit has demonstrated 
that even Chiquita Banana needs 
help with her singing commercials 
when the words and music on 
broadcast media are run as lines of 
type on a magazine page. 


“Why do husbands leave home?” 
asks a lawn equipment advertiser. 
One reason may be that their 
favorite sports programs and their 
favorite brew may be both avail- 
able at the neighborhood tavern. 


Billy Martin has already decided 
that it’s going to be an unusually 
long year before he'll be ready to 
|celebrate his next birthday with 
|his Yankee teammates. 


Copy Cus. 
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Dr. Smiley Blanton: 


“LOVE OR PERISH” 


Dr. Norman Vincent Peale: 


“THE ART OF 


REAL HAPPINESS” 


Dr. Hornell Hart: 
“AUTOCONDITIONING” 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


i a. —— Che Philadelphia Prquirer 


Champion 
“Weight Lifters” 


They lift the load from 
heavy hearts and 
troubled minds... 


To the oft-mentioned aims of The Inquirer 
—information, aid, entertainment—must be 
added another: Inspiration. Today, with 
the world so much awhirl, readers seek 
counsel and guidance and the shining light 
of inspiration to lighten their daily load. 
7 Heer Seana The Inquirer supplies a full measure. As 
“LIVE LONGER exemplified in the serializations of best-sell- 
AND ENJOY IT2 ing books by the authors pictured here. 


It is only natural that readers turn to The 
Inquirer when they feel a need for help. Be- 
cause The Inquirer has always put the needs 
of readers above all else. Out of such concern 
for readers has developed a firm loyalty to 
The Inquirer. Loyalty that is reflected in a 
most productive climate for advertisers. 
That’s why more advertisers place more 
linage in The Inquirer than in any other 
Philadelphia newspaper! 


Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Andover 3-6270 Woodward 5 7260 Garfield 1-7944 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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Lanny 
SUMMER 
SPORTS 
FESTIVAL 


Archery, golf, softball, tennis shows filled 
bleachers constructed on parking lot 


Aisles were decked with rows of merchandise, 
SPORTS ILLUSTRATED color posters and displays 


Glympian Bob Clotworthy, clown divers, skin divers Shoppers brought children, crowded around 
drew crowds around specially constructed pool for autographs, cheered sports exhibitions 
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Gimbels new Cheltenham suburban store (near 
Philadelphia) co-sponsored the first SPORTS ILLUS- 
TRATED Spring Sports Festival last May 15th—and 
you can see some of the results on these pages! 


Gimbels set up a tennis court for Bill Talbert 
and Doris Hart; a plastic-covered golf and batting 
cage for Marlene Bauer Hagge, Doug Ford, Chick 
Harbert, Johnny Mize and champion girls’ softball 
pitcher Margie Law; a sawdust high-jump pit and a 
swimming pool for Olympic gold medalists Bob 
Mathias and Bob Clotworthy; a basket and a back- 
board for George Mikan—and bleachers for the thou- 
sands of Cheltenham shoppers who turned out to 
watch the four-day affair, afternoon and evening. 


(To say nothing of the outdoor pennants and 
countless window and counter displays of SPORTS 
ILLUSTRATED-advertised merchandise that made 
Gimbels look as festive as Municipal Stadium at 
Army-Navy game time.) 


Gimbels was the first of three such suburban 
shopping center promotions this month: Old Orchard 
(Marshall Field and the Fair), May 23-29; Northland 
(J. L. Hudson), June 13-22. 


Said a visiting Philadelphia ad execu- 
tive: “Last night was a terrific example of 
the impact that sport has in moving people, 
and therefore, merchandise. You have pre- 
selected your SPORTS ILLUSTRATED audi- 
ence on the basis of their interests. The fact 
that last night’s performance is repeated 
every week in your pages has tremendous 
implications for your advertisers.” 


What a setting for selling! 


SPORTS 
ILLUSTRATED 


Circulation now more than 750,000 families weekly 


More than 500 posters and tie-in displays 
gave store a gala fun-in-the-outdoors look 


Nearly 100 SPORTS ILLUSTRATED-advertised 
items (below, a Catalina swim suit of Du Pont Orion) 
are featured over new suburban store's two floors 


cating «foe of| 


Davis Cup Captain Bill Talbert plays exhibition 
set with Dick Savitt before afternoon crowd 
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35.5% of the heads of ¢/és 
Magazine households surveyed 
are Officials* or proprietors 
of businesses. This is by far 
the largest percentage in its 
classification of any of 
the 54 magazines 
appearing in the latest 
Starch Consumer 
Magazine Report. 


1,180,296 Elks comprise a mass market with class incomes the median 
of which is $6,050. The Starch 51st Consumer Magazine Report gives 
the complete picture. Just write or phone to see a copy. 

*Includes managers and officials 


in both private and public 
organizations. 


THE MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


|“Business Week’ Appoints 
Six in Staff Changes 
Benton H. Faulkner, formerly | 
assistant promotion manager of 
Business Week, New York, has 
|been named to the new post of pub- 
\lic relations manager. William S. 
Boal, formerly with Hearst Adver- 
tising Service, succeeds Mr. Faulk- 
ner. Business Week has named 
Gustav V. Du Peza research man- 
jager, succeeding Patrick L. Dud- 
ensing, who has joined Crossley- 
S-D Surveys, and Bruce A. 
McNaughton merchandising man- 
ager, succeeding George Rowell, 
who has joined Conover-Mast 
Publications. Mr. Du Peza formerly 
_was with Fleet Owner, another 
| McGraw-Hill publication; Mr. Mc- 
Naughton previously was with 


Nation’s Business. 

John R. Thomas has been named 
Pittsburgh district manager, re- 
placing John P. Taylor, who was 
transferred to Business Week's 
|Chicago office as midwestern ad- 
vertising manager. Mr. Thomas 
previously was with McGraw-Hill 
| International Corp. 


Consolidated Press Ltd. 
‘Reports 1956 Loss 

Consolidated Press Ltd., Toron- 
to, reports a net loss of $102,298 
from 1956 operations compared to 
$99,858 the previous year. In- 
creased costs have continued to 
outstrip economies, president J. K. 
Cooke said in the annual report, 
although circulation has increased 
and revenues improved slightly. 

The company publishes Saturday 
Night, Farmer’s Magazine and Ca- 
nadian Home Journal and operates 
a business paper publishing divi- 
|sion and the Saturday Night print- 
ing division. 


OH, |KNOW THAT! THE 
NATIONAL HOG FARMER ALREADY 
HAS A CIRCULATION OF MORE THAN 


C4 


ASX -s 


An idea born little more than a year ago in the heart of the 
Corn Belt has attained championship status. 

The National Hog Farmer has passed the 100,000 
circulation mark . . . is well on its way to its second 100,000. 


Why? Because The National Hog Farmer 
fills a long-felt need. America’s first and only general 
swine publication, it crosses all breed lines to give 
hog producers the information they need on breeding, 
management, research, education and marketing 
of pork products. 


Only The National Hog Farmer reaches leading hog 
producers from coast to coast. It should be included in your 
next advertising schedule. 


Representatives 


a WIN. THE NATIONAL HOG FARMER, 

IN JUST IS MONTHS,HAS INCREASED 

ITS CIRCULATION FROM ABSOLUTE 
ZERO TO 100,000. IT’S THE 

FASTEST GROWING PUBLICATION 

N THE LIVESTOCK FIELD 


® Vining & Meyers, 35 E. Wacker Drive, Chicago 1, 
® Norris H. Evans Co., Box 36, Upper Montclair, N. J. iow York ph. PL 5- 1127 | 


NATIONAL 
HOG FARMER 


GRUNDY CENTER - 
A Spokesman Press Publication 


IOWA 


, FRanklin 2- Wi) 


Advertising Age, June 10, 1957 


Getting Personal 


Elon Borton, retiring president of the Advertising Federation of 
America, has sold his home in Scarsdale and is moving to Chapel 
Hill, N. C., where he is building a new home... William E. Berch- 
told, administrative vp at McCann-Erickson, has been named pub- 
lic relations committee chairman and executive board member of 
the Greater New York Councils, Boy Scouts of America... 

A two-year dream is about to materialize for Rudolph A. Neu- 
bauer, vp and sales manager of Sutton Publishing Co. He’s played 
a major role in getting a $100,000 swimming pool built at Thorn- 
wood, N. Y., for 500 families in the area... 

Charles M. Robertson Jr., president and treasurer of the Ralph H. 
Jones Co., Cincinnati, has been elected president of the Common- 


wealth Club of Cincinnati... 
Born to former AA staffer Bill Burkhart and wife Dorothy their 
second child, Richard Arthur, 6 lbs., 11 0z., May 26... 


REWARDED—Elwood J. Robinson, center, president of Elwood J. Rob- 
inson & Co., Los Angeles, presents special bonus checks to members 
of his creative staff. At left is Terry McFadden holding the “Lulu” 
she received for winning first place in a contest sponsored by the 
Los Angeles Advertising Women. At right, Don DuBois, art director, 
receives his check for an award-winning outdoor poster design. 


70 employes of the Mutual Life Insurance Co. of New York came 
to work the other day, bearing boxes full of cake, pie, bread and 
cookies to enter in the company’s first baking contest. When all the 
tasting was over, Russell V. Vernet, director of advertising, had won 
first prize in the pastry category with an immense apple pie, over 
a foot in diameter... 

David North, advertising director of Jos. Martinson & Co., New 
York, tea and coffee distributor, is the proud father of his third child 
and second daughter, Maria Katherine, born May 19... 


‘WHAT A RIDE’—Robert E. Harper, president of National Business 

Publications Inc., Washington, D. C., emerges through the after 

battery hatch of the nuclear powered submarine Nautilus after 

spending a day and night riding the boat from New York City to 

her home base at New London, Conn. Mr. Harper was one of the 
five guests who made the cruise. 


Henry L. Gordillo, secretary of Joshua B. Powers Inc., New York, 
left June 1 for a six-week trip through Central America and the 
Caribbean Islands... 

Evans G. Olwell Jr., director of advertising and merchandising, 
Dominion Dairies Ltd., Montreal, and Mrs. Olwell have announced 
the arrival of their fourth child, who has been named Susan Ann. 
The little one has two brothers and a sister ...In Columbus, O., 
J. Walter McGough, general manager of WTVN-TYV, and his wife, 
Alice, are parents of their third child, born on May 26. He’s been 
named Craig Paul, and joins a brother and a sister... 

Arthur Hull Hayes, president of CBS Radio, New York, received 
an honorary Doctor of Laws degree from Loyola University, New 
Orleans, when he delivered the principal address at commencement 
exercises there on May 29... 
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AFTER THE CIVIL WAR, cattle- 
men began driving their vast herds of 
Texas longhorns up the Chisholm Trail 
to the railheads in Kansas, First re- 
ceiving pens, built by Joseph G. McCoy, 
were at Abilene. Other important cow- 
towns were Ellsworth, Junction City, 
Baxter Springs, Newton, Wichita, Cald- 
well and storied Dodge City. From 
these points the cattle were shipped to 
Kansas City, even then the largest live- 
stock market on the Western frontier. 


BETTMAN ARCHIVE 


Wy Nos ash Its trade capital is Kansas City—fabulous 


“Cow Town, U. S. A.,” home of the great American Royal Livestock and Horse’ 
Show and the most delectable strip of meat known to man, the Kansas City Steak. 
World’s leading market for stocker and feeder cattle. First in rail cars of livestock 
handled annually. A leader in meat packing; a center of quality in hog and lamb* 
production. A rich market—over 2 billion dollars in expendable consumer income. 


Now one million big in population and growing rapidly. LIVESTOCK—a facet of Kansas City leadership 
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the Newspaper That Grew Up With the West 
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EWSWEEK is currently delivering 1,100,000 circulation*, months in 
advance of its new rate base, effective October 7, 1957. 


This circulation performance is consistent with NEWSWEEK’S policy of 
attaining its circulation before selling it . . . and delivering more readers 
per dollar in the influential Business, Industry and Government fields 
than any other weekly news or business magazine. 


Newsweek... 


the magazine for ccom-mu'ni-ca' tive people 
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Arrow Merchandises 
‘Life’ $1,000,000 
Ad Award to Trade 


Detroit, June 4—When Life 
awarded Arrow Liqueurs Corp. a 
certificate for investing $1,000,000 
in advertising in the magazine over 
a period of years, the company 
used the occasion for a merchan- 
dising blitz of the liquor trade. 


The program led off with a giant | 


postcard announcing: “Now it’s 
ficial, 


vertised in Life Line.” 


‘Sail Through Summer’ with sp 
Tu na Recipes, Star-Kist Urges from coast to coast. In addition, a 

“Sail through summer” is the four-page full-color insert will ap- 
‘theme of a new Star-Kist cam-|pear in July McCall’s and b&w) 
|paign launched in June through | jads in the July issue of Every- 
| Honig-Cooper Co., San Francisco, | woman’s magazine, August issue 
with five other famous 
names “on board.” The first of a|ber issue of Good Housekeeping. 
series of large space Star-Kist ads; The promotion will highlight the 
scheduled for Sunday supplements time saving summer recipes which 
will appear in full color June 16 in| utilize Star-Kist tuna and will fea- 
Parade and This Week Magazine.|ture Sunkist lemons, Bisquick, 
|Other ads in color or b&w will! Wesson Oil, Heinz mushroom soup, 


|run in selected market newspapers | 


} 


Best Foods-Hellmann’s mayon- 
naise. The promotion also will be 
seen on network tv shows as well 
as on Star-Kist tv spots. 


|GE Names C. E. Geary 


brand of Family Circle and the Septem- | 


C. E. Geary, formerly senior ad- 
vertising specialist of the Erie mo- 
tor department of General Electric 
Co., has been appointed manager 
of advertising and sales promo- 


tion of GE’s direct current motor | 


and generator department, Erie, 


of- | 
Arrow is the $1,000,000 Ad- | 


An ad reprint of the postcard | 


subsequently appeared in Allied 
Food & Beverage, Oregon Licensee, 


Beverage Media, Northwest Bever-. 


age Journal, Wisconsin Beverage 
Journal, New Jersey Beverage 
Journal, Connecticut Beverage 


Journal, Illinois Beverage Journal | 
and Monopoly State Review. A| 


full-page two-color ad also was 
run in Michigan Beverage News. 


s Life cover folders were mailed 
out to the liquor trade, followed by 
a pre-print of an Arrow vodka ad 
with attachment of a $1,000,000 
rubber dollar. 

Finally, 


| 


a reproduction of the| 


actual Life certificate of award was | 


framed and sent out to all Arrow 
distributors. 

Simons-Michelson Co., Arrow’s 
agency, handled the merchandising 
promotion. + 
Toronto Adclub Elects Knox 

James R. Knox, Maclean’s Mag- 
azine, has been elected president 

of the 
ing & Sales Club | 
of Toronto for | 
the 1957-58 year. 
Other officers 


| 


| 


Advertis- | 


elected are Dun-| 


can G. Grant, E. 
B. Eddy Co., Ist 
vp; G. Hector 
Huds 


Crain Ltd., 2nd 


on, R. L.| 


vp; D. Robert} 


James R. Knox 


Advertis- 


Loney, Ronalds| 


ing Agency, treasurer, and Norman 


H. Clark, 
secretary. 


Rapid Grip & Batten, 


Ad Council, Yale Sponsor 
‘People’s Capitalism’ Study 


Under the auspices of the Ad-| 
vertising Council and Yale Univer- | 


sity, 12 leading Americans carried 
on a round table discussion of 
“People’s Capitalism.” The results 
have been recorded in digest form 
in a 64-page booklet. John Daven- 
port of Fortune represented jour- 
nalism on the panel; business rep- 
resentatives were Lee H. Bristol, 
president, Bristol-Myers Co., and 
Walter H. Wheeler, president, Pit- 
ney-Bowes. 

The group explored our eco- 
nomic ideas and institutions and 
their relation to our political and 
social ideas and institutions, and 
what they may bring to man’s ful- 
fillment. The group also considered 
whether a similar type of economy 
can be successfully developed in 
other countries. Copies of the re- 
port are available from the Adver- 
tising Council, 25 W. 45th St., New 
York, for 25¢ each. 


yfitting 
own? Get the 


got you 


HABERULE 


Visual 


COPY-CASTER 


Discover for yourself how much faster, easier and 
more occurately you con copyfit all type jobs with 
this new, completely revised Hoberule. Tens of 
thousends of artists, ad-men, printers, copywriters, 
editors, students sove hundreds of hours and dol- 
lors in costly resetting with this nationally fomous 
copy-coster. Why don't you? At your ortist supply 
store or direct. Complete with gouge, only $7.50 


THE HABERULE CO. 
BOX AG-245+ WILTON, CONN. 
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| Pa. He succeeds A. S. Cartwright, 
who has been named sales man- 
jager of the department’s speed 
|variator and packaged equipment 
lines. 
Kellogg Sales Up 13% 
Consolidated net sales of the 
| Kellogg Co., Battle Creek, Mich., 
for the first four months of this 
|year are 13% ahead of sales for 
the comparable period in 1956, the 
;|company has reported. 
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Ekco Boosts Lewis, Krause 

Earl W. Lewis has been named 
sales promotion manager of Ekco 
Products Co., Chicago. Formerly on 
special marketing assignments in 
the company’s sales and product 
planning division, he succeeds 
David L. Krause, who has been 
named advertising and sales pro- 
motion manager of Autoyre Co., 
Chicago, an Ekco subsidiary which 
manufactures bathroom and closet 
accessories. Mr. Lewis will direct 


all sales promotion activities for 
the housewares items marketed un- 
der the Ekco and Flint names. 


Washington Art Heads Elect 
Henry J. Bausili, president of 
Art Designers Inc., has been 
elected president of the Art Direc- 
tors Club of Metropolitan Wash- 
ington. Other officers elected are 
Frank Huseman, art director, 
Henry J. Kaufman & Associates, 
lst vp; Jack Beveridge, art direc- 


tor, Lanman Art Service, 2nd vp; 
Hom Huestis, associate art direc- 


TV and KOTV, Tulsa, Okla. TV) 


Guide will then have 45 regional 


tor, Nation’s Business, secretary;,editions. 


'and David Dickson, art director, 
Army Times’ Publishing Co., 
treasurer. 


‘TV Guide’ Plans 45th Edition 
TV Guide will start a Missouri 
edition with its June 29 issue. It 
will program KTTS-TV, Spring- 
field; KODE-TV, Joplin; KOAM- 
TV, Pittsburg, Kan., and KVOO- 


Associated Agency Names Two 
Associated Advertising Agency, 
Cincinnati, has appointed Richard 
K. Neu copy chief and Richard R. 
Tettelbach an account executive. 
Mr. Neu formerly was with Kro- 
ger Co. Mr. Tettelbach previously 
was vp in charge of the Cincin- 
nati office of Penn & Hamaker. 


said “write” and they wrote 


(419,805 POSTCARDS IN SEVEN DAYS ) 


“As if we didn’t have enough to do, all eighteen of 


the KMOX local personalities gave away radios on their 


programs during National Radio Week. These personalities 


asked listeners to send postcards with their names and 


addresses. And the mail really rolled in! | hauled 


13 mail bags (that’s about 90,000 cards) in one day alone! 


This must be what you advertising guys call “‘response”’. 


| know one thing for sure, when folks in this area 


hear something on KMOX, they sit up and take notice. I’m sure 


glad National Radio Week comes only once a year.’’* 


*Record-breaking KMOX response available 
to advertisers 52 weeks a year. 


The Voice of St. Louis K MOX 


Represented by CBS Radio Spot Sales 


FOR PICNICS—This grocer’s display 
| will help promote Wilson & Co.’s 
| Thermo-Frost bag premium offer 
starting June 15. 


Cooper to ‘Conover-Mast' 
Donald L. Cooper, formerly with 
|R. R. Donnelley & Sons, has joined 
| Conover-Mast Purchasing Direc- 
|tory as a sales representative 
working out of the Chicago office. 


QUALITY? 


en 


Paurence 


the sign of fine 
photoengraving 


Quality, in any language, describes both 
the finished perfection of our photo- 
engravings and the dependability of our 
service. Our long association with the 
most exacting customers has taught us to 
save your time in handling the details 
that result in flawless photoengravings. 


LAUFENCE inc. cuicaco 


547 SOUTH CLARK STREET 
WABASH 2-6284 
FINE PHOTOENGRAVINGS FOR OVER 
25 YEARS 
ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS"? IF 
NOT, WRITE OR PHONE US TODAY. 
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that can be reached in such depth 


> 
af 


with a single medium 7 


bw iv bigger than Wee... 


ONE out of every $7.33 spent at retail 


in the entire U.S. is spent in a market 
saturated by FAMILY WEEKLY. 


269,| 
IN RETAIL 
GIANT SUPERCITY of 163 | 
SATURATED § 
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000 


SALES IN THE 
MARKETS 

! BY 

FAMILY WEEKLY 


M 109,711 circulation 


As the Sunday magazine distributed with 163 influential 
Sunday newspapers, Famity WEEKLY is a powerful selling force in a 
giant SUPERCITY market where 13.6% of all U.S. retail sales are made. 


FamMILy WEEKLY gives you national coverage with local impact—and 
in depth. It reaches an average of over 90% of the families in 163 City Zones 


7 


—and averages over 60% coverage in 520 counties where its coverage is 20% 

or more. The whopping sales potential, saturation coverage 

and local impact of Famity Weekty are solid reasons why advertisers are 
investing over 72.7% more advertising in Famity WEEKLY so far 

this year than last. Ask your nearest Famity WEEKLY representative for details. 


FAMILY WEEKLY MAGAZINE, Inc. 
153 NORTH MICHIGAN AVENUE, CHICAGO 1 


Leonard S. Davidow, Publisher 


NEW YORK 17: 17 East 45th Street 

DETROIT 2: 3-223 General Motors Building 

CLEVELAND 15; 1066 Hanna Building 

LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 
SAN FRANCISCO 4: Bianchard-Nichols, Assoc., 33 Post Street 

MIAMI: J. Bernard Cashion, Chomber of Commerce Bidg. 


Here are the 163 newspapers that 
distribute FAMILY WEEKLY in the 


giant, Supercity market served by 
America’s fastest-growing Sunday 
magazine. 


ALABAMA: Anniston Star « Dothan Eagle» Florence-— 
Sheffield-Tuscumbia-Muscle Shoals Times & Tri-Cities Daily 
¢ Gadsden Times ¢ Huntsville Times ¢ Tuscaloosa-Northport 
News. ARIZONA: Yuma Sun. ARKANSAS: El Dorado 
News ¢ Hot Springs Sentinel Record « Pine Bluff Commercial. 
CALIFORNIA: Bokersfield Californian « Eureka Humboldt 
Standard Times Monterey Peninsula Herald « Sacra- 
mento Union e Santa Ana Register ¢ Santa Barbara News 
Press ¢ Sonta Rosa Press-Democrat eVallejo Times-Herald. 
COLORADO: Colorado Springs Gozette-Telegraph © 
Grand Junction Sentine! « Pueblo Star-Journa! & Chieftain. 
CONNECTICUT: New Hoven Register. FLORIDA: 
Daytona Beoch News Journal e Fort Lauderdale Sunday 
News & Sentinel « Fort Myers News-Press ¢ Gainesville 
Sun & Alachua County News « Jacksonville Journal « 
Orlando Sentinel « Panama City News Herald « 
Pensacola News-Journal e Sarasota Herald-Tribune e 
Tallahassee Democrat « Tampa Times e West Paim Beach 
Paim Beach Post-Times. GEORGIA: Albany Herald « 
Rome News Tribune. IDAHO: Boise Statesman « idaho 
Falls Post-Register ¢ Lewiston Tribune ¢ Pocatello idaho 
Stote Journal. ILLINOIS: Bloomington-Normal Pantagraph « 
Champaign-Urbana News-Gazette ¢ Danville Commercial 
News e Kankakee Sunday Journal e La Solle-Peru- 
Oglesby News-Tribune ¢ Quincy Herald-Whig « 
Springfield Sunday Journal Register. INDIANA: 
Anderson Herald « Huntington Herald Press « 

Logansport Press ¢ Marion Chronicle Tribune « 

Muncie Stor « New Albony Ledger & Tribune « 

Vi Sun-C cial. K\OWA: Council 

Bluffs Nonpareil « Davenport Democrat & Times « 
Dubuque Telegraph-Herald « Sioux City Sunday Journal 
* Waterloo Courier. KENTUCKY: Ashland independent 

© Bowling Green Park City News « O boro M 

& Inquirer ¢ Paducah Sun-Democrat. LOUISIANA: 
Bogalusa Sunday News « Lafayette Sunday Advertiser « 
Lake Charles American Press. MARYLAND: Cumberland 
Sunday Times. MASSACHUSETTS: Lowell Sun. 
MICHIGAN: Grand Rapids Herald. MINNESOTA: Albert 
Lea Tribune. MISSISSIPPI: Biloxi-Gulfport Herald 

¢ Greenville Delta Democrat-Times ¢ Meridian Star « 
Tupelo Journal « Vicksburg Post Herald. MISSOURI: 
Jefferson City Capitol News Post-Tribune ¢ Springfield 
News & Ledger. NEVADA: Les Vegas Review-Journal « 
Reno State Journal. NEW HAMPSHIRE: Manchester 
Sunday News. NEW JERGEY: Asbury Park Press « New 
Brunswick Sunday Times ¢ Trenton Times-Advertiser. 

NEW MEXICO: Hobbs News & Sun « Roswell Record « 
Santa Fe New Mexican. NEW YORK: Elmira Sunday 
Telegram « Poughkeepsie New Yorker « Utica Observer- 
Dispatch. NORTH CAROLINA: Concord Tribune » 
Fayetteville Observer ¢ High Point Enterprise ¢ Salisbury 
Post. OHIO: Athens Messenger « Canton Repository « 
Coshocton Tribune @ Ironton Tribune « Lima News ¢ Lorain 
Journal « Mansfield News Journal e Middletown Sunday 
News Journal ¢ Zanesville Times Signal. OKLAHOMA: 
Altus Times-Democrat ¢ Ardmore Ardmoreite « 

Duncan Banner « Enid News ¢ Lawton 

Constitution-Press ¢ Muskogee Phoenix & Times- 
Democrat. OREGON: Eugene Register-Guard « Klamath 
Falls Herald & News « Medford Mail Tribune ¢ Salem 
Oregon Statesman. PENNSYLVANIA: Altoona Mirror « 
Lancaster Sunday News ¢ Wilkes-Borre Sunday independent. 
SOUTH CAROLINA: Anderson independent « 

Florence News ¢ Spartanburg Herald Journal. 

SOUTH DAKOTA: Huron Huronite & Plainsman 

« Rapid City Journal. TENNESSEE: Jackson Sun « 
Kingsport Times News. TEXAS: Abilene Reporter News « 
Austin American Statesman ¢ Big Spring Herald « 
Brownsville Herald « Denison Herald « Denton Record- 
Chronicle « Galveston News © Greenville Herald « 
Harlingen Star Kilgore News Herald « Laredo Times 

© Lufkin News ¢ Marshall News-Messenger ¢ McAllen 
Monitor « Midland Reporter-Telegram © Paris News 

© Port Arthur News « San Angelo Standard Times « 
Snyder News « Texarkana Gazette « Tyler 
Courier-Times-Telegraph « Victoria Advocate 

Waco Tribune-Herald « Wichita Falls Times. 

UTAH: Logan Herald-Journal « Ogden Standard-Examiner 
« Provo Herald. VERMONT: Burlington News. VIRGINIA: 
Danville Register ¢ Lynchburg News ¢ Suffolk News- 
Herald. WASHINGTON: Pasco, Kennewick, Richland 
Tri-City Herald « Walla Walla Union Bulletin « Wenatchee 
World « WEST VIRGINIA: Beckley Sunday Register « 
Bluefield Telegraph ¢ Fairmont Times West Virginian « 
Parkersburg News. WISCONSIN: Racine Bulletin. 
WYOMING: Cosper Tribune Herald & Stor « Cheyenne 
Wyoming State Tribune. 
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one of the top ten midwest 
YOU NEED DAVENPORT NEWSPAPERS 


The Quad-Cities — Davenport, lowa, Rock Island, Moline, 
and East Moline, Illinois, is a single market — one of the 


Big 10 in the Midwest! 


Sell this $494,275,000 market 
through Davenport Newspapers — 
first in lineage in all lowa! 


CIRCULATION Over 50,000 
Full R.0.P. Color 53.000 
7 Days per Week 


Represented by Jenn & Kelley, Inc. 


DAVENPORT 
NEWSPAPERS 


© tvENiNG 
© Sundar 
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in Merchandising 
Wilbert's TV Shows 


| 


Dolan Shows Self 


Advertising Age, June 10, 1957 


PERSONAL TOUCH—. 
William Dolan 
Jr. (left), promo- 
tion manager of 
Wilbert’s Prod- 
ucts Co., brought 
his own portable 
tv set to make 
sure Patrick Mc- 
Inerney, buyer 
for the Peter 
Reeves super- 
markets, catches 
the Reeves’ plug 
in Wilbert’s com- 
mercials. 


|aware that he is doing so. 

| This seems to be the philosophy 
|of William Dolan Jr., sales promo- 
|tion manager for Wilbert Products 
Co. These days Mr. Dolan is mak- 
ing the rounds of supermarket 


New York, June 4—An adver- | executive offices, taking with him 


‘tiser not only should give his re-|a portable tv set. 
‘tailers strong advertising support,| He manages to time his appear- 


ihe also should make sure they are} 


A GOOD AD CAMPAIGN 


DELIVERS PLENTY ruat MEETS THE EYE 


. But good Merchandising at the 
Point-of-Sale puts money in the till. 
And there’s where we really shine. 
For better than half a century, Chicago 
Show has helped advertisers attract 
customers with dynamic, compelling 
Merchandising Programs... created 
the desire to buy whatever service or 
merchandise they had to sell at the 


point-of-sale. Right now, we are ready 


to prove we can do the same for you. 

If your present campaign is drib- 
bling along, our nation-wide organiza- 
tion is staffed with experts who know 
how to make your sales spurt! Give 
us a call. We can come up with an 
ingenious idea for a single display...a 
seasonal promotion... a year-around 
program for better Merchandising at 
the Point-of-Sale. 


Merchandising « at the POINT-OF-SALE 


® Lithographed displays for ind 


vse *¢ Ani ted Displays 


®@ Cloth and Kanvet Fiber Banners and Pennants e Mystik® Self-Stik Displays 


© Mystik* Can and Bottie Holders * Mystik* Seif-Stik Labels « Squee-zei* 


* Econo Truck Signe * Booklets and Folders « Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


lance to coincide with the air time 


\of Wilbert’s tv spots for its floor 
|'wax and cleansing products. Each 
‘of the minute announcements, 
| which are running 12 times a week 
'on WCBS-TV, mentions a specific 
supermarket where the products 
can be bought. Nine chains are 
being plugged in the drive. 

| Mr. Dolan says this tv strategy 
has accomplished the following for 
| Wilbert: 


|e It helps salesmen get a larger or- 
|der for wax and cleansers. 


e It inspires more effort on the 
part of the store in displaying Wil- 
bert products. 


e It creates good will for the com- 
| pany’s products and salesmen. 


Philip Klein Advertising handles 
this account. + 


Film Producer Founded 

| Industrial Sound Films, Atlanta, 
a new company, has been formed 
| to specialize in producing films for 
area and industrial development 
organizations. The new company is 
owned jointly by George M. Kirk- 
|land, president of International 
Sound Films, and H. McKinley 
Conway Jr., president of Conway 
Publications. Films for use in pub- 
lic relations, sales promotion, per- 
sonnel training and operations 
analysis will be made by the new 
ecome 


‘El Tiempo’ Reappears 

El Tiempo, Bogota, Colombia, 
which was closed more than a 
year ago by the government of 
Colombia, started publication 
again on June 8. In the mean- 
time, the publisher produced a 
|mewspaper under the name of In- 
|termedio. Now that El Tiempo, 
|daily and Sunday, has been re- 
|authorized, replacing Intermedio, 
|advertising rates have been rein- 
stated. A column inch is 16 Co- 
‘lombian pesos, Sunday editions 
25% more. ' 


Rochester AMA Elects 

| Marian S. Simmons, media di- 
‘rector of Rumrill Co., has been 
elected president of the Rochester, 
N.Y., chapter of the American 
| Marketing Assn. Other officers are 
| William S. Titus, Taylor Instru- 
ment Companies, vp; William A. 
| Burdick, Rochester Chamber of 
| Commerce, secretary, and A. Les- 
| ter Lustik, Rochester Gas & Elec- 
| tric Corp., treasurer. 


Paley Joins North Agency 
| Arnold Paley, formerly a copy- 
writer of Henri, Hurst & McDonald, 
has joined the creative staff of 


|North Advertising, Chicago. 
| 


Jahn & Ollier Opens Office 

| Jahn & Ollier Engraving Co., 
|Chicago, has opened new sales- 
|service offices in the Prudential 
| Bidg. 
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WENT 
TO WORK 
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IT 
ALL BEGAN 


WHEN Good Housekeeping got together with 


AND...25% of Battle Creek’s progressive independent grocers 


TALL 
HAPPENED 


WHEN ... RADIO... NEWSPAPER... SCHOOLS ... NEWSSTANDS... PTA MEETINGS & CLUBS 
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T0 Never before has a town been known to cooperate so fully on a Food Promotion! Imagine...29 out- 
PL AN lets of 15 participating stores blanketing Battle Creek’s shopping areas, jointly advertised and pro- 
moted Good Housekeeping Food Booklets to be given to the first 100 customers on opening 


GOOD HOUSEKEEPI NG morning of Good Housekeeping week. Success was tremendous... Booklets were so much in demand, 


the Enquirer and News printed and distributed 6000 additional 


WEEK Good Housekeeping recipes to satisfy clamoring customers. Sales be : a <a OR» REFUND ~ 


Advertising, Promotion, Display... went up and stayed up during the entire week. People came to 


Spotlighting Products that earned the stores to look, stayed and bought groceries to total bigger cash Good Housekeeping 
Good Housekeeping Guaranty Seal. register receipts (up to 30% more!) in every store! se 
ping y g pts (up ) ry a : Abveanist® ee 


7s” Guaranteed by 


TOLD THE 
PEOPLE 
. ABOUT 
GOOD HOUSEKEEPING 
WEEK 


and 
stores tied-in 


DISPLAYS MERCHANDISING THE FAMOUS GOOD HOUSEKEEPING SEAL! 


Bu O8 4 *Funp op 


>” Guaranteed by % 
‘Good Housekeeping 
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ADDED 
UP 
TO EXTRA $$$$ FOR BATTLE CREEK FOOD STORES 


RESULTS .. . TERRIFIC! 


Read What These Battle 
Creek Merchants and Cus- 
tomers Have to Say about 
Good Housekeeping Week! 


Mr. Bob Breslin, Mgr. 
National Tea Company: 
“Sales 8% higher.” 


Mr. Paul Hayward, Mer. 
Hayward Market: 
“10% higher food sales.” 


Mr. Bob McAllister, Mgr. 
Kroger: 

“Had all-time high week.” 
Mr. Clem Munger, Owner 


Steedman Grocery: 
“30% higher sales.” 


Mr. Gurden Thompson, 
Owner, Thompson’s L.G.A.: 
“Sales were 30% higher.” 


Mr. Bryce Becker, Owner, 
Brookside Super Market: 
“Brought new customers.” 


Mr. and Mrs. Keith, Kroger 
customers: “We came for 
the Good Housekeeping 
Hamburger Cook Book and 
bought $14.33 in groceries.” 


D.L.Odgen, Owner, Odgens, 
“Good Housekeeping Week 
...sure brought them in... 
made new sales to new cus- 
tomers...will help business 
year ‘round.” 


Good Housekeeping Weeks have been celebrated again 
this Spring with the fine cooperation of these news- 
papers: Charleston (W. Va.) Daily Mail; Knoxville 
(Tenn.) Journal; Lorain (Ohio) Journal; Milwaukee 
(Wis.) Sentinel; Wichita (Kan.) Beacon; Lynn (Mass.) 


PROVING: 
x 

Item; Mansfield (Ohio) News-Journal. The Peoria 

(Ill.) Journal Star breaks its Good Housekeeping 


WE EK Promoted in Depth in one Community Week Promotion on June 16th. 


Can Bring Merchants NEW CUSTOMERS... Other cities will participate in the Fall of 1957. For 
information on how your product can be pushed in 
MORE SALES... MORE FRIENDS...MORE PROFITS... these markets, call Good Housekeeping. 


Because the Buying Public is 


SO SURE WHEN GOOD HOUSEKEEPING SAYS SU§ 
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Advertising Age, June 10, 1957 


In World of Future, Univac May Map 
Ad Plans, Management Group Told 


(Continued from Page 2) 

of the growth possibilities, (3) an 
estimate of the share of the market 
achievable and (4) a rough calcu- 
lation of gross profit margin. 

“Then, after weighing the in- 
vestment necessary to market the 
product, we look at ‘fit’ factors 
which include (1) distribution fit, 
(2) production fit, (3) consumer 
advantages, (4) lead time over 
competition and (5) technical dif- 
ficulty.” 


s Johnson uses a “sponsor group 
concept” for its new ideas consist- 
ing of the man who originated the 
idea, the man who will do the tech- 
nical work, the man who will sell | 
the product, financial and produc- 
tion members as needed and a 
member of the new products de- 
partment. 

Currently the company has 40) 
sponsor groups, each working on | 
its own new product, Mr. Johnson 
said. 

“Our objectives are to pick prod- | 
uct ideas with the lowest risk and 
the highest possible return. It is 
kind of like a stud poker game. If | 
you bet on every hand, by the time 
you do get aces back to back you 
have neither the heart nor the re- 
sources to put your strength be- 


fer at a given moment, the research | cigarets. 

man declared. Today, filters have more than 
30% of the market and are still 

® He cited a cigaret survey con- climbing, he pointed out. 

ducted by his organization four | New competitive products, even 

years ago which showed that less|those that seemingly are flops, 

\than 4% of the respondents were 

tion to the small percentages and filter cigaret smokers, and they 


sales come from what Mr. Roper 
watch how much they change over|were relatively light smokers. 


|called “pace-setter” groups, “the 


|the months by a systematic repe-| However, further research showed| chances are your competitor has 


tition of the research procedure.” | that 13% of the brand changers in| something far, far better than to- 


|It is improper to analyze just in| the last year and 25% in the last|day’s dollar sales would indi- 


terms of what majorities do or pre-| three months, had selected filter! cate.” # 


should be carefully researched. If | 
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Press Kits Organized 

Press Kits Unlimited has been 
formed to assist radio and tv pack- 
agers in selling their shows to ad- 
vertisers and in merchandising the 
| shows. Packagers will be offered 
writing, art and merchandising 
services. Bosh Stack, head of Bosh 
Stack Associates, a public rela- 
tions company, is general manag- 
er of the new organization, which 
is located at 100 W. 42nd St., New 
'York. 


Domestic Engineering 


tee gsihcoa 


Editorial AAchienemsent 


Merchandising 
Trade & Export 
Publications 


For the best 

series of articles 

published during the 

period ending Dec. 31,1956 


hind a winner.” 


® Consumer research techniques | 
were discussed by Elmo Roper, who} 
came up with two hard and fast! 
conclusions: 

“In a world of big business, long 
development periods, high develop- 
ment and introduction costs, re- 
search must be looked at as a con- 
tinuing thing and planned for a 
period of years in order to throw 
light on what the consumer will be 
buying two or more years hence. It 
must not be looked on as just some- 
thing to throw light on an emer- 
gency situation.” 

Second, “in analyzing the results 
for the long term, the right kind 
of extremely small minority can 
be even more important to the fu- 
ture than existing majorities.” 


s Consumer research is “a way of 
helping to avoid getting into 
trouble,” he continued, and must 
be done with an eye to the future. 

“One must pay particular atten- 


PRODUCTS FOR YOUR | 
TV AND ART DEPT. | 


visuals Perforated video 
and audio segments on gray | 
background. 


No. 72C—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 


No. 72 E—Pocket Size 6% x 8V4” bh at 


(50 Sheets—! Segment on Sheet) 


) 
No. 72A—19 x 24” 3.50 


(50 Sheets—!2 panels on Sheet) 
No. 728—Pocket Size 6x 18” 2.00 
(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 
Sensations! new 
TV artists. Mokes on yee 
ery pencil line vivid y | 
colors just pop! Write | 
somple. 


Tomkins TELEPAD 


Most populor TV visual pod 
with 2':"4" video and 
audio ponels on gray back- 
ground. Each panel perfo- 
rated 


FoR THE ASKIR ASKING! 
Write on your letterhead for Pr) 
200-page catalog of art sup- - 
plies. ‘An Encyclopedia of oe 
Artists Meterials’’. Ps 


Lm 


ARTHUR BROWN & BRO. = 


2 West 46th St.. New York 36 


Story Boord Poe | 
“STORYBOARD” PAD | 
The pod that hos big 5 «x 7 
video panels thet enable 
you to moke mon-sized TV 1| 


Conducted by 
INDUSTRIAL MARKETING 


a ieee PIR, 20 Fm I 


Rad 


what does this award mean 


to an advertiser? 


For more than half a century, Domestic Engineering has done 
much to improve and upgrade the Plumbing and Heating In- 
dustry. Most recently, in the past five years, the revealing and 
detailing of the remodeling market confirms Domestic Engi- 
neering’s impact upon this industry. 

Today, remodeling has become the “bigger half” of the 
market, offering more profit, far greater potential than new 
construction. The editorial development behind this program 
has required continuity, dramatic presentation and an effective 
blue print to guide the industry in its drive for remodeling 
business. These have been supplied in Domestic Engineering's 
famous Bay City Story, which defined the market; in its Book 
of Remodeling, which showed how to sell it; in its Big Push 
Remodeling Campaign, which has rallied the industry to its 
greatest opportunity; and in a continuing series of features on 
the industry's most important subject presented month after 
month. 

This is the kind of leadership, translated into editorial per- 
formance, that has once again earned for Domestic Engineer- 
ing the most sought after, the most cherished honor in the 
field of publishing. It is with a deep sense of gratitude to the 
judges and responsibility to its industry, that Domestic Engi- 
neering acknowledges its 16th Award in Industrial Market- 
ing’s 19th Annual Editorial Achievement Competition. 


Domestic Encineering 


The most significant results of this editorial achievement 
are readership ... subscriber interest unparalleled in the 
plumbing, heating, cooling field . .. and an abiding confidence 
in the value of what is seen and read in the editorial and 
advertising pages of Domestic Engineering. 


To you, the advertiser, this can only mean increased visi- 
bility for your message and a receptive attitude toward your 
product on the part of the subscriber. Ideas, sales aids and 
products flow from the printed page into the showrooms, sales 
kits and presentations of contractor-dealers. The net result is 
a greater “influence for dollars invested” om your sales. 


If you have not already discovered the outstanding sales 
influence of Domestic Engineering, write direct for additional 
information . . . or 


CONSULT YOUR ADVERTISING AGENCY! 


plumbing 
heating 

air conditioning 
appliances 


CHICAGO 16, ILLINOIS 
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. {ring accounts, the new agency will! has resigned as of June 1 to open! ly a public relations and merchan- 
Washington State [Se | handle two new ones Elisabeth | his own office as an independent| dising director of Johnson & John- 
Sets Mar in Minimum Jack Goehring, head of his own Arden Sales Corp., manufacturer| public relations adviser. He will|son, New Brunswick, N. J., has 

g agency since 1937, has formed a/|0f cosmetics and pig ess gy — 7 aoe ¥. rigged | no be egrrmenns & ———. 
* ip—G ; | (formerly handle y Charles .|Central an egheny orp., a/| Pittsburgh, as director of merchan- 
for Cigaret Sellers aoe toms Bs yer |Hoyt Co.), and Herman Basch &/major stockholder of the railroad, | dising. 
Otympt1a, Wasu., June 4—Ciga-| executive who joined the Goeh- | Co., processor of Persian lamb and | and will remain as a vp and mem- | 
rets sold in Washington state must | ping agency as vp late last year. | broadtail (previously handled by! ber of the board of Allegheny. Mr.| Fisher to Join Ballantine 


carry a minimum mark-up of 4% | wrs. Pennoyer has been a vp of | Kelly, Nason). Deegan has been associated with; Edwin B. Fisher, promotion di- 
at wholesale and 10% at retail,| Bonwit. Teller and of the J. W. Robert R. Young, chairman of both| rector of the New York Yankees 
starting June 13. Robinson stores, Los Angeles, and| Deegan Opens PR Office companies, since 1946. for the past 11 years, has resigned 

A new law, called the “Unfair | cajes promotion director of all Saks| Thomas J. Deegan Jr., staff vp ‘and will become public relations 


Cigaret Sales Act” and passed by | Fifth Ave. stores. ‘and director of public relations of | Stebbins Joins Maitland |manager of P. Ballantine & Sons, 


the Washington legislature, will go} Jn addition to the former Goeh-|the New York Central Railroad,| H.R. (Curly) Stebbins, former- | Newark, N. J., brewer, July 1. 
into effect on that date. It forbids | oe siathciiieaei 


wholesalers and retailers from sell- 
ing cigarets at “less than the cost 
of doing business.” 

By statutory definition the cost 
of doing business is established 
for wholesalers at 4% of their in- 
voice cost, including state tax. To 
this the wholesaler also must add 
cartage to retailers, which in the \ 


absence of proof to the contrary, is 
set up in the law at 0.5% of the| 
wholesaler’s cost of the cigarets. | 

For retailers, the statute estab- 
lishes the cost of doing business at | 
10%, but both wholesalers and re- 
tailers may cut this mark-up upon 
filing with the state tax commis- 
sion “satisfactory proof” of a low- 
er cost of doing business. 


® As a result of the law the tax 
commission has figured the mini- 
mum selling price for a carton of 
standard brand cigarets at super- 
markets will be regular size, $2.39; 
king size or regular size with fil- 
ters, $2.49; king size with filters, 
$2.60—plus, in all cases, the state’s 
retail sales tax of 344%. 

Robert M. Ford, administrator of 
the new law, says a check with 
supermarkets in Seattle, Tacoma 
and Olympia shows that the law 
will raise prices by 16¢ a carton for 
most cigarets and by 18¢ a carton 
for king size with filters. 

The new law also requires that 
those selling cigarets take out an 
annual license, fees for which are 
as follows: 

Wholesaler, $300 plus $25 for 
each additional location; retailer, 
$5 plus $5 for each additional lo- 
cation. For vending machine oper- 
ators the fee is $5 as a retailer plus 
$1 for each machine. + 


Nielsen Reports Network Use 

A. C. Nielsen Co. in its newslet- 
ter, “Nielsen Newscast,” reports 
that 128 advertisers are currently 
using network radio—one less than 
a year ago. The 128 include 45 ad- 
vertisers who used no network ra- 
dio during the same period last 
year; 46 dropped out during the 
year. The newsletter also says that 
tv had 183 network advertisers, | 
compared to 214 the same period 
last year. 48 used network tv in ’57 
and not in '56, while 79 from 1956 
dropped out in 1957. ' 


Bartell Sells WMTV 
WMTY., Madison, Wis., television | 
station, has been bought by a new} 
corporation, WMTV Inc., from| 
Bartell Television Corp. Principals | 
of the new corporation are Mit-!| 
chell Wolfson, president, Lee Ru-| ‘ ee : a Anehist of 
witch, exec vp and general man- Min ' fat hn Chet died WO ads lecort- 4 raph done sayeth 
ager, and Sidney Meyer, secretary, ws : 
all of WTVJ, Miami, and Gordon 
Sherman, president of WMAY, 
Springfield, Ill. 


The Only 
FULL-TIME 
50,000 Watt 


Station in 


Dallas -Ft. Worth 


ASK A BRANHAM MAN 


Get Martin Kane in your 
market and you get TV’s 
most firmly established 
mystery-adventure hero. 
Wire or phone immediately 
for a look at a truly gripping 
\ audition and a comprehen- 
sive sales plan. 


ben. 


"The NEW Adventures of 


Martin Kane 


starring Academy Award Winner 


WILLIAM GARGAN 
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Wentzel, Wainwright Adds 

Abitibi Unit: Names Three 
Wentzel, Wainwright, Poister & 

Poore, Chicago, has been named 


Co. of Canada. The 
rently is building 


plant in Alpena, Mich., to produce 


| 


a $20,000,000 


hard and soft building board. The | 


plant is expected to 
tion by Nov. 1. 


be in produc- GF Reports Highest Sales 


and Earl 


| General Foods Corp. has report- 
Wentzel, Wainwright has pro-|ed the highest net earnings and 


Cole, 


400,000, an increase of 8.7% over 
the net for fiscal 1956 of $39,001,- 
000. Net sales increased 4.3% to 
$971,335,000 from $931,147,000, and 
per cent of net profit in relation to 
sales rose to 4.4% from 4.2%. The 
|audited annual report for fiscal 
1957 will be mailed to stockholders 
June 13, and the annual stockhold- 
ers meeting is scheduled for July 
24 in New York. 


;moted Maurice L. Fisher, former- net sales in its history for the fis- | ‘Scientific American’ Boosts 
ly an account executive and mo-|cal year ended March 31. Net earn- 
tion picture production supervisor, lings for fiscal 1957 rose to $42,-| 
to vp in charge of radio, tv and 
to handle advertising for Abitibi|film production. The agency also 
Corp., Detroit, new American sub-|has named Marjorie Aberg, for- 
sidiary of Abitibi Power & Paper|merly with McCann-Erickson, me- 
company cur-|dia supervisor, 
previously with Cunningham & 
Walsh, a copywriter. 


Ad Rates, Guarantee 

Scientific American, New York, 
has issued a new rate card effec- 
tive with its January, 1958, issue. 
Advertising rates for a b&w page, 
one time, will be increased from 
$1,800 to $2,070. Rate for a three- 
or four-color page will move from 
$2,700 to $3,105. 

At the same time, the circulation 
guarantee will be increased from 


| 150,000 to 170,000. 


IN CHARLESTON, W. VA. 


33.0 


BEATS: | Love Lucy, Dragnet, 
Playhouse 90, What's My Line 
and many others. ARB, Mar. 
1957. 


Hope, Perry Como, Dragnet, 
os maty others. ARB, Mar. 


BEATS: | Love Lucy, $64,000 
Question, Groucho Marx, Play- 
house 90 and many others. 
ARB, Feb. °57. 


IME IN CITY AFTER CITY! 


IN SEATTLE-TACOMA 


31.6} 38. 


IN PITTSBURGH 


IN SAN FRANCISCO 


23.9 


31 


Drawing Power of 
Net TV: ‘55, ‘56, ‘57 
January-April 


Nielsen Total Audience Basis 
Compiled by TvB 


Average evening program 


% Change 

from 

Homes previous 
(000) year 
6,356 
7,532 
9,086 


Rating 
(PSB)** 
1955 (141)* ..23.3% 
| 1956 (137) ....24.3 
| 1957 (128) ....25.2 


+19% 
+21% 


Average weekday daytime program 


1955 (49) ...9.7% 2,625 
1956 (51) ....10.1 3,135 +19% 
1957 (53) .... 9.9 3489 +11% 


| *(Number of programs shown in paren- 
| theses) 

| **Program Station Basis, reflecting the 
|area reached by a program, rather than 
| total U. S. tv homes. 


Reach the trade 
that serves the 


BEATS: Ed Sullivan, | Love 
Lucy, $64,000 Question, 
Groucho Marx and many 
others. ARB, Feb. °57. 


BEATS: Playhouse 90, Wyatt 
Earp, Arthur Godfrey, What's 
My Line and many others. 
ARB, jan. "57. 


BEATS: Arthur Godfrey, Lux 
Video Theatre, Steve Allen, 
Sid Caesar and many others. 
ARB, Jan. ‘57. 


IN COLUMBIA, S. C. 


32.2 


BEATS: Ed Sullivan, | Love 
Lucy, $64,000 Question, Play 
house 90 and many others. 
ARB, Mar. °57. 


IN BALTIMORE 


25.1 


BEATS: Dragnet, Phil Silvers, 
George Gobel, Sid Caesar and 
many others. ARB, Mar. ‘57 


‘DR.CHRISTIAN’ 


IN BUFFALO 


27.1 


BEATS: Groucho Marx, Perry 
Como, Arthur Godfrey, Drag 
net and many others. ARB, 
Feb. "57. 


IN MOBILE 


31.9 


BEATS: Ed Sullivan, Groucho 
Marx, Jack Benny, Playhouse 
90 and many others. ARB, 
Feb. "57. 


IN SAN FRANCISCO 


31.2 


BEATS: Piayhouse 90, Drag- 
net, Arthur Godfrey, Phil Sil- 
vers and many others. ARB, 
Jan. °57. 


IN CEDAR RAPIDS- 
WATERLOO 


06. 


BEATS: Ed Sullivan, | Love 
Lucy, $64,000 Question, Per- 
ty Como, and many others. 


IN PORTLAND 


49.8 


BEATS: Perry Como, Bob 
Hope, Playhouse 90, Disney- 
land and many others. ARB, 


IN SEATTLE-TACOMA 


22.1 


BEATS: Arthur Godfrey, Play- 
house 90, Phil Silvers, Lux 
Video Theatre and many 


Through this 
industry’s 


28 YEAR OLD 


ARB, Feb. "57. Nov. "56 


IN BALTIMORE 


30.7 


BEATS: Ed Sullivan, Groucho 
Marx, Perry Como, Playhouse 
90, and many others. ARB, 
Oct. °56. 


IN JACKSON, MISS. 


40.7 


BEATS: Groucho Marx, Perry 
Como, Jack Benny, Climax 
— Fag others. PULSE, Dec. 


BEATS: George Gobel, 


ARB, Feb. "57. 


IN BALTIMORE 


25.4 


Video Theatre, Sid Caesar, 
Ernie Ford, and many others. 


others. ARB, Jan. °S7. 


IN SACRAMENTO 


29.2 


Lux BEATS: Arthur Godfrey, Play- 
house 90, Phil Silvers, George 
Gobel and many others. ARB, 
Feb. ‘57 


IN LAS VEGAS 


53.9 


BEATS: $64,000 Question, 
Groucho Marx, Perry Como, 
Disneyland and many others. 
ARB, Dec. “56. 


show sponsors. 


IN SAN ANTONIO 


21.0 


BEATS: George Gobel, Steve 
Allen, This Is Your Life, Danny 
Thomas and many others. 
PULSE, Nov. "56 


Not just one survey, not just one month, but 
almost always! That's how often you find 
Ziv shows at the very top of the rating lists. 
So if you want the CONSISTENTLY BIG 
AUDIENCE of a CONSISTENTLY HIGH-RATED 
SHOW, join the big happy family of Ziv 


IN BIRMINGHAM 


39.8 


BEATS: Groucho Marx, Drag- 
net, Climax, Jack Benny and 
many others. PULSE, Dec. "56 


IN SAN ANTONIO 


30.2 


BEATS: Dragnet, Arthur God 
frey, Steve Allen, This Is Your 


IN COLUMBIA, S. 


Lucy, $64,000 Question, 


Life, and many others. PULSE, 


Nov. ‘56. Mar. ‘57 


38.9 


BEATS: Ed Sullivan, 1 Love 


Benny and many others. ARB, 


C. IN MOBILE 


37.8 


BEATS: Ed Sullivan, Groucho 
Jack Marx, Lawrence Welk, Jack 
Benny and many others. ARB, 
Feb. 57 


| 


TRADE PAPER 


THE BOATING 
INDUSTRY 


Reaches ALL the trade... 
and ONLY the trade! 


| Print order of over 20,000 reaching 
a selected circulation of Marine 

Dealers, Distributors, Jobbers, Build- 
ers, Yard and Marine Operators, 
| Naval Architects, Manufacturers and 
| their salesmen. 


(All the boating industry) 


_ Published 8 Times a Year 
Jan. 10 * March 10 + April 10 » May 10 
| June 10 + Aug. 10 * Oct. 10 + Nov. 10 


MARINE BUYERS GUIDE ISSUE 
AUG. 10, 1957 


ONE ADULT OUT OF EVERY THIRTY 
in the U.S. today is a boatman! 
Write us NOW for data on 
The Billion Dollar Boating Market 


| THE BOATING INDUSTRY 


SS 6 ee on SSS 
seq 505 Pleasant Street, 
LAMAN St. Joseph, Michigan 


~— es 
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The Herald-News sells your volume market in more than 64,000 
homes in Bergen and Passaic Counties where households average 


over $7,000 in spendable income. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17 
James J. Todd, Mgr. 


Advertising Age, June 10, 1957 


|Brainstorming Gets Face-Lifting from 
St. Louis Agency—It's Called Check-Twisting 


(Continued from Page 3) 

The three steps preceding brain- 
storming, Mr. Zweig said, are: (1) 
|the sales pointer (Why do they, 
|why should they, buy your prod- 
uct?); (2) the sales analyzer (What 
jare your customers’ motivating fac- 
tors, your product’s favorable dif- 
\ferences?) and (3) the idea sparker 
(What to improve? How to im- 
prove?). 

To demonstrate how check-twist- 
jing works, Mr. Zweig used as an 
example an imaginary company 
faced with the perennial problem 
\of how to boost sales during the 
big spring and summer months. 
After several special check-twist- 
ing procedures were used to 
“check” the current situation and 
isolate the problem, a rapid-fire 
brainstorming session was held, to 
jset at the core of the problem 
creatively and determine “twists” 


MICHIGAN MARKETS 
offer tremendous opportunities 


1956 RETAIL SALES* 


Detroit. ........ $4,797,972,000 


PE 6eesseenes 537,645,000 
Grand Rapids... 452,648,000 
Lansing........ 306,784,000 
Saginaw....... 216,296,000 
Kalamazoo..... 195,122,000 
Ann Arbor..... 192,026,000 
Muskegon...... 168,717,000 
Battle Creek.... 157,088,000 
Jackson........ 145,493,000 


116,553,000 


4, 
BOOTH 


THE GAY COTY TUES «= THEE AM ARBOR EWS 
THE SASTHAW NEWS «© JACKSON CITIZEN PATRIOT 


Yes! Metropolitan Flint is a good place to sell. It 
is listed in the First 50 Metropolitan Markets of 
the Nation and again placed 2nd ( largest outside 
of Detroit) among Michigan’s outstanding markets. 
Flint is also an economical market to advertise your 
wares when you advertise in the Flint Journal. 


COMPLETE COVERAGE AT ONE LOW COST 


The Flint Journal 


FLINT’S ONLY DAILY NEWSPAPER 


"SRDS MARKET ESTIMATES FOR 1956 


ySPAPERS 


THE FLINT JOURNAL © THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: AH. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5.2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago II, 
Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; Williom Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


which would improve the present 
situation. In just 15 minutes, 97 
ideas were netted for solving the 
specific problem of building cus- 
tomer traffic. 

Mr. Zweig then concluded his 
check-twisting demonstration with 
an example of brainstorming. A 
previously-chosen panel—with as- 
sists from the audience—showed 
how ideas could be formed and/or 
twisted to promote the imaginary 
company. 

It was emphasized that sales 
planning procedures like check- 
twisting are vital in providing tools 
for creative marketing leadership. 
Comparing a selling campaign to a 
military venture Mr. Zweig urged 
sales and advertising executives to 
“concentrate on winning the big 
battle. 

“Concentrate your means with 
the utmost energy on the sales ob- 
jective where decisive action can 
be gained,” he urged. “Mass your 
|strength against your competitors’ 
}actual or potential weakness. Don’t 
dissipate it in endless skirmishes 
and minor marketing engagements 
that never decide any issue. 
| “Old marketing skirmishers nev- 
er die, they just go out of busi- 
ness.” # 


‘Look’ Creates New Posts; 
Names Bauer and Shepard 
Fred Bauer, vp in charge of the 
Chicago sales office of Look, and 
Thomas R. Shepard, formerly New 
York advertising manager, have 


Thomas Shepard Fred Baver 


been named western advertising 
manager and eastern advertising 
| manager, respectively, of the mag- 
azine. The posts are new ones. 

Mr. Bauer will continue to head 
the Chicago operation, and ad man- 
agers in Minneapolis and Los An- 
geles will report to him. Mr. Shep- 
ard will continue directing New 
| York sales, and ad managers in 
| Philadelphia and New England will 
report to him. The magazine also 
has promoted Richard P. Harmel 
from merchandising manager in 
the promotion department to man- 
ager of markets and merchandis- 
ing, a new post. 


Schwerin Researches 
French-Language TV 

How French-language tv works 
on the Canadian audience, what 
viewing habits this audience has in 
common with an English-speaking 
one and what familiar formulas 
won't work on it, is the subject 
|of a study by the Schwerin Re- 
|search Corp.’s Canadian unit. 
The study was conducted in 
Montreal June 4-7. List of spon- 
sors to participate in the study 
jinclude RCA Victor, Lever Bros. 
Co. and Salada Tea Co. Adver- 
tisers will be able to conduct 
matching tests on the workings 
of English-language tv on the Ca- 
nadian audience in _ regularly 
| scheduled tests in Toronto. 


Mogul Boosts Berger: Adds 
Field & Flint Account 

Emil Mogul Co., New York, has 
promoted Alfred P. Berger from a 
copy group head to copy chief. 
The agency has been named to 
handle advertising and public re- 
lations for Field & Flint Co., 
Brockton, Mass., shoe manufactur- 
er, effective July 1. Bachenheimer- 
Lewis now handles the account. 
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MOST USEFUL 
“Now circle the one publication you 
find most useful in your job.” Men- 
tions (H. K. Porter Study) for the 


7 magazines 

Business Week NI 
Newsweek 12 
U. S$. News & World Report ll 
Fortune 8 
Time 7 
Nation's Business 3 
Dun’s Review & Modern Industry 2 


You’re so right 


MOST ECONOMICAL 


Mentions (H. K. Porter Study) and 
Cost-per-mention for the 7 leading 


general-business and news magazines 


Business Week 
Time 
Newsweek 
Fortune 

U. S. News 

& World Report 


when you recommend 


BUSINESS WEEK 


H. K. PORTER CO., INC., 
in 1956, asked its own customers, 
“What publications of all types 
do you read regularly?” Like 
dozens of other companies mak- 
ing similar studies, H. K. Porter 
found: Business Week offers 
more management readership 
per advertising dollar than any 
other general-business or news 
magazine. 


ADVERTISING LEADER 
For 19 consecutive years, business and 


(when you want to influence management men) 


A McGRAW-HILL PUBLICATION 
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A new product idea can start anywhere... but it 
does not become important to you as a market 
until the design engineer harnesses it to 

available materials... parts... finishes. The product 
design engineer works under extraordinary 
pressure to beat competitive products as well as 
his own recent models. No wonder he relies upon 
Product Engineering for real job help. No wonder 
more of them subscribe to Product Engineering 
than to any other design magazine. No wonder 
advertisers put more pages, and invest more dollars, 
in Product Engineering than in any other 


design magazine. 


Ab? 


PRODUCT ENGINEERING 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Bldg., New York 36, N.Y. 
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« |Haywood Publishing Boosts 
|Three Execs; Moves Olfices 


_ the 
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REAL REFRESHING—Newspaper ads, 
ranging from color pages to 100-| 
line b&w ads, broke June 6 in) 
80 markets to back up Realemon- 
Puritan Co.’s Coronet, Reader’s | 
Digest and Today’s Health cam- 
paign. Rutledge & Lilienfeld, Chi- 

cago, is the agency. | 


IM’ Reports 4.2% 
Business Paper Ad 
Volume Gain in ‘57 


Cuicaco, June 7—An increase of 
2.3% (988 pages) for May, 1957, 


Haywood Publishing Co., Chi- 
cago, has promoted three execu- 
tives. George Hamilton, formerly 
editor-publisher of Boxboard Con- 
tainers, has been advanced to 
publishing director of both Bozx- 
board Containers and Packaging 
Parade. Clinton S. Abbott, pre- 
viously business manager of both 
publications, has been named as- 
sistant to the general manager, 


and will carry out duties on the 
two in addition to Industrial 
Packaging. Don McCammon con- 
tinues as publishing director of 
Industrial Packaging. O. Ohm 
Pottlitzer, editor-publisher of 
Packaging Parade and a vp of the 
company, becomes editorial direc- 
tor of all three publications. 
Haywood has moved its offices 
to larger quarters at 6 N. Michi- 
gan Ave., which will house the 
company’s personnel for its five 


industrial publications, the Chi- 
cago headquarters of its printing 
division and Haywood Tag Co., 
both located in Lafayette, Ind. 


GE Dealer Sponsors Silence 
W. S. Roberts Inc., Philadel- 
phia, asserts it has placed the in- 
dustry’s first radio contract for 
sponsored silence. The spots, with 
WRCV, WCAU and WIP, promote 
a sale of major appliances and tv 
sets for the local branch of Gen- 


Advertising Age, June 10, 1957 


eral Electric Appliances. A typical 
one-minute spot says, “Listen, 
you are about to hear silent radio 
advertising (five seconds of si- 
lence). The five-second silence 
you have just heard was brought 
to you by your General Electric 
dealer. It’s his way of proving 
you don’t need brass bands or ear- 
splitting noise to announce the 
biggest appliance news in Phila- 
delphia history.” (Straight copy 
follows.) 


over May, 1956, is shown by the). 


more than 300 business publica- | 
tions reporting figures in the June | 
issue of Industrial Marketing. The 
five-month total increase for 1957 | 
over 1956 is 4.2% (8,735 pages). | 

Industrial papers report a gain of | 
3.5% (1,024 pages) for May, 1957, | 
over the same month in 1956 and 
an increase of 6.3% (8,429 pages) | 
tor the year to date. Product news | 
publications show an increase of | 
4.6% (158 units) for the month 
and 2.2% (366 units) for the first 
five months of 1957 over 1956. 
Trade publications show a decrease 
of 7.3% (441 pages) for May, 1957, 
and a decline of 5.6% (1,745 pages) 
for the year to date. 

The group of class papers re- 
porting shows a gain of 5.2% (195 
pages) for the month, and 6.0% 
(1,070 pages) for the year to date. 
Export publications continued their 
gains in May, with an increase of | 
45% (52 pages) over May, 1956, | 
and 10.8% (615 pages) for the first 
five months of 1957 over 1956. # 


Paramount Campaign Starts 
for ‘Gunfight at O.K. Corral’ 

Paramount Pictures Corp., New | 
York, is running a campaign in| 
radio, newspapers, magazines and | 
in outdoor for its motion picture, | 
“Gunfight at the O. K. Corral.” 
Ads were running in seven 
New York dailies during the two 
weeks prior to the picture’s debut 
in the city on May 29. Posters in| 
the city’s subway system have also | 
been running during the period. 

A four-day spot radio campaign | 
was used and full page two-color 
ads are scheduled in Life, Look 
and The Saturday Evening Post. 
Two-week newspaper campaigns 
precede the picture’s opening in 
other areas of the country. Buchan- | 
an & Co. is the agency. 


Shubert Names Painter 
Merle E. Painter, advertising 
manager of Da-Lite Screen Co.! 
since 1950, has been named assist- | 
ant sales manager of the midwest- | 
ern office in Chicago of Allan E. 
Shubert Co., publishers’ represent- 

ative. 


Clinton Frank Gets Toni Rinse 

Toni Co., Chicago, has appointed 
Clinton E. Frank Inc., Chicago, to 
handle advertising for Bright’ning, 
new hair color rinse. 
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Advertising Age, June 10, 1957 


Slide Rule Boys Taking Over? Account Exec 
at J. M. Mathes Finds They’re ‘Ruling’ Ads 


New York, June 4—Slide rules 
are having something like a 
boom. It’s not in engineering of- 
fices either, but in advertising 
agencies—and in ads appearing in 
both business and consumer pub- 
lications. 

R. R. French, account executive 


spotted 17 ads in April issues of 
various magazines showing slide 
rules. 

“Copywriters and art directors,” 
he says, “are using slide rules as 
the best-recognized badge of en- 
gineering and precision. Ads 


World Report, Power, Electronics, 
Modern Metals, Columbia Alumni 
News, Pacific Builder & Engineer, 
Electronics Industries & Tele- 
Tech, Aviation Research & De- 
velopment, Review of Scientific In- 
struments and Construction Equip- 
ment. 

“Clients for whom these ads 
were placed,” Mr. French says, 
“include Solar Aircraft, Sperry 


showing slide rules have appeared | Gyroscope Co., Arnold Engineer- 
at J. M. Mathes Inc., says he|in recent issues of U.S. News & ing, Globe Industries, 


Electric, Dow Chemical, CIT 
Corp., Fairchild Controls Corp., 
and Federal Telephone & Radio. 

“Subject matter covers every- 
thing from product ads to employ- 
ment recruiting.” 


# Mr. French (whose agency han- 
dies Keuffel & Esser, which 
makes slide rules) believes all this 
indicates a new market for slide 
rules. He admits, however, it’s 


Western | probably a small one. # 


Hollywood and in the intrigue-filled 
Hydrogen Age capitals of Europe— 
The NEW Adventures of Charlie 
Chan. He’s the master mystery 
entertainer of them all—Entertain- 
ment’s only Chinese detective. 
Loved by millions . . . eager 
audiences have laid down their 
dollars at box offices everywhere to 
thrili to the exciting cleverness of 
Earl Derr Biggers’ famous fictional 
sleuth. Want to enjoy yourself and 


Here it is! Television’s own brand-new 
half-hour series now being produced in 


profit seeing Charlie Chan solve 


“The Case of The Profit-Building 
Program’’? Just wire collect or phone 
pe today for a private screening. 


Charlie Chan and his Number One Son have filmed com- 
mercial lead-ins and lead-outs for you. At small additional 
cost, you can wrap your local announcements with the 
prestige and power of introductions by Hollywood's stars! 
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British JWT Drops Tobacco 
Account; Adds Brillo 

J. Walter Thompson Co., London, 
and W. D. & H. O. Wills Ltd., a 
branch of Imperial Tobacco Co., 
one of the largest tobacco accounts 
in Britain, have severed their cli- 
ent-agency relationship, effective 
Aug. 31. A new agency has not yet 
been selected. At the same time, 
JWT has been named to succeed 
Saward, Baker & Co. on the Brillo 
Mfg. Co. account in Britain. Brillo 
also is a U.S. client of JWT. 


‘Chicago Tribune’ Appoints 
The Chicago Tribune has made 
two appointments in its New York 
office. C. E. Leeming, formerly 
sales representative, has been 
named manager of financial and 
transportation advertising; F. L. 
Workman will succeed Mr. Leem- 
ing as financial and transporta- 
tion ad sales representative. Mr. 
Workman formerly handled simi- 
lar assignments in the Chicago 


BASIC TV 
IN TEXAS 


THE KOUB STATIONS’ MARKET RANKS 
FOURTH IN POPULATION, RETAIL SALES 
BUYING POWER AND SETCOUNT! 


THIS MICRO-WAVE NETWORK PROVIDES 
A SIMULTANEOUS PICTURE OVER AN 
AREA EQUAL IN SIZE TO THE STATE 
OF OHIO, MAINE OR PENNSYLVANIA! 


r 


STATION POPULATION FAMILIES 
KDUB-TV 645,100 180,400 
KPAR-TV 274,400 79,400 
KEDY-1V 272.800 78.700 
TOTAL 1.992.200 338,500 
YOUR BRANHAM MAN HAS THE DETAILS 


BIG SPRING, TEKAS 
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Gordon P. Sutherland Anthony J. Teano 


° Outstanding people. 


... alert, sales-oriented people, competent and experienced whether it be 
copy, art, media, production, contact, research or public relations. Only 
competent people provide the direct route to outstanding, resultful advertising. 
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“It Takes the JOURNAL and COURIER 
to Sell Beer in the Lafayette Market” 


No sales program can influence this great market to any 
appreciable degree without the use of the Lafayette 
Journal and Courier. We always recommend the use of 
the Journal and Courier because we know from experi- 
ence, it takes this paper’s complete, effective coverage 
to sell our beers in the market. 


CHARLES W. BILTZ, President 
Quality Beers, Inc. 
Beer Distributors 


Advertising Age, June 10, 1957 


Newspaper Advertising Linage 
April, 1957 


Media Records Reports for 52 Cities 


April April Per Cent January-April Per Cent 

Classification 1957 1956 Change 1957 1956 Change 
Retail (total)* 130,597,302 136,139,568 — 4.1 479,353,402 489,123,724 — 2.0 
(Dept. Stores) 49,239,263 51,667,832 — 4.7 176,842,740 178,547,261 — 1.0 
General 34,802,057 40,979,732 —15.1 127,315,470 135,573,975 — 6.1 
Automotive 14,863,533 +12.1 58,197,484 59,738,960 — 24 
Financial 3,932,439 + 7.8 17,208,507 15,851A492 + 8.6 
Total Display 186,303,406 195,915,272 — 4.9 682,075,063 700,288,151 — 2.6 
Classified 59,080,957 65,076,590 — 9.2 230,409,087 242,494,294 — 5.0 
Total Advertising ....245,384,363 260,991,862 — 6.0 912,484,150 942,782,445 — 3.2 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best 
Balanced Market 


- This Important Indiana Market Is Covered Only by the 


JOURNAL *"COURIER © 


Member of Federeted Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


*Includes department stores 


AMA Releases ‘Behavior’ 

The American Marketing Assn. 
has released a new book called 
“Adaptive Behavior in Marketing,” 
a collection of papers presented at 
the association’s convention in 
Cleveland in December, 1956. 
Copies are available through the 
association’s office, 27 E. Monroe 
St., Chicago, for $2 to members, 
$4 to non-members. 


“THE RAINS CAME” 


They are doing a lot more business in Fort 
Worth these days. The drouth-breaking rains 
have caused sales to climb more sharply than 
during preceding years when the need for 
rain was at a premium. Lakes that supplied 
water for homes and industry alike are full, 
insuring an ample supply for years to come. 


The tremendous boost to the rancher and the 
farmer is so great that it would be impossible 
to estimate the value in terms of dollars— 


the figure would stagger even the most opti- 
mistic person. 


Texans are hard at work, making up for the 
six years of drouth. They can now plan for 


LARGEST COMBINED DAILY CIRCULATION IN 


the future with confidence. This confidence 
means the purchase of new and better equip- 
ment to run their businesses, and it also 
means the purchase of more convenient items 
necessary for good living today. 


If you want your share of this big boom in 
Texas, the Star-Telegram can give it to you. 
Every day the Fort Worth Star-Telegram 
calls on the people of Fort Worth and West 
Texas. It can present your advertising mes- 
sage to this market that is in a buying mood. 
According to the latest ABC Audit Report, 
the combined daily circulation of the Star- 
Telegram is 253,312, and on Sunday, 229,038, 


TEXAS 


without the use of schemes, premiums or contests 
“Just a good newspaper” 


en 


New Text Outlines 
Functions of Top 
Marketing Executive 


HoMeEwoop, ILL., June 4—The 
top marketing executive in any 
company is faced with making 
many kinds of decisions day after 
day. 

The nature of the marketing ex- 
ecutive’s function and the tools at 
his disposal are described in a new 
430-page college textbook, “Mar- 
keting Management—Analysis and 
Decision” by John A. Howard, as- 
sistant professor of marketing of 
the school of business of the Uni- 
versity of Chicago. It is published 
by Richard D. Irwin Inc. 


s Among the tools and alternatives 
available to the executive are prod- 
uct variation, marketing channels, 
price, advertising, personal selling 
and the location of the company’s 
operations. In choosing the alterna- 
tive that will yield maximum prof- 
its, the marketing executive con- 
siders competition, demand, cost, 
distribution structure and the law, 
Mr. Howard says. # 


Injunction Restrains Electronic 
Maker from Using WU Name 

Western Union Telegraph Co., 
New York, has been granted an 
injunction in the state supreme 
court to restrain Western Union 
Electronic Tube Inc., Freeport, 
N. Y., manufacturer of electronic 
devices, from using the name 
“Western Union.” The court di- 
rected the electronic company to 
remove the words “Western Un- 
ion” from all merchandise, adver- 
tising and stationery in its pos- 
session. Western Union Electronic 
Tube, which was incorporated last 
November, was ordered by the 
court to change its name or be- 
come dissolved. 

Western Union Telegraph Co., 
in its petition, said its volume of 
business in 1956 was $252,000,000, 
and that during the year it ex- 
pended $1,131,177 for advertising, 
including $669,514 for media ad- 
vertising, $193,192 for promotional 
advertising, and $268,417 for a 
network tv program, “Down You 
Go.” Benton & Bowles is its agen- 
cy. The electronic company did 
little major advertising but is al- 
leged to have used the telegraph 
company’s lettering and colors on 
signs and handbills. 


Norca Files Against Necchi 
for Causing Breach of Contract 
Norca Machinery Corp., New 
York, has filed suit for $250,000 
damages in New York supreme 
court against Necchi Sewing Ma- 
chine Sales Corp. and others for 
causing a breach of contract be- 
tween Norca and Ortex S/A Gen- 
eva, Switzerland, in the distribu- 
tion of a hand-knitting machine. 
The machine sold by Norca, 
Familia, is manufactured by Max 
Lehner A. G. Graenichen, Aargau, 
Switzerland. Norca charges the 
defendants entered into a con- 
spiracy during 1956 to induce the 
manufacturer to breach its agree- 
ment with the plaintiff and dis- 
tribute an identical hand-knitting 
machine through defendants un- 
der the name, Miracle Knitter. 
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KNXT HAS JUST WON ITS 99TH* MAJOR PUBLIC SERVICE AWARD 
OR CITATION IN 48 MONTHS. THIS IS BEYOND QUESTION ONE OF 
THE MOST EXTRAORDINARY RECORDS IN TELEVISION HISTORY. 


KNXT, CHANNEL 2 IN LOS ANGELES, CBS OWNED 


*THE OHIO STATE UNIVERSITY AWARD ANNOUNCED MAY 6 (KNXT’S SECOND IN TWO 
YEARS). FIVE WEEKS EARLIER KNXT WON THE DUPONT FOUNDATION AWARD. THESE 
— LIKE THE PEABODY AWARD WON BY KNXT LAST YEAR AND THE SYLVANIA AWARDS 
WON THIS YEAR AND LAST— ARE AMONG THE MOST COVETED AND MOST MEANING- 
FUL AWARDS IN THE BROADCASTING INDUSTRY FOR PUBLIC SERVICE PROGRAMMING. 
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N.Y. Official Hits 
Legislature's Cuts 
in Travel Ad Budget 


ALEXANDRIA Bay, N.Y., June 4— 
State Commerce Commissioner 
Edward T. Dickinson has sharp- 
ly criticized the New York legis- 
lature for cutting the state’s travel 


| Westervelt Moves to Princeton 


Westervelt reports. 


Newcomer Promoted 


advertising budget at a time when | 
competition for the vacation dollar 
nationally is at its peak. 

He told the conference on tour-| 
ism sponsored by the St. Lawrence 
Valley chambers of commerce that 
in failing to approve the $400,000 
travel advertising appropriation 
asked by Gov. Harriman, the 1957 
legislature left the state at a dis- 
advantage in meeting the increased | 
promotional programs of other 
states. 

“As you know, Gov. Harriman 
asked the legislature this year for 
an increase in our travel advertis- 
ing budget to $400,000,” Commis- 
sioner Dickinson said. “This re- 
quest was turned down and we 
received only $206,840, exactly the 
amount we received last year. Be- 
cause of this we are compelled to 
take a back seat to states smaller, 
less prosperous and with fewer) 
attractions.” 


# Commissioner Dickinson cited 
advertising expenditures of other 
states as indicating the economic 
importance of the travel dollar. He 
said that Miami and Miami Beach | 
alone last year paid out more than) 
twice New York state’s $206,840 | 
for travel advertising; Alabama | 
increased its advertising budget 
from $50,000 to $150,000; Illinois) 
from $75,000 to $250,000, and Penn- 
sylvania from $275,000 to $330,000. 
The state of Washington, with less | 
than 2,500,000 population, spent 
over $300,000 last year for travel | 
promotion, he said. } 

“The Empire State, with more 
attractions, more facilities and 
more to gain than any of these, 
jumped from $206,840 to exactly 
$206,840, a figure safely below that 
of New Mexico and Wyoming,” 
added Commissioner Dickinson. +) 


‘Advertising as a Service 
to Society’ Published 

Macdonald & Evans Ltd., Lon- 
don, has published “Advertising | 
as a Service to Society,” by John) 
McEwan, a director of E. Walter 
George Ltd., London agency. The | 
book reviews the development of | 
advertising and surveys present | 
day trends. It discusses the meth- 
ods used in advertising considered 
in relation to the role which ad- 
vertising has to play in society as 
a whole. 


Richmond Sales Execs Elect 

Thomas A. Sheehan, assistant vp 
of State-Planters Bank of Com- 
merce & Trusts, has been elected 
president of the Sales Executives 
Club of Richmond, Va. Other new 
officers are T. K. Wolf, Southern 
States Cooperative, vp, and Wil- 
liam C. Wells, Richmond Coca-Cola 
Bottling Works, secretary. Jeffer- 
son C. Davis, Baker Equipment Co., 
was reelected treasurer. 


Harold Miller Co. Moves 

Harold Miller Co., which has 
moved to new quarters at 341 Mad- 
ison Ave., New York, has been ap- 
pointed to handle advertising for 
Stock of the Month Club, New 
York, a new investment advisory 
service. Newspapers and magazines 
will be used. 


Gavigan Moves to California 
Richard N. Gavigan has been 
named manager of the new office 
of the Lord Baltimore Press of 
California at 3540 Wilshire Blvd., 
Los Angeles. Mr. Gavigan was for- | 
merly with the New York office. | 


R. W. Westervelt & Co., formerly 


of New York and Trenton, has| 43,000,000 People 


opened new offices at 90 Nassau 


St., Princeton, making it the first | per Year, UN Finds 


recognized agency in the town, 


‘Earth Is Adding 


New York, June 4—Attention, 
world marketers: Your present 


Pittsburgh. He joined the company | population will double by that time 


six years ago. 


market potential of 2.7 billion per- | 
Robert P. Newcomer Jr. has been | 80MS is likely to double by the end 

appointed advertising director of |0f this century. 

Hagan Chemicals & Controls Inc., A prediction that the world’s 


Yearbook for 1956,” published last 
week by the United Nations. 

Citing the “phenomenal decline 
in mortality,” the UN statisticians 
point out that the world birth rate 
is now 34 per 1,000 persons an- 
nually, while the death rate is 
down to 18. 

Result—world population is cur- 
rently increasing at the rate of 
120,000 a day, or 43,000,000 a year. 
Asia, with half the world’s pop- 
|ulation, adds 24,000,000 persons a 


Advertising Age, June 10, 1957 


population growth is Latin Amer- 
ica, with a rate of 2.6% (4,400,- 
000 persons) annually. + 


5 Star Productions Bows Out 
Five Star Productions, Holly- 
wood tv commercial producer, will 
cease operations on June 15. Rea- 
son given for the closing down is 
an illness in the family of the 
owner, Judy McMahan, and the 
desire of Chet Glassley to pursue 
activities more specifically related 


is made in the “Demographic| year. The area with the fastest|to production. 


“Trade and industrial magazines are the 


Q Mr. West, yours is an industry which 
has shot up like Jack's beanstalk. 
Would you give us the picture of that 
growth, as you see it? 


A The electronics industry is now the 
third largest contributor to our gross 
national product. Steel and automotive 
are the first two. Electronics chalked up 
$11.1 billion in sales last year. 


Q How about the story of Consolidated 
Electrodynamics? 


A Our company, formed early in 1937, 
was one of the pioneers. Our original 
staff had 13 people, and sales for our 
first year amounted to $70,000. Now we 
employ over 3300, and expect to gross 
over $35 million in °57. We have seven 
plants in southern California and another 
in Rochester, N.Y. 


Q What products do you produce? 


A We sell a wide range—from tiny 
pressure transducers at about $100 to 
analytical mass spectrometers at $40,000 
and complete data processing systems 
costing many hundreds of thousands. At 
Rochester, we produce a complete line 
of high vacuum equipment. Glendale 
designs and makes high temperature 


miniature connectors. And the Elec- 
tronic Industries Division produces 
etched wiring, transistorized circuitry, 
and special test instruments. 


Q With a range like that, in a fast- 
growing industry like yours, | can guess 
that your advertising problems are far 
from static. 


A You are very right. First, we have to 
sell the idea of a new and unfamiliar 
industry, with a vocabulary that sounds 
like nonsense syllables to most of our 
customers, Our products are new and 
ever-changing. Their existence and uses 
are totally unknown to many of our 
prospects, and some of the people who 
need them most don’t even know the 
need exists, Couple these problems with 
our own wish to create a favorable 
attitude toward a company which has 
only been in business for 20 years, and 
you begin to see the complexity of our 
promotional problems. 


Q What is your primary market? 


A 20 years ago, that would have been an 
easy question. But today we sell in more 
than 25 different fields, ranging from the 
medical profession to guided missiles. 


From pygmy to giant in 20 years—that is the 
story of the electronic instrument industry. 
George H. West is Director of Advertising for 
one of the oldest of these young giants, Con- 
solidated Electrodynamics Corporation, with 
headquarters in Pasadena, Calif. He is also a 
director of the National Industrial Advertisers 
Association and has served on numerous 
committees at both local and national levels. 
Recently Mr. West answered some questions 
about the use and importance of trade and 
industrial publications. 


Q What is your philosophy on adver- 
tising to such a spread-out market? 


A We use about 50 trade and industrial 
publications, and spend about 38% of 
our total budget there. Direct mail, 
sales bulletins and catalogs, visual aids, 


and product publicity support this 
effort. From the very beginning, we have 
had a planned advertising program, 


"We use about 50 trade and industrial 
publications, and spend about 38% of our 
total budget there.” 
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Advertising Age, June 10, 1957 


California NIAA 
Top Award Won by 
McCulloch Motors 


California. 


The winning campaign was en- | mont Industrial Screw Corp. (Per- | was secretary-treasurer and direc- 
tered in the “Publication advertis- | rett Co.), direct mail; Southwest- | tor of Coca-Cola Bottling Co. of 
ing for products” classification by|ern Engineering Co. 
McCulloch’s agency, Stromberger, 
LaVene, McKenzie, Los Angeles. 

Other first place winners (all | 

Los ANGELEs, June 4—McCul-|in Los Angeles), with their agen- 
loch Motors Corp. has _ been|cies and classifications: California | 
awarded the sweepstakes cup for| Bank (Erwin, Wasey & Co.), pub-|rector of public relations of the 
the best entry in the 1957 industri-| lication advertising for products; 
al advertising awards competition | Firestone Tire & Rubber Co. guided | the public relations staff of J. Wal-| 
sponsored by the National Indus-| missile division (Elwood J. Robin- 
trial Advertisers Assn. of Southern|son Co.), publication advertising, 


Bowes 


(Charles | Indianapolis and president and a 
literature, | director of the company in Goshen, 
bulletins and printed matter. + 


| JWT Names Two in Chicago 
Burton D. 


Chicago Board of Trade, has joined 


jter Thompson Co., Chicago. JWT 
lalso has named Fred W. Dickson 


Ind. 


Dunham Buys Great Scott 
Dunham Bros. Co., Brattleboro, 
Vt., shoe maker, has bought Great} 
Scott Shoe Corp., South Milwau- | 
kee. Parsons, Friedmann & Central, 
Boston, Dunham’s agency, will) 
take over the advertising for Great | 


institutional and recruitment; Du-j|to its Chicago staff. He formerly | Scott shoes. 


backbone of 


Q What are the objectives of your trade 
and industrial advertising? 


A The most important one is to save 
the time of our sales engineers. Even 
with 20 well-staffed sales offices through- 
out the country it is obvious that cold- 
cal! selling is practically out of the 
question, because of the complexity of our 
products and the diversity of their use. 
Instead we have to get productive leads 
for our sales staff. Our advertising is 
aimed at selling the value of electronic 
instrumentation in general, at creating 
preference for Consolidated, and at get- 
ting the prospect to take some positive 
action. 


Q How do your choose the magazines 
to do this kind of a job? 


A Media selection is certainly of major 
importance, and we take it very seriously 
at Consolidated. We have our own 
Media Research Department, which 
carefully analyzes material furnished by 
publishers and circulation audits and 
readership studies from outside organ- 
izations. In addition we keep our own 
qualitative records of inquiries, We 
study the editorial content of all maga- 
zines going to our fields and conduct our 
own readership studies, Our average 
return on these, incidentally, is better 
than 60%. We use the unaided recall 
technique to determine which magazines 
they read regularly and which are of the 
most use to them in their trades and 
industries. 


Q Is your advertising budget based on 
the task method? 


A You would probably describe our 
method as modified task. Our overall 
budget is influenced by total expected 
sales, but the budget for individual prod- 
ucts is kept flexible. In this way we can 
shift emphasis as the need arises. Our 
Market Planning Committee is respon- 
sible for monthly scrutiny of the entire 
market in reference to our products so 
that we can take advantage of new 
developments as they arise. 


Q Does your sales force realize the 
value of advertising in trade and indus- 
trial publications? 


A Definitely. Our salesmen are con- 
tinually asking us to do more of it. And 
the information we get from them con- 
cerning sales resulting from advertising 
inquiries helps us sell top management 
on the value of the expenditure, 


our advertising program.” 


Q Is there any other point that you 
would like to emphasize? 


A Yes. Trade and industrial magazines 
are the backbone of our advertising pro- 
gram. To get best results from the 


“Trade and industrial magazines are the backbone of our advertising program. To get 


money we spend in them, we maintain 
consistent schedules, select our media 
with care, and present our story in a 
clear, concise way. Our advertising in 
the trade press has produced excellent 
results, and we expect it to continue 
to do so, 


hest results from the money we spend in them, we maintain consistent schedules, select our 
media with care, and present our story in a clear, concise way.”’ 


Through the use of trade and industrial publications you are able to communi- 


cate with your customers and prospective customers in an atmosphere that is 
natural to them and most productive for you. In this respect, today’s reliable 
business press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 


a strict control of circulation that assure confidence on the part of readers and 


advertisers. With such acceptance goes proportionate selling power. 


NB ia yA”, | 


Nya oan ye 


— = 
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Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


== f= CHILTON PUBLICATIONS: Department Store Economist «+ The lron Age 
“i Hardware Age « Spectator « Hardware World « Jewelers’ Circular—Keystone 
Automotive Industries « Gas « Distribution Age « Optical Journal and 


% == 2 Review of Optometry « Motor Age « Boot and Shoe Recorder ° Commercial 
= = Car Journal « Butane-Propane News « Electronic Industries « Book Division 


“/ get more out of Jantzen 
than | put into it..." . 


| : 
rae sy > 3S 
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June S. Jones & Co j 


INVESTMENT SECURITIES 


Goop FiT—“No matter how you 
look at it, Jantzen is a good invest- 
ment,” says this coupon ad, one 
of a series running in Portland 
and upstate Oregon newspapers. 
Pacific National Advertising Agen- 
cy prepared the campaign for 
June S. Jones & Co. 


‘Moves to Kudner’s L.A. Office 

Maurice J. Garrett has been 
named Los Angeles liaison execu- 
\tive of Kudner Agency. He re- 
places Stephen H. Richards, who 
has been named account manager 
on the Buick division of General 
| Motors Corp., in the agency’s New 
York office. A member of the 
agency’s public relations staff for 
the past five years, Mr. Garrett 
| during 1955 and 1956 traveled with 
ithe General Motors Motoramas. 


Jerrold Buys 3 Systems 

| Jerrold Electronics Corp., Phil- 
|adelphia manufacturer of commu- 
|nity antenna and other electronic 
equipment, has bought the com- 
| munity antenna systems in Walla 
| Walla, Wenatchee and Richland, 
|all in Washington. The company 
|/now owns and operates nine of 
| the systems. 


inquiries 


and 
influence... 
if your product or service can be 
used by municipal and state police, 
just give them the facts in 
Law And Order. One advertiser received 
over 668 inquiries within 10 months. 
You get results because each issue 
gets intensive readership through 
focusing attention on a specialized 
’ field of police work—most 
S issues are saved and used in police 
training programs. 


LAW... ORDER 
1475 BROADWAY, NEW YORK 36, N.Y 
ae. 
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F om 1 A , 2 . . “ 
and will insist on their choice —* 
at the point of purchase... ea 
they have an average of almost $200;000 ra 
to spend. You can reach them all with a ais 
page message-for only 2%2¢ a police chief ea 
Let Law And Order be your salesman. : 
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The time is ripe to put—or keep—sales pressure on the great Wage-Town market. 


The vast majority of Wage-Town families are Wage Earner families... and 


look what’s been happening to them: 


WAGE-TOWN EARNINGS ARE SOARING... 


INCOME % WAGE EARNER FAMILIES 

GROUP IN 1952 IN 1957 CHANGE 
$5000 & OVER 15.9 36.0 56% GAIN 
$3000 & OVER 52.4 84.3 61% GAIN 


Today, Wage Earner families are more than half of all non-farm families 
with incomes over $5000. 


WAGE-TOWN SPENDING PLANS ARE LAVISH... 


THIS NUMBER 
OF WAGE EARNER 


FAMILIES PLAN TO BUY (IN 12 MONTHS) 
2,988,000 A DINETTE SET 
2,718,000 AN ELECTRIC WASHING MACHINE 
1,272,000 AN ELECTRIC FOOD MIXER 
1,097,000 A SEWING MACHINE 
973,000 A FOOD FREEZER 


And, in soaps, soups and sundries, their purchases will be astronomical in number. 


WAGE-TOWN’S POTENTIAL IS ENORMOUS... ' 


© 2 Of of all the nation’s Discretionary Spending Power (“loose money”) is in 
© Wage Earner family hands. | 


FR | Cs FAMILIES—and Wage Earner families are larger, have more children than | i 
others—means greater need for a steady flow of goods and services. 


= 


WHEN YOU'RE IN TRUE STORY WOMEN'S GROUP. 


‘SERVICE MAGAZINES REE 


IN WAGE EARNER FAMEEBES 
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There’s no better sales strategy than to “put your money where your market is!” 


There’s no better way to reach the Wage-Town market than in Wage-Town’s own 


magazines, the TRUE STORY WOMEN’S GROUP~—(call it TSWG, for short!) 


TSWG CIRCULATION IS IMPRESSIVE... 


Ina huge market like this, numbers count. 


TSWG: 6, 5OO,OOO CIRCULATION 


~ When you talk total homes reached, you can add over 5,000,000 more for a total of 
© over 12,000,000 homes. 


TSWG ADVERTISING REVENUE IS INDICATIVE... 


" $10,000 .000 
meme ni A Bellwether advertisers increasingly recognize 
nantes 4 that TSWG magazines cover all the facets of 
$ 7,000,000 Wage-Town living as no other magazines can. The 
$ 6,000,000 result: An ALL TIME HIGH in advertising revenue! 
1952 ‘53 ‘s4 ‘ss *Ss6 


TSWG’s AUDIENCE IS VIRTUALLY EXCLUSIVE... 


It’s a fact. Wage-Town largely rejects traditional “white collar” magazines. For example... 


os 6% of TSWG primary homes are not reached by any or all of 
the 3 major Women’s Service Magazines 


—_ O% of TSWG primary homes are not reached by any or all of 
the 3 major Weeklies or Bi-Weeklies 


‘ale a2 
See 


=} 8% of TSWG primary homes are not reached by any or all of 
the 3 major Store Magazines 


. - YOU'RE IN WAGE-TOWN’S BIG MARKET! 


Sources: Report to ABC; Kemp Audience Study; Macfadden Division of Marketing & Research; Wage Earner Forum Reports. (Revenue PIB). 
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On the International Scene... 


For Millions in India, Advertising 
Doesn't Exist; But Tomorrow... 


By James O. Dunaway 


(Mr. Dunaway is a ce riter 
for Leo Burnett Co., Chicago. He 
is presently on a year’s leave of 
absence and is touring the world.) 


Bompay, June 4—As the jeep 
bumped along a dirt road 50 miles 
from Calcutta, I asked the driver 
to stop in the next village so I 


es ranks the agencies as follows: 


, RS $2,500,000 
SII Adieipesivinenmiadaases 1,500,000 
STENT - ~vacopnsvdsserniinse 1,100,000 
| 1,000,000 
Stronachs 1,000,000 
Press Syndicate ...... 600,000 
Everest Advertising 500,000 
Clarion Advertising 475,000 


Press Syndicate, Everest and 
Clarion are all Indian-owned and 
Indian-operated agencies. 

As in America, agencies earn 
15% commission from media—but 
in India there are inevitably ex- 
ceptions and complications. Small 
agencies eager to get business will 
often rebate half their commis- 
sions to clients. Some of the less 
solid media, on the other hand, 


will grant commissions larger 
than 15% to obtain advertising. 
On the organizational side, 


there is one outstanding differ- 
ence: the agency art studio. Since 
there are no free-lance commer- 
cial artists or studios here, each 


agency maintains its own studio 
for the production of art, billing 
the client on an hourly basis, plus 
15%. 


Media 


Media selection is complicated 
by the fact that there are 14 wide- 
ly spoken languages, including 
English. Hindi, the most wide- 
spread, is spoken by only 30% of 
the total population. 

Newspapers are the No. 1 ad- 
vertising medium by a big mar- 
gin. The 350 daily papers account 
for more than half of the esti- 
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mated $20,000,000 spent in adver- 
tising. Daily newspaper circula- 
tion has increased from 2,500,000 
in 1953 to 4,000,000 today. 

Agencies find it economical to 
concentrate their space-buying in 
the 50 top papers, which have an 
audited circulation of 2,200,000 in 
15 languages. 


® Of the seven top-circulation 
newspapers, five are in English, 
one in Hindi and one in Tamil. 
The leader is the English-lan- 
guage daily, Indian Express, 
whose simultaneous editions in 
Bombay, Delhi and Madras sell 
112,000 copies. Next is the Tamil- 


could buy some matches. 

In the store, I took a quick in- 
ventory of the stock on hand. Here 
it is: 

Five bars of Lux toilet soap; 12 
bars of Sunlight soap (another 
Lever brand); 9 Eveready flash- 
light batteries; 17 small packages 
of cigarets, 10 to a pack; 8 penny 
boxes of matches; one small 
box of assorted sewing materials 
(thread, needles, buttons); 11 
small boxes of Lipton tea; one 
large sack of white flour; one large 
sack of grain rice; one large sack 
of feed grain; assorted pottery 
dishes, cups, bowls and water 
vessels. 
® This store is virtually the only 
source of purchased goods for 500 
people living in and near the vil- 
lage ... yet you could buy out its 
entire stock with a $20 bill, and 
have plenty of change. 

India has nearly 700,000 vil- 
lages like this one. Each has from 
100 to 1,000 people; together, they 
contain more than 300,000,000 
people, more than four-fifths of 
India’s population. 

Less than 5% can read or write. 
Earnings average about 15¢ per 
person per day. 


# For’ these illiterate, _half- 
starved millions, advertising just 
doesn’t exist. But if the Indian 
government’s series of “five-year 
plans” come anywhere near 
achieving their objectives, these 
same villagers could become one 
of the truly great mass markets 
of the world—and a prime target 
for advertising. 

And, although advertising in 
India is still largely a matter of 
selling to the more sophisticated 
and better-paid town and city 
dweller, agencies and advertisers 
are devoting an increasing 
amount of their time, money and 
thoughts to the villages. 

But that is—or may be—the fu- 
ture. What about Indian advertis- 
ing today? 


Agencies 


There are about 130 advertising 
agencies in India, of which the 59 
accredited by the Indian & East- 
ern Newspaper Society account 
for 99% of the total agency vol- 
ume. 

All the important agencies are 
located in the four 1,000,000-plus | 


cities—Bombay, Calcutta, Delhi 
and Madras—with by far the| 
heaviest concentration in Bom- 


bay, which is the industrial, fi- 
nancial and publishing capital of 
the country. 


s Five agencies dominate the 
scene, with 60% of the total 
agency billings of $12,000,000. 


Two—J. Walter Thompson Co. and 
Grant Advertising—are Ameri- 
can-owned. D. J. Keymer & Co. 
and Lintas Ltd. (the Lever Bros. | 
house agency) are British-owned. 
The fifth of the “big five,” Stro- 
nachs Advertising, is owned by 
Indians but managed by an Aus- 
tralian. 

Although no published statis- 
tics are available, a consensus of 
estimates from well-placed sourc- 
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language Thanti, with 110,000. 

Magazine advertising is next in 
total volume, accounting for an 
estimated $4,000,000 in advertis- 
ing annually. The Sunday Stand- 
ard (English), which combines a 
Sunday paper with a magazine 
section, leads with a weekly cir- 
culation of 125,000, followed by 
the bi-weekly Film Fare, which 
sells 110,000 copies, and the IIlus- 
trated Weekly of India, with 60,- 
000. 

The leading “language” maga- 
zines are Shama, an Urdu month- 
ly, and Dharmyug, a Hindu week- 
ly, with 90,000 and 60,000 circula- 
tions respectively. 


Probably the next most impor- 
tant medium is the cinema house. 
Because it eliminates the literacy 
barrier, many advertisers feel 


|that film will become the prime 


medium for mass advertising as 
purchasing power in the villages 
increases. 


s There are 3,500 permanent 
movie theaters in India, with a 


| seating capacity of more than 2,- 
|000,000 and a yearly attendance 


of 600,000,000. Almost all exhibi- 
tors show advertising films and 
slides. 

Consumer advertisers such as 
Burmah-Shell (kerosene), 


|known about listening habits in- | | and Tamil. 
|dicates an average of 10 to " 
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ton, Imperial Tobacco and Lever) advertising. However, some 170 500,000 to rate as India’s No. 1 
are heavy users of film advertis- | Indian advertisers spend $400,000 | private advertiser. However, the 
ing. In addition, Lipton has a|a year for commercials on Ra- federal government’s Bureau of 
number of mobile film vans trav-|dio Ceylon, a 5,000-watt station | Advertising and Visual Publicity 
eling around the country showing | owned and operated by the gov- laid out some $2,000,000 (not 
movies in which tea is the hero. | ernment of Ceylon. counting the expenditures for ed- 
Although the broadcasts origi-|ucational and propaganda broad- 
s Radio is another growing me-|nate in Ceylon, they are plainly | casts over All-India Radio). 
dium. The Indian radio audience | aimed at the Indian market, wit-| The bureau’s biggest campaigns 
consists of 1,100,000 licensed re-|ness the fact that they are not | right now are for the Ministry of 
ceivers, plus an estimated 300,000|made in Sinhalese (the language | |Finance, which is conducting a 
unlicensed sets. What little is|of Ceylon), but in Hindi, English |national savings drive, and the 
| Ministry of Transport, which 
sponsors India’s tourist promo- 


listeners per set. 


Lip-|on BBC lines and does not accept | 


All-India Radio, the 36-station | Advertisers 


government network, is patterned | 
In 1956, Lever Bros. spent $1,- 


tion. Each has a $150,000 yearly 
budget. 


® From 1958 through 1962, the 


bureau’s biggest client will be the 


The relaxed 
sell 


This fellow’s no dummy. He can afford 

to relax because he has seasoned professionals 
working for him—people like Martha Wright, 
Jim McKay, John Henry Faulk, Galen 

Drake, Lanny Ross, Jim Lowe and Jack Sterling. 
Their easy-going, confident approach brings 
them and their products right to the heart of the 
family circle ... And it’s a fact that more 


different families are listening to WCBS Radio 


than to any other station in the New York area.* 


This vast audience not only listens but 
trusts the WCBS pros...and buys what they 
have to sell. So pull up a desk and lie down. 
Just call Buck Hurst at WCBS Radio 


or CBS Radio Spot Sales at PLaza 1-2345. 


vewrok W CBS RADIO 


*Pulse CPA, November. 1956. 


second “five-year plan,” with an 
annual budget of $400,000 for ads, 
posters and films, plus some 
$3,000,000 for All-India Radio, 
mobile speaker vans, traveling 
demonstrations and educational 
teams. 

One of the most interesting as- 
pects of the bureau’s work is that 
it tries to place at least two (and 
preferably more) copies of each 
poster it produces in every village 
in the country. With some 700,000 
villages to cover, this is a mam- 
moth undertaking—some 2,000,- 
000 posters going up simultane- 
ously. 

The government bureau dis- 
tributes its press advertising ev- 
enly among a list of approved 
agencies. 

Among 
advertisers, 


the leading Indian 
after Lever, are: 
Burma-Shell ($1,000,000), Tata 
Steel (plus-$500,000), Standard- 


Vacuum Oil ($500,000), Imperial 


Tobacco Co. ($250,000), Caltex 
($250,000), Anacin ($250,000), 
|Coca-Cola ($100,000) and Col- 


gate-Palmolive. # 


Cigar Institute Breaks 
$200,000 Drive June 10 

The Cigar Institute of America 
will inaugurate its $200,000 1957 
ad campaign with a b&w page in 
the June 10 issue of Life. The open- 
er will be on a Father’s Day theme, 
with later ads in the campaign em- 
phasizing an appeal to women on 
the theme “Wise women know.” 

In last year’s campaign the in- 
| stitute kept the feminine influence 
}and appeal in the background. 
|Some color advertising is planned 
for the Christmas season. A mer- 
chandising budget of $25,000 will 
|supplement the ad campaign. The 
;agency is Doherty, Clifford, Steers 
|& Shenfield, New York. 


TELL & SELL 


| There's a $17 billion- 
plus market in the 
TRAFFIC WORLD subscrip- 
tion list ... for 
freight transportation, 
materials handling, 
| packaging, and road 
| and rail. equipment. 
Get the facts! 


TRAE EIC 
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515 Madison Ave., N.Y. 
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The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York + Chicago 
. ’ philadelphia + Detroit + Los Angeles 
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Barton Declares 
TV Is No Threat 
to Newspapers 


San MATEO, CAL., June 7—News- 
papers are here to stay. And so are 
advertising agencies. 

That’s what Bruce Barton, chair- 
man of the board of Batten, Bar- 
ton, Durstine & Osborn, told the 
California Newspaper Advertising 
Managers convention today. 

Mr. Barton described advertis- 
ing’s lowly estate 38 years ago (“If 
your son went into the advertising 
business—well, you just didn’t talk 
about it”) and its present eminence 
(“Despite what I read in some 
novels, advertising and, yes, adver- 
tising people have become accept- 
ed—even wanted—members of so- 


| ciety”). 
Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida | 


“Advertising has largely won the 


GIVE YOUR NEWSPAPER ADS A COMMANDING ADVANTAGE... 


T 


iL 


The dictionary defines visibility as 


“the quality of being visible.” But, being plastic 


plate manufacturers, we would almost say that 
VISIBILITY is QUALITY, period. 
When you demand Reilly PLASTICTYPES® 


for your newspaper advertisements you get quality 


in uniformity, legibility and halftone brilliance . . . 
you get VISIBILITY. And there's a special 


- al oe reason Reilly PLASTICTYPES provide the best 


IN ALL OPEN 


THAT EVERY 
PLASTICTYPE 
IS ROUTED TO A 
MINIMUM DEPTH 

OF 055°’ 


AREAS. REILLY ELECTROTYPE DIVISION 


visibility of any newspaper plate: Reilly 

is the only electrotyper in the business employing 
skilled engravers for rigid, exacting, precision 
control in their plate production to assure you 
of quality—and VISIBILITY. 


For ‘proof positive” that Reilly 
PLASTICTY PES performance is the best of any 
a) newspaper plate, we'll be pleased to show you 


tear sheets from a recent national campaign. 


305 E. 45TH STREET, NEW YORK 17, N.Y. 


Advertising Age. June 10, 1957 


confidence and friendship of the 
American people,” he commented, 
linking that confidence to the fact 
that when New York newspapers 
were shut down for a fortnight in 
| 1953, people told BBDO in a sur- 
| vey that advertising was missed 
|most (42%), leading editorials, 
sports, comics and financial news. 


8 Despite the fact that the average 
family now watches television for 
42 hours a week (“more time at 
the set than the breadwinner 
[spends] at his job”), Mr. Barton 
said he is positive that these omi- 
nous statistics bode little ill for 
newspapers. 

For one thing, he pointed to the 
Cunningham & Walsh Videotown 
surveys in New Brunswick, N. J., 
which showed newspaper reading 
to be the only form of mass com- 
munication which showed no 
downward trend with the purchase 
of a tv set. In 1951, newspaper 
reading was up 9% during the first 
year of tv in the home. It rose 20% 
in 1952 and 12% more in 1953, 
and has shown minor fluctuation 
since then. 

Mr. Barton thinks newspapers 
have weathered the storm so well 
|(1) because they perform a func- 
| tion no other medium does as well, 
, (2) because they have put up a 
united front (through the Bureau 
of Advertising) and (3) because 
they have learned to advertise. + 


‘Mott! & Siteman Boosts 
Ostrin, Adds Young-Gren 

Mottl & Siteman, Los Angeles, 
has promoted Baker Ostrin from 
copy chief to vp and creative di- 
rector. Before joining the agency 
| two years ago, Mr. Ostrin was with 


Baker Ostrin 


lee Young-Gren 


| 
| Campbell-Mithun and Warwick & 
Legler. 

Mottl & Siteman also has ap- 
| pointed Lee S. Young-Gren an ac- 
| count executive. He most recently 
| has been an account executive with 
| Roy S. Durstine Inc. 


|Detroit Adcraft Club Elects 

| Worth Kramer, vp and general 
manager of WJR, has been elect- 
ed president of the Adcraft Club of 
Detroit. Other officers elected are 
John E. Nielan, Hearst Advertis- 
ing Service, lst vp; Edward F. Sul- 
livan, account executive, McCann- 
Erickson, 2nd vp; Wendell D. 
Moore, director of advertising and 
merchandising, Dodge division, 
Chrysler Corp., secretary, and Rob- 
ert G. McKown, assistant to the 
president of D. P. Brother & Co., 
reelected treasurer. 


Comstock Appoints Three 

| Comstock & Co., Buffalo, has ap- 
| pointed James W. Carey, Benedict 
|W. Law and George Lasezkay ac- 
‘count executives. Mr. Carey for- 
merly was copy chief and vp of 
Taylor M. Ward Inc. Mr. Law pre- 
viously was copy chief and account 
executive of Melvin F. Hall Ad- 
vertising Agency. Mr. Lasezkay 
most recently was advertising 
manager of Strout Realty, Los An- 
geles. 


KLIF Appoints Drake 


Dale Drake, formerly national 
sales manager for KFJZ-TV and 
KFJZ, Fort Worth, has been named 
general manager of KLIF, Dallas. 
He succeeds William S. Morgan, 
who was named vp in charge of 
programming of ABC Radio. 
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TO SELL WHERE SALES ARE...YOU NEED PB! 


I: THE BUILDER who is the buyer in the $40 
Billion Light Construction Market, but seek- 
ing out and selling the builders who are buying 
the most today is no easy task. 


Statistics amplify the problem. In 1956, new 
home building dropped almost 200,000 units from 
1955 in metropolitan areas, but less than 12,000 
units in non-metro areas. Market research shows 
that nearly 90% of the big drop was accounted 
for by the bigger builders. Yet, many authorities 
predict that 1957 new home building may nearly 
equal 1956 totals. Obviously, other builders must 
take up the slack. 


Who are, and where are, those “‘other builders”? 
Should you ignore the “big” builders who ac- 


counted for perhaps 25% of the 1956 home build- 
ing total? What about non-residential light con- 


Practical 
Builder 


tat “Ow O00" macernn 


struction—20% of the total Light Construction 
Market? What about remodeling and moderniza- 
tion—38% of the total? How do you single out 
the builders who are the buyers in these huge 
segments of the market? 


Reaching as many builders as you possibly can 
is the only safe answer. That’s why you need 
Practical Builder—the magazine that provides 
the most complete coverage and the deepest 
penetration into the whole Light Construction 
Market. Edited by builders for builders, PB has 
earned more builder circulation, more builder 
readership and reaches more builder buying power 
than any magazine in the field. And it delivers 
this effective sales exposure at the lowest cost! 
Now, more than ever, to reach more builders 
who are buying—big, small or in-between . . . 
you need PB! 


PRACTICAL BUILDER 


SERVING THE ENTIRE LIGHT CONSTRUCTION MARKET 


5 South Wabash Avenue, Chicago 3, Illinois 


Also publishers of the famed DSF—builder’s Data & Specifications File. 
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Building is undergoing a 
revolution as far reach- 
ing as any in history. 
Just a few years ago the 
builder was primarily a 
craftsman. Today, he is 
not only a craftsman but 
also an engineer, assem— 
bler, design-supervisor, 
land developer, business-— 
man, merchandiser. 


Each of these activities 
need definition. Right 
now, let's consider his 
role as a merchandiser: 


Good merchandising is 

the lubricant that will 
keep the builder's pres- 
ent business going. 

Even the 1 to 5 house 
builder is using adver- 
tising, promotion and 
publicity. The day when 

a house was sold before 
the foundation was dug 

is gone. Most builders, 
especially the tract oper— 
ators, are selling today 
from a single house rather 
than from inventory of a 
score or more. Custom 
builders depend on the home 
they have built for one 
customer to help them 
sell another. 


All builders are acutely 
concerned with customer 
reaction - with design and 
construction ideas...with 
materials and products. 
that have sales appeal... 
with convenience features 
that clinch sales. The 
builder has his finger on 
the pulse of the buyer. 
Who else is exposed to 
thousands of house "shop- 
pers"? Who else is at the 
point of sale where the 
value of a product is 
really understood — when 
it is used in a house? 
Truly the builder is both 
a consumer and a sales- 
man — buying what he 
thinks will make him 
money — selling his choice 
of product to the pros- 
pective buyer. 


Yes, today's builder is a 
merchandiser - but you 
must understand all his 
other roles, too, and ap- 
preciate how each affects 
the other to sell him 
successfully. 


fe | 
EXECUTIVE EDITOR, PRACTICAL BUILDER 


Write for your copy of “How Builders Buy... 
and Why!" A revealing report on the Washing: 
ton, D.C. National Housing Center Conference 
between builders and manufacturers. 
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Room 516, Statler Office 
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Vv E R M oO N T A L L l E D D A I L I E Ss SENT—A rapt listener and daddy illustrate Equitable Life Assurance 


; ‘ : | Society’s winning ad in the American Music Conference 1956 Ad- 
Barve Vises Batik ston Banner : te Burlington Free Press vertising Awards Competition. The competition covers the use of 
Brattleboro Reformer ¢ Rutland Heraid ¢ St. Johnsbury Caledonian-Record musical themes in advertising non-musical products or services. 


m™ Largest Circulation 
oO reg on ian in the Pacific Northwest 
eo Pe 230,850 Daily 
reache Kt 295,527 Sunday 
women 


... with circulation LEADERSHIP 49,3 61 


TOTAL DAILY CIRCULATION LEAD 
OVER 2ND PAPER 

City Zone Lead— 10,110 

City & RTZ Lead— 18,258 


... with advertising LEADERSHIP 81 y 6,71 3 lines 


TOTAL ADVERTISING LEAD 

OVER 2ND PAPER (Year |956) 
Retail Lead — 2,607,104 lines 
General Lead —— 1,568,879 lines 
Classified Lead — 4,020,730 lines 


Sources: ABC Publishers Statements for 6 months 
TH E regon arn ending Sept. 30, 1956; Media Records total advertising 
less legal, AW, TW and Comics, 1956; Annual Report, 
PORTLAND 1, OREGON Portland, 1956 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC 


! 
| 


| 
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Advertising Age, June 10, 1957 


Real Estate Man 
Urges Promotion of 
Downtown Shopping 


Cuicaco, June 4—Downtown 
isn’t doomed, but it had better get 
humping, was the gist of a talk on 
“Regional Shopping Centers vs. 
the Downtown Districts—the Bat- 
tle for Survival” given today be- 
fore a joint meeting of the Chicago 
chapters of the American Market- 
ing Assn. and American Statistical 
Assn. 

The speaker was Robert H. 
Pease, vp of Draper & Kramer, a 
real estate company which, among 
other things, is a developer of 
shopping centers. 

Mr. Pease offered no easy solu- 
tion to the downtown stores in 
their struggle with the “serious 
competition” offered by the out- 
lying centers. Rather, he believes, 
downtown business men will have 
to cooperate in far-reaching plans 
to hold customers. 

Detroit was given as an exam- 
ple of what can be done. He cited 
the “enormous effort” made by 
downtown business men to combat 
the drain of business created after 
the completion of Hudson’s North- 
land—an effort in which J. L. Hud- 
son Co., itself, actively partici- 
pated. Active promotion included 
“Downtown Days,” collective sales 
and specials. Long-range plans in- 
cluded an increasing number of 
parking lots and a revitalizing of 
the area and its periphery. 


® Mr. Pease spoke of Chicago’s 
State St. as “ugly, unsightly, sign- 
infested,” but he mentioned hope- 
fully the activities of the Chicago 
Central Area Committee in plan- 
ning for improvement of the Loop. 

There’s no question that down- 
town areas in cities of 50,000 to 
200,000 are hurt by shopping 
centers even more than those in 
larger cities, he said. What’s more, 
they “deserve to be hurt... they 


|} have done nothing in 30 years.” 
| Shopping centers in cities of less 
than 50,000 are not likely to be 
profitable, he added. + 


American Safety Buys 
Com-Air:; Changes Name 

| American Safety Razor Corp., 
|New York, has bought all the 
capital stock of Com-Air Products, 
Los Angeles designer and manu- 
facturer of hydraulic, pneumatic 
and fuel controls, specializing in 
the aircraft and guided missile 
fields. The purchase price was 
$955,000, of which $505,000 was 
paid in cash and the balance in 
notes payable over a period of 
three years. 

Com-Air will be operated as a 
wholly-owned subsidiary under its 
existing management. American 
Safety Razor, which produces sur- 
gical blades and handles, soaps, 
cosmetics and precision and elec- 
tronic components for industry as 
well as razor blades and other 
shaving items, will change its 
corporate name, effective July 1, to 
A-S-R Products Corp. to reflect 
the diversity of the company’s op- 
erations. 


Manning Joins Fairfax 

Frank X. Manning, at one time 
real estate ad manager of the New 
York World-Telegram & Sun and 
the New York Mirror, and most 
recently with Hoffman-Manning 
Inc., New York, has joined the ex- 
ecutive contact staff of Fairfax 
Inc., New York. 


Burnett Elects Three VPs 

Leo Burnett Co. has elected three 
new vps. They are Robert G. Ev- 
erett and Dewitt L. Jones, account 
executives with the agency since 
1953 and 1951, respectively, and 
William F. Treadwell, manager of 
the publicity department since 
| 1952. . 
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87.8% of people in households with children under 10 are poster readers. What a rich market for 


food... clothes... appliances! Yes, you reach more people...and people who buy more...with Outdoor. 


OA! 
OUTDOOR ADVERTISING INC 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM sini 


60 EAST 42ND STREET, NEW YORK 17, N.Y. + ATLANTA + BOSTON + CHICAGO + DALLAS + DETROIT * HOUSTON + LOS ANGELES + PHILADELPHIA + ST. LOUIS + SAN FRANCISCO + SEATTLE 
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ellin's Easy... 


IN BOSTON, NO SELLING CAMPAIGN IS COMPLETE 
|, NG THE WES STATE 
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We've got everything you need...People! Programs! Promotion! 


WE'VE GOT PEOPLE! You bet we have! WBZ-TV 
reaches 5.8 million people . . . more than half of New 
England’s entire population. And because only 3% of 
these people are away from home at any given time 
during the summer, you can be assured of a tremendous 
audience for your sales message and this normally 
large audience is boosted by 5.5 million more people 
who flock to New England for summer vacations. 
WBZ-TYV audiences don’t melt away during June, July, 
and August. Wise advertisers don’t either! 


WE'VE GOT PROGRAMS! The best! Our strong line- 
up of new programming is geared to gain an even 
greater share of audience than last year, when WBZ-TV 
made its competitors rather hot under their limp collars 
(with a 25% increase over 1955!). Here are just a few 
of the audience-capturing shows that will brighten 
summer viewing on WBZ-TV.. . 


@ “Big Brother’—Bob Emery, 
1956 Sylvania Award for 
“Outstanding Local Chil- 
dren's Show in America” 
and favorite entertainer of 
New England children, has 
even more viewers now that 
school is out. 


@ “Hollywood Playhouse," "Boston Movietime,” “Pleasure 
Playhouse,” “Saturday Movietime,"’ and “Hollywood's 
Best". . . all feature first-run films that provide first-rate 
spots for your sales message. 


@ Several new syndicated shows such as “Silent Service,” 
and “Whirlybirds”’. 


@ “Rudder and Reel" —a thrilling boating and fishing show 
hosted by Don Kent, recognized throughout New England 
as an authority in these fields. 


@ "Let's Go Places"”—a highly entertaining trave! show, in 
which viewers are taken on filmed avto trips through 
scenic, historic New England. 


@ Red Sox Baseball Games—51 of them, both home and 
away, carried live by WBZ-TV exclusively. Pre-game shows 
“Lookin’ at Sports” on Saturdays and at night feature the 
dean of New England sportscasters, Leo Egan. 


Summer Sellin's Easy...Go BeeZee! 


| BOSTON 


WESTINGHOUSE BROADCASTING COMPANY, INC. 

RADIO: BOSTON, WBZ + WEZA - PITTSBURGH, KDKA - CLEVELAND, KYW - FORT WAYNE, WOWO - CHICAGO, WIND - PORTLAND, KEX 
PITTSBURGH, KDKA-TV - 
WIND represented by A M Radio Seles KPIX respresated by The Ketz Agency, inc All other WBC stations represented by Peters, Griffin, Woodward, Inc 


TELEVISION: BOSTON, WBZ-TY - 


_ from our brand new tower. . 


CLEVELAND, KYW.TV 


@ “Boom Town"—Rex Trailer, a 
real cowpoke, draws a huge 
and loyal audience of young- 
sters—and grown-ups, too— 
with his western films, songs, 
tales of authentic Western folk- 
lore and gues? stars. 


@ “2000 A.D." — Jonathan Karas, 
noted professor of physics at 
New Hampshire University, 
conducts an educational pro- 
gram packed with showman- 
manship, gets consistently high 
ratings. 


These and many more will keep ‘em tuned to Channel 4 
all summer long! 


WE'VE GOT PROMOTION! Scads of it! We'll be 
doing on-the-air promotions such as singing jingles, 
talent plugs, special programs. We'll use car cards, 
newspaper ads, taxi posters, 24-sheet billboards, mag- 
azine ads, laundry stuffers, direct mail, window displays, 
and a host of other devices. 


There'll be contests, exploitations, and giant remote 


People will know what’s going on at WBZ-TV. And 
because they’ll know, they’ll look and listen, and they'll 
buy! Sign up with WBZ-TV for the greatest summer 
sales you've ever experienced. It won’t take long to 
convince you that Summer Sellin’s Easy when/ you 
Go BeeZee! 


Yes, sir (or madam)! We've got people, programs, and 
promotion. And, we’ve got power, too. New, Power 
. 1,349 feet of television 
sell that puts your message into an additional 100,000 
homes that competition just can’t deliver. 


So check with us right NOW for availabilities. We still 
have some real beauties. Then let us take it from there. 
We'll make the cash registers ring for you in Boston 
. . . all summer long! / / 


And you . . . why you can just sit in the shade, sipping 
a long, cooling drink while you count your money and 
congratulate yourself on your good judgment! 


j 


// 


» SAN FRANCISCO, KPIX 
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Sherry Promotes Champagne bottles were packed in Sherry’s 
As a promotion for imported | “le can-can” bucket, a metal con- 
champagne, particulary for bon tainer created for bon voyage 
voyage gifts, Sherry Wine & Spir-| gifts. Cooperating on the promo- 
its Co., New York, delivered 50 tion was the Champagne Produc- 
bottles of champagne on ice to|ers of France, a public relations 
local travel agencies and press account of Edward Gottlieb & As- 
representatives on June 4. The|sociates, New York. 


“| SELL POWDER METAL PARTS TO THE OEM” 


says 
Jack F. Hayes 
AMPLEX DIVISION 
CHRYSLER CORPORATION 


“And to sell Oilite parts for new applications 
in the Original Equipment Market, the Pur- 
chasing Agent is a man | have to see.” 


“In my opinion, the PA of old is entirely foreign from the PA to-day.” 


Simpson Lumber 
Sets Ist Ad Push 
—for $1,000,000 


SEATTLE, June 4—Simpson Tim- 
ber Co. is stepping out with a $1,- 
000,000-plus advertising promo- 
tion designed to establish the 
Simpson name with consumers 
throughout the nation and to 
build sales for a diverse line of 
forest products. 

The first national advertising 
| by Simpson—a color page—broke 


Advertising Age, June 10, 1957 


Supplementing the national! phrase, “homes of today,” while 
‘consumer advertising will be a/|the “homes of tomorrow” theme 
| series of product advertisements |ties to institutional promotion of 
|by various Simpson divisions in|the entire Simpson organization. 
24 trade publications, plus direct|The Post series schedules two 
mail to dealers. | units on redwood lumber, three on 
Simpson’s Forestone brand of 
acoustical tile, three on plywood 
and doors and one on paper. 
Although Simpson is a new 
Post advertiser, M&M Wood 
Working Co., whose plants are 
now integrated with Simpson’s, 
at various times used color pages 
in the Post for M&M plywood and 
doors. 


® For Simpson the promotion 
comes as the first integrated cam- 
|paign since it bought M&M Wood 
Working Co. last year for $50,- 
/000,000. This acquisition, with 
Simpson’s own expansion in re- 
cent years, makes the company a 
|/major producer of forest products 
,in the West Coast fir and redwood 
|timber areas. The promotion is 
projected as part of a continuing 
effort to build sales and stability. 

The Post series is laid out as an 


® Simpson Forestone will get 
heavy attention throughout the 


in The Saturday Evening Post last | “umbrella” campaign to establish 
|month. The Post series will con-| Simpson as a quality brand in the 


consumer and trade paper adver- 
tising this year. Some of the com- 
pany thinking back of the devel- 


tinue with a color page every four | minds of consumers. But each ad, 
weeks for the rest of 1957. Simp-| while carrying an _ institutional 
son also is running four-color|theme, will sell one particular 
|}pages in Better Homes & Gar- | product. The opening ad, under 
|dens, starting in June and run-|the headline, “Homes of Tomor- 
|ning for the rest of the year, plus|row,” will feature Simpson red- 
|color pages in Sunset Magazine in| wood in residential construction. 
| May, June and September. |Redwood will be tied to the 


opment of this product in 1954 
and its current promotion, was 
outlined by Stephen J. Hall, 
Simpson vp and director of ad- 
ministration, in speaking to a re- 
cent meeting of the Industrial 
Advertisers Council of Western 
Washington. Development of 
Forestone also was the topic for a 
press luncheon here under the di- 
rection of C. H. Bacon Jr., vp and 
general manager of Simpson Log- 
ging Co., the division which man- 
ufactures this product. 

Acoustical tile such as Fore- 
stone is made from mill residues, 
Mr. Hall said, and thus is of first 
importance in the fuller utiliza- 
tion of forest resources. Hence the 
company developed the product 
for maximum consumer appeal. On 
the basis of present production, 
more sales dollars are backing 
Forestone than any other Simpson 
product. - 

To widen markets for Fore- 
stone, Simpson is taking the prod- 
uct to humber dealers for do-it- 
yourself home installation. But 
because lumber dealers often do 
not promote a product the way 
franchised applicators do, Mr. 
Hall said that Simpson took the 
next step of aggressive consumer 
promotion to bring customers to 
the dealers. 


“To-day. he is an analyst and engineer. It is his responsibility to go 
back to engineering and management and prove to them why a 
material is either better for the application, or equally good but 
less expensive.” 


“He is one of the most important men in any organization. That's 
why I'm glad Amplex advertises Oilite parts in PURCHASING NEWS.” 


TOLEDO is the key to the sea 


Ninth largest port in the U.S., Toledo is already the center of Ohio’s third market — 
$1,996,423,000 net effective buying power.* What will it be when the St. Lawrence 
Seaway is completed? Keep your sights trained on Toledo, the key to the sea. 


a, 


® Three of the Better Homes & 
Gardens ads and all the Sunset 
ads this year will push Forestone. 

Consumer ads will carry cou- 
pons for inquiries, and the re- 
sponse will be used to help set up 
distribution. 

Simpson Logging Co. will use 
the following trade papers this 
year, mainly for Forestone: Amer- 
ican Lumberman, American Res- 
taurant, Architectural Forum, 
Building Supply News, House & 
Home, Institutions, Nation’s 
Schools, Practical Builder, Pro- 
gressive Architecture, and Western 
Building. 

Simpson Redwood Co. will use 
the following group: American 
Lumberman & Building Products 
Merchandiser, Building Supply 
News, California Lumber Mer- 
chant, Gulf Coast Lumberman, 
Hoosier Board & Brick, Lumber 
Co-Operator, Mississippi Valley 
Lumberman, New York Lumber 
| Trade Journal, Southern Lumber 
| Journal, and Southern Lumber- 
man. 

Simpson Paper Co. will use Pa- 
cific Printer, Publisher & Lithog- 
rapher, Pacific Stationer, Western 
Advertising, and Western Printer 
& Lithographer. 


The German fPeighter Erika Schulte 
heads. oul, ints Uake Erie after unkseding...— 
.. Sa Re makiig machinery from Antwerp, 


And TOLEDO’S NEWSPAPERS are the 


key Z to this great and growing market on the St. 


s All business paper ads are in 
two colors, pages or spreads. The 
second color, red, is used in the 
new Simpson logotype, a red dia- 
mond with the Simpson name in 
reverse. The one exception to this 
is on plywood and door ads; in 
these the M&M red diamond log- 
otype is so well established that 
|Simpson continues this, with the 
|addition of its own name. 
Merchandising Factors, Seattle 
}and San Francisco, handles Simp- 
son advertising. Jay Jongeward is 
jadvertising manager. + 


Lawrence Seaway. There are no duplicate keys. 


Ask us for THE BIG PLUS—i.e., markeling 


assistance as only newspapers can give il. 


TOLEDO BLADE Daily aud Suudoy. TOLEDO TIMES M 


REPRESENTED 


OU 
B Y _- Y 4 oe oe REGAN A Cn ete ¥ ¥ « , eS 


*Sales Management Survey of Buying Power, May 10, 1957. 
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. MAGAZINES... 


| the meeting ground of 


ECENTLY, America’s leading educators and 
magazine editors met in New York to dis- 
cuss better ways of serving the nation. From these 
annual conferences, both get fresh inspiration for 
the growing jobs before them. The two fields have 
never had so much in common as they do now that 
our magazines are edited for a public that is con- 
stantly better educated, more discriminating, more 
demanding—and more open to new ideas. 

How have magazines changed in the past gen- 
eration? The principal change is in a shift of 
emphasis from sheer entertainment to useful in- 
formation. The amount of non-fiction to fiction in 
large-circulation magazines has changed from a 
30-70% to a 70-30% ratio—as a result, in part 
perhaps, of the policy Reader’s Digest established 
in publishing only non-fiction. 

Well-written, authoritative articles on science, 
economics, philosophy and art—the kind of article 
found only in small, specialized journals in the 
past—now open new worlds of knowledge and 
ideas to the public. 


Evidently people find both pleasure and profit 
in the new kind of education they receive through 
magazines. 


The total circulation of magazines has 
grown four times as fast as our population 
since 1920. 


Keenly interested in the annual conference of 
educators and editors were American advertisers 
is who, to their own great advantage, have supported 
the tremendous growth of our magazines. Last 
year, they spent $723 million in advertising in maga- 
zines—more than seven times as much as in 1933. 


A new trend in advertising 
is established 


Business and education have found another meet- 
ing ground in magazines—in the character of the 
advertising messages themselves. A trend started 
with the public-spirited messages of the war years 
and advertisers found that such literate, enlight- 
ened messages paid. Product advertising has be- 
come more literate and informative, too. 


A firm whose business is mining diamonds finds 
that it can attract favorable attention by the use 


Shenae 


Education and Business 


of distinguished contemporary art. Leaders in the 
food field make a useful contribution to everyday 
living through helpful discussions of nutrition. 
A lumber company tells the story of forest con- 
servation. The advertising of chemical firms and 
electronics manufacturers has brought many new 
facts about scientific developments to all of us. 
Banks, insurance companies, and automobile man- 
ufacturers give us short courses in economics while 
they explain their own services. 


The real “sell” these days is neither “hard” nor 
“soft.” It is the logical, honest appeal to an en- 
lightened public. 


Thus, in opening new horizons to readers, adver- 
tising has gone hand in hand with the new kind 
of informative editorial content of the modern 
general magazine. 


How editors and advertisers 
reinforce each other 


Two years ago, the U. S. edition of Reader’s Digest, 
whose 10 million circulation was then the largest 
ever attained by any magazine, started to take 
advertising. 

Readers wondered how they would like the 
Digest with advertising, since they had never seen 
it with advertising before. Business wondered 
whether even so successful a magazine could suc- 
ceed as an advertising medium. 


The answer came in gradual course. To the care- 
fully selected and well-researched articles, written, 
edited, and rewritten beyond the standards com- 
mon to most magazines, advertising brought a 
burst of color and excitement, a panorama of the 
best of America’s products and services. People 
liked the change. Here are some of the ways they 
showed it: 


e Since April 1955, the Digest’s net paid cir- 
culation has increased by more than a 
million—the greatest circulation growth, 
from the highest base, in the history of 
magazine publishing. 

@ People now buy 11,287,366 copies of Reader’s 
Digest every month, and 32 million people read 
a single issue—the largest magazine circulation, 
and audience, in history. 


People have faith in Readers Dige st 


Largest magazine circulation in the U. S. 
11 million copies bought each month 


e And people read this magazine with exceptional 
thoroughness. A recent study* shows that the 
average person picks up and reads his copy of 
the Digest not just once or twice, but on 5.3 
different days. Multiplied by 32 million readers, 
that gives every page at least 168 million oppor- 
tunities to be seen and read. 


This unprecedented growth and intense readership 
indicate, we feel, that the Digest’s audience of 
alert and curious readers is genuinely interested in 
learning about advertised products and services 
when they are presented intelligently, honestly, 
and attractively in the Digest’s environment of 
integrity. 


Every issue of Reader’s Digest now reaches 
one-fourth of all adult Americans—people 
who want to live better, to reach higher, 
and to bequeath a better lot than they in- 
herited. Good advertising understands these 
hopes, and shapes them into specific goals. 


And how does American business feel about 
advertising in the Digest? 


e@ Advertisers are investing 63% more in Reader’s 
Digest this year than in 1956. Old advertisers 
are continuing their Digest schedules and report- 
ing some spectacular sales results, attributing 
them directly to the power of this magazine’s 
responsive audience. 


e Every month additional firms express their be- 
lief in the Digest by starting schedules in its 
pages. 

The appetite of the American public for informa- 

tion was never keener than it is today. And our 

need for an alert, well informed public was never 
so great. 


To provide the public with more and better 
information about new developments, new ideas, 
and new products in a form which people can 
accept and enjoy . . . this is the common meeting 
ground of America’s editors, educators, and busi- 
nessmen. 


*Readership data from “A Study of Seven Publications” con- 
ducted by Alfred Politz Research, Inc. 
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The National Tea Co. bi 
announced it will build 
least 32 new supermarkets 
the Denver: Colorado Sprim 
Pueblo area in the next t 
years. 

The new sto 
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National Tea pure 
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NEW OPEN HEARIH 
| from the No. 1 


c. F. & I DEDICATES 
More than 400 persons watched the Colorado Fuel & Iron | ladle of molten stee 
new open hearth at its Pueblo, Colo., | yrating service. The new furnace will help C. F. & 1. 
crane picks YP the first | boost production to an annual output of 1.8 million tons. Seat fi 
ported T 
monthly 


Corp. put into use a 
steel mills. Here 


1,500 MORE JOBS: 


‘ A CF&Ito Expane™. 


Colo.—(UP)—Colorado Fuel & Iron Corp. 
on of its Pueblo facilities will lion, and apparently will 
CF&I is installing 4 
has converted nine of its 16 open hearths to “double ladie’’ 
heir capacity. bunk the lor 
belief that Cok 


4 capacity of 1.8 mil- | heat operating. which increases t 
Frantz and other company officials said CF&I looks for- 
fine climate bu 


an overhead 


by the bu 
and Pueblo Plant: 
Colorado. 
1 at CF&I in Pueblo is $40 mil- published rr 

i tion of 
on within a year. fo 
n hearth furnace, and Crampon a 
formation shou 


arly payro 
exceed $45 mill 


new 240-ton ope 


an- 


PUEBLO, 
nounced Saturday that expansi 
pai 1,500 jobs. 


nding its plant to a rate 


7 CF&I is expa 
lion tons of steel. The plant now is rated at 1.48 million tons. 
The plant now employs 8. 500 persons. CF&l President A. F. | ward to its greatest period of expansion. 
the end of 1957 the payroll will include Frantz said manufacture of steel rails and oil well pipe status. 
were an important part of last year’s production. The researcher 
clusions on the 
cember, 1956. He 


s Frantz said that by 
10,000 workers. 
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The Denver Post is among 
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$2 BILLION 


wee State to Beat 
". | Figure in 157 


EDITIO 
topped the $2 billion mark 
195 


last year for a record and indications So far in 


are that this year will be even better. 
ighlight of a report from the 


’ 
5 Cents, 56 Pages 
aes That was the hig 
University of Colorado bureau of business research 
covering sales, employment, farm and liv 
ceipts, panks, building and other phases of the state’s 
commercial growth. 
The report showed retail sales 
for 1956 totaled $2,046,122,000— e 
the first time they have passed 
rk—and were Population 


the $2 billion ma 


3.5 pet. above the previous 
record set in 1955. 
Sc ne Jp66,500 
increase and prospect for @ | | 
continued high level of busi- 
ness, the report predicted, re- 
‘ait sales in the state in 1957 | ont S 
will probably hit the $2,150,- 
900,000 mark. An indicator of By TOM HUTTON 
pr ra pes = pee Denver Post Staft = 
of this year were 3.2 pet. Population = metro 
higher than the comparable politan Denver increased 
period in 1956. by an estimated 66, 

i persons during the last 
ted to visit moisture received by the east- nine months of 1956, it 

f the state should | was disclosed in a survey 


amas Colorado retail sales 


of Miller Nearly 


, which |. 
sed last jsts are expec 
Colorado this year. ern part © 

nezexpan- | This is well over the have a major influence in-| made b the Intercounty 
in Denver visitation figure last year, creasing activity in the agri-| Regional Planning Com- 
mara, 60, |when about 3,650,000 tour- cultural counties this year: mission. 
| Tea. ists came to the state. TOURIST PROSPECTS The survey showed that 

National Lewis R. Cobb, director It added that prospects for\the area population at the 
. w stores |of the state adv ertising sich tourist season are also end of 1956 was 7 

good and spending PY visitors} The increase is directly core 
stepped-up bs ULATION 
ng, except Saturday . ee 250,450 


rtment, 
wap come ~~ attributed to 
year were more than double activities In industrial de- 
what they were 10 years ago, velopment throughout the 
a further indication of the |five - county metropolitan 
state’s business growth in the region, the report said. 
. Stuart Eurman, commission 
,981,000. director, said much of the jump 
Denver, Colorado Springs and | is from employe additions made 
Pueblo continued to be the lead-| by Glenn L. Martin, Ramo- 
Stanley Aviation, 


ing retail centers in the state | Wooldridge, 
Sundstrand Machine Tool, Ohio 


during 1956 and accounted 

among them for better than half| Oil, and other new industries in 

the total in sales. The cities had| the Denver area. 

000 ip i) sales last A report on the growth and 
vs etropoli- 


wee and publicity depa 
. the ex: estimates 3,924,000 visi- 

tors will spend all or part 
of their vacations in Colo- 


rado this year. 

Cobb and Clarence N. Hock- 

0 om, manager of the Denver 
Convention and Visitors Bureau, 


agreed on the estimated size of 
op. They 


] Ss the state’s tourist cr 
were, however, in disagreement 
over the amount of money that 
would be spent in the state by 
visitors. 
Last year’s tourists__SD&D 
$208,638,008 


Sundey. . 
siiges thane sss se +  S49,894 
zine and Comics. 374,159 
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eekly wage 
olorado_ 24 


| Crate 
baid hit 
should help de- 
long-standing 
Colorado has a 
e but low wage 


one 

Cobb pr 
spend $228,473,000 in 
this year, more than $20 


lion above the 1956 figure: had $134,571,000 and FUueDmn ee 
Tuesday to directors of the 
commission, Eurman said. 


Denver, because of its central $104, 460,000. 
position as a “jumping-off 

place”’ for resort areas, gets a a The commission serves 

Ae ‘ major share of the tourist dol- ectron Ad Arapahoe Jefferson 

igh during that|jar, Hockom said. About 2,508,- ams, Aregenee, Ones, 

, variations in other)1090 persons yisited Denver in — pare yery A 

ropolitan are@ population 


bout the same.” 1956, he said, and spent nearly 
ompany jumped about 312,000 from 1940 
to Jan. 1, 1957. Eurman said 


rage weekly wage in \$50 million. 
in December was Illinois tourists, Hockom re- 
more than half this increase OC- 


highest average | ported, Jed all other states in 
+. have for several Ta E d : 
curred in the past six years. 
ynrn The report to the directors 


cher based his con- 
the month of De- 
;. He said that while 
yyment in Colorado 
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ing machines increased from 262,- | . | The contract called for ANC to| He added that Lion has no 
000 to 289,000 ees. aa AN C, Lion Books | distribute about 30 magazines pub- now for distribution of its bono 
turnover on a wholesale basis de- s ‘lished by Lion (including Male, cations through an 
| clined to 272,000 from 280,000 al- Reportedly Discuss | Stag, serein Stars and Filmland) a tammncthe en 
|though domestic production ex- ; ; as well as its line of paperback | Barth w 
|panded. Imports reportedly .c. /ermination of Pact | Soonn It was believed that the) never cenetny, ~~ a 
| count for half of all refrigerator; NeW York, June 5—American) contract had a five-year term, | shion publicity field, has opened 
5 = |News Co., which has still to make |though Lion would not confirm | Bartholomew Advertising Ltd. to 
any official announcement that it| this as the agreed life-span of the | handle advertising and publicity 
_Devney Opens Chicago Ottice | 's going out of the magazine dis- | contract. |with offices at 1407 Broadway, 
Devney Inc., New York, radio-tv | tribution business, though it has} A spokesman at Lion said, how- |New York. Accounts include Dave 
| representative, has opened a Chi- lost its top accounts, is negotiating ever, that his company is negotiat- | Bellsey Inc., Bellciano Inc., Loual 
cago office at 185 N. Wabash Ave.| with Lion Books over a contract|ing with ANC with a view to an| Originals and Langail Sportswear, 
| Rudolph Nelson heads the office. | signed last November. |amicable settlement of the contract. | all of New York. 


JAMES ANDREWS, formerly assistant | 
to the president of Maxon Inc., has 
joined Cunningham & Walsh, Los 
Angeles, as manager of marketing. 


Canada Appliance CHECK CHILTON 


Ads Increased 20% 
as Market Softens 


Se dpe If you sell the shoe industry 


pliance manufacturers reportedly 
have increased advertising budgets 
by an average of 20% this year. 
The intensified drive for sales re- 
flects some shrinkage in the mar- 
ket, plus increased imports from 
the U. S. These have been encour- 
aged by slower sales in the U. S., 
as well as by the premium on the 
Canadian dollar. Some Canadian 
manufacturers are said to have 
turned to importing appliances for | 
resale. 

Appliance manufacturers and 
dealers who are willing to go out 
on a limb are forecasting '57 in- 
dustry sales 8% to 15% smaller 
than in 1956. U.S. imports by tra- 
dition account for one-third of the 
Canadian appliance market, but 
there are indications here that this 
proportion is growing. 

Although appliances now consti- 
tute a buyers’ market, customers 
are not flocking to the discount | 
houses; service has come back into | 
the picture as a sales factor. 


8 Coupled with a somewhat small- | 
er market this year, manufacturers 
also are suffering higher costs. 
Competition is tough and profits | 
are lower. This is in contrast to/| 
1956—the industry’s biggest year— 
when sales to retailers increased 
by 15%, to $375,000,000. 

But this figure did not reflect a 
uniform advance across the board. 
Television set sales, for example, 
decreased to 598,000 units from 
806,000 in '55. Shipments of wash- 


Register 
now! 


Sign up now to reach many of the 
most responsible Officers of the U. S. 
Armed Forces. Advertise in The Army- | 
Navy-Air Force Register, the weekly | 
magazine designed for readership by top 
military people. 

Write or phone the nearest Army 
Times office for sample copies, rates, 
and circulation data. 


“Top Reading For Top Military People” 
ARMY-NAVY-AIR FORCE 


REGISTER 


AFFILIATED WITH 


ARMY TIMES PUBL. CO. 


2020 M ST NW. WASHINGTON 6 0.¢ 
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N.Y. NIAA Chapter Sponsors phy, sales representative of Pit &)Stern, who through his employ- 
Placement Bureau with Stern | Quarry and chairman of the chap-| ment agency, will also give NIAA 


A central recruiting and place- | ter’s employment committee. 


members a 25% discount on per- 


ment bureau for industrial adver-| Among the bureau’s activities | sonnel placements. 


tising personnel is being spon- will be a monthly bulletin of peo- 


: sored by the New York chapter of| ple and positions available in in- | 


‘Dacey Joins U.S. Rubber 


National Industrial Advertisers | dustrial advertising which will be 
Assn. in cooperation with the Ed-| mailed to chapter members and 
win B. Stern Personnel Agency. | executives in the field. The chap- 
Mr. Stern, a former merchandis-| ter has had an employment com- 
ing director of the New York|mittee for the past two years 
Herald Tribune, will act as coun-| which listed people and positions 
sel to supervise the program un- | available. This is expected to be 
der direction of Richard J. Mur-| augmented with counsel from Mr. 


promotion manager of the textile|of the year. 


Paramount Eyes TV Sale of Old Films, Says 
Telemeter Closed Circuit Pay TV Is Ready 


New York, June 5—Paramount, will bring more today than it 


|Pictures Corp. expects to decide| would have if the company had 
John J. Dacey Jr. has been ap- how it will release its pre-1948 succumbed to some of the tempting 
pointed to the new post of sales| backlog of movies to tv by the end | earlier offers. 


division of U. S. Rubber Co. Mr.| 
Dacey was formerly sales promo-| covered by Barney Balaban, presi- considerably smaller number of 
tion manager and Washington rep-| dent of the company, at the annual | pictures, there is reason to believe 
resentative of Goodall-Sanford,| stockholders meeting here yester-|that its value for television may 
‘day. He said this 700-film library | be comparable to that of our pre- 


New York. 


Mr. Balaban added, “Although 


The subject of the library was|our post-1948 library involves a 


...you can sell best in 


Sees BOOT and SHOE 
; =~ RECORDER 


. . . long the publication of authority serving 
every phase of America’s giant shoe industry. 
Published on the Ist and 15th of every month, 
it accurately reports all up-to-the-minute news 
of the industry, merchandising developments 
and fashion trends, and many other interests 
of the trade. Its faithful audience of more than 
22,000 readers includes the buyers, merchan- 
dising managers, and other executives in lead- 
ing independent retail shoe stores, chain stores, 
department stores and manufacturing organ- 
izations—the people who decide and buy. 


rs CHILTON PUBLICATIONS: Department Store Economist +The Iron Age+ Motor Age 
Spectator - Automotive Industries - Boot and Shoe Recorder - Commercial Car Journal 

L* ; Butane-Propane News - Electronic Industries + Jewelers’ Circular-Keystone « Hardware Age 
. Optical Journal - Hardware World - Gas + Distribution Age + Chilton Book Division 


Boot and Shoe Recorder is published by Chilton Company, the most diversified 
publisher of trade and industrial magazines in the country—a company with 
the resources and experience needed to make each of its 15 publications out- 
standing in its field. In keeping with Chilton policy, Boot and Shoe Recorder 
is produced by a highly competent and experienced staff whose sole purpose is 
to cover its field with such editorial excellence and strict quality control of 
circulation as to assure confidence on the part of readers and advertisers alike. 


(Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


1948 inventory.” 

| The Paramount executive said 
that International Telemeter Corp., 
a Paramount subsidiary, is now 
technically ready to go ahead with 
Telemeter’s closed circuit pay tv 
system. He said leading manufac- 
turers had been invited to make a 
bid on the system. Pay tv by the 
closed circuit route does not re- 
quire FCC approval for commer- 
cial operation. 


s When asked if Telemeter had 
approached the Giant and Dodger 
baseball clubs with a pay tv prop- 
osition, Mr. Balaban said, ““Tele- 
| meter is keeping in touch with the 
situation...and it is not a good 
policy to discuss publicly what we 
are deeply involved in.” + 


‘Fleet Product News’ to Bow 

A new quarterly in the truck- 
trailer fleet field, Fleet Product 
|News, will be published by Stan- 
ley Publishing Co., Chicago, start- 
ing in February, 1958. The quarter- 
ly, says the publisher, will serve 
the truck fleet market in the five 
to nine-unit category, and circula- 
tion will be a minimum of 50,000. 
The b&w page rate for the tabloid- 
|size publication will be $1,495. 


‘Film Co. Appoints Two 

Al Sussman, formerly an ac- 
‘count executive with Associated 
|Artists Productions, New York, 
has been named eastern sales 
|manager for the tv film distribu- 
tor, replacing the late Arthur 
/Kalman. Keith E. McCallum, for- 
merly on the sales staff of Exhi- 
bitors’ Service, has been named 
an account executive with Asso- 
ciated Artists. 


‘Adam Young Names Agency 

Adam Young Inc., New York, ra- 
dio-tv station representative, has 
appointed Thomas & Douglas, New 
York, as its advertising agency. 
The account was formerly handled 
_ by Oliver-Beckman. 


‘When we say “Yes”... 


Balloon. 


Some folks say yes to anything just 
to get an order . . . but disappoint 
their customers. If we can’t make 
your deadline, we say so. Phone 
Betty Wolfe at Willard, Ohio, 231. 


Mall Coupee For FREE QUALATEX Ballees Intormation 


The PIONEER Rubber Co. 


Please send me: 


! 

| 

| 
| 
| | (CD Nome of my nearest QUALATEX 
| Distributor 
| C) Copy of “Advertising Balloon Fact 
| Pack” (Ideas, samples, prices and 
| imprint worksheet) 
| 
| 
! 


Firm 


City ____. Zone — State 
| Requested by 
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SimpSON-REILLY, LTD. 
Publishers Representatives 


‘Since 
LOS. 


SAN PRANCISCO CENTRAL TOWER 


|Campbell-Mithun Names Miller 
George Miller has joined Camp- 
bell-Mithun as an account execu- 
tive on the Hamm’s beer account 
in the agency’s Hollywood office. 
For the past two years he has 
operated his own public relations 
company in San Francisco. 


“And in the competitive fastener business, the OEM Purchasing 
Agent is mighty important ... both to me and to our distributors.” 


“An OEM sale of fasteners can mean hundreds of thousands of 
fasteners. And to sell quantity orders like that, the PA is a man 
we have to see and sell.” 


“That's why I'm glad Parker-Kalon advertises in PURCHASING 


“| SELL FASTENERS T0 THE OEM” 


says 
Albert Church 
Assembly Engineer 
PARKER-KALON DIV. 
General American Transportation Corp. 
“We sell through distributors, but my function 
is consulting on assembly problems.” 


| EUREKAI—A girl sourdough drama- 


tizes a new campaign by Real Gold | 
Co. for its juice concentrates. Good | f@™m _mach.nery 
comics, | 
farm publications and outdoor will 


Housekeeping, Sunday 


be used in the “discover” promo- 


tion. Hixson & Jorgensen, Los An- | executive with Western Adver- 


geles, is the agency. 


‘Vancouver Province,’ ‘Sun’ 
Merge: ‘Herald’ Suspends 

The two evening newspapers in 
Vancouver, B. C., the Province and 
Sun, will merge effective June 14. 
Name of the new publishing com- 
pany is Pacific Press Ltd. The 
move follows on the heels of an 
announcement that the morning 
Vancouver Herald will suspend 
publication June 15. 

The Southam Co., publisher of 
the Province (120,000 circulation), 
will make an equalization pay- 
ment of $3,150,000 to the Sun, 
which has a circulation of 191,000, 
larger earnings and more plant 
|value. The Province will be pub- 
lished as a morning newspaper. 


Case Names Fricker to Ad Post 

J. I. Case Co., Racine, Wis., 
manufacturer, 
has appointed Don Fricker gen- 
eral supervisor of industrial ad- 
vertising and sales promotion. Mr. 
Fricker formerly was an account 


| tising Agency. 


United Air Lines will pick up and deliver 
your shipment... hold space for it, too! 


ahead 
eee 


— 3 ss 


ey 


Want your shipment on a particular United Air Lines 
flight? Just say the words—“Reserved Air Freight.” 
This guarantees the space you need on any flight you 
want. United will provide pickup and delivery service 
if you wish. For further assurance, United’s system- 
wide Customer Service will monitor your shipment all 
the way to its destination. 


There’s assurance, too, in United’s frequent, high- 
speed Air Freight schedules, including same-day DC-7 
Mainliners and 30,000-lb.-capacity DC-6A Cargoliners 
coast to coast. All this is part of the new standard in 
Air Freight set by United. Specify UAL? on your next 
airbill, then notice the difference. 


TUAL is 2 service mark used and owned by United Air Lines 


Door-to-door service 


suip FasT...sHip sure...sHip EASY /(LJNITE 


_ 


Examples of United’s low Air Freight rates 


CHICAGO to CLEVELAND... 
NEW YORK to DETROIT .. 
DENVER toOMAHA ..... 
LOS ANGELES to SEATTLE . . 
CHICAGO to LOS ANGELES . 
PHILADELPHIA to PORTLAND 


per 100 pounds* 
$4.78 
$5.90 
$6.42 
$9.80 
- $17.75 
- $24.15 


*These are the rates for printed matter. They are often lower for larger shipments. 
Rates shown are for information only, are subject to change, and do not include the 
3% federal tax on domestic shipments. 


j 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 


Advertising Age, June 10, 1957 


Haire Promotes 
Execs in Revamping | 
Publication Structure | 


New York, June 4—Haire Pub- 
lishing Co. today inaugurated a 
new decentralization plan for its 
12 business publications. Three 
divisions have been established, 
and several new posts have been 
created. 
| Under the new setup John J. 
|Whelan, vp, has been named exec 
vp and divisional 
publication di- 
rector of the fol- 
lowing papers: 
Corset & Under- 
wear Review, 
Giftwares, No- 
tions & Novelty 
Review and Toys 
& Novelties. 

Burke C. Nebo 
Jr., former man- 
ager of the Pitts- 
burgh office, has 
been named a vp and divisional 
publication director of Crockery 
& Glass Journal, Handbags & Ac- 
| Cessories, Housewares Review and 
|Premium Buyers’ Guide. No re- 
placement has been named to the 
Pittsburgh manager position. 

Fred L. Shaner, former manager 
of the Boston office, has been 


John J. Whelan 


Burke Nebo Jr. Fred Shaner 


named a vp and divisional publica- 
tion director of Furniture Retailer 
& Furniture Age, Infants’ & Chil- 
|dren’s Review, Linens & Domestics 
land Luggage & Leather Goods. No 
| replacement has been named in 
| Boston. 

Justin C. McCann, former pub- 
lication manager of Premium Buy- 
ler’s Guide, has been named direc- 
tor of circulation for all Haire 
publications. 

Andrew J. Haire Jr., formerly 
|exec vp and treasurer, continues as 
treasurer and will have charge of 
the financial affairs of the com- 
pany exclusively. 


# Walter F. Becker, publication 
manager of Notions & Novelty Re- 
view, has been named chairman of 
the advertising committee, com- 
posed of the advertising managers 
of the several publications. Julien 
| Elfenbein, editor of Housewares 
| Review, has been appointed chair- 
man of the editorial committee, 
ert mee of the editors of Haire 
publications. 

| Several other appointments to 
facilitate the new decentralization 
|plan are expected to be made in 
|\the near future by Thomas B. 
Haire, president of the company. # 


ABC Radio Changes Cue 

A new system cue was begun 
on ABC Radio, New York, on June 
3. The cue switched from “This is 
the ABC Radio Network” to “This 
is the American’ Broadcasting 
Network.” In addition, a series of 
four 10-second special cues pro- 
moting the radio network were 
begun on June 3. Each of the spe- 
cial cues follow the new system 
cue on a rotating basis. 


KCOP Sold for $4,000,000 
KCOP, Los Angeles, has been og 
sold by Coply Press Inc. for $4,- = 


000,000 to Bing Crosby and a 
|group of business men including 
George L. Coleman, Joseph A. 
|Thomas and Kenyon Brown. The 
| sale is subject to FCC approval. 
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CAN YOU AFFORD TO OVERLOOK THE MAN OF THE HOUSE? 


Relaxed, happy Dagwood — and millions of men try- 
ing to guess what trouble’s in store for him next! And 
they’re all sympathetic, these men with Blondies and 
kids of their own! 


But even though family life may not be any quieter 
now than before, it’s different in this way — there’s 
more money to spend. In fact, Dagwood’s pals, the 
men who head American households, have more money 
to spend today than ever before in history! 


Every Sunday, the men who read newspapers aver- 
age 55% readership for all pages of the comic supple- 
ment... compared to 40% for local magazine sections 


and 34% for national magazine supplements. Since the 
majority of advertisers use a single page or less, this 
average readership figure is a mighty important cri- 
terion of potential exposure. 


This is just one of the newly proved discoveries in a 
great new study, “Basic Patterns of Sunday Newspaper 
Readership.” 


It would be profitable for you to go over the whole 
study carefully. Use Dagwood and his antic com- 
panions for your super-salesmen, no matter what your 
product or service. For the fact is that the whole buy- 
ing American family is devoted to Sunday comics. 


See the new study for yourself. The booklet, “Basic Patterns of Sunday 
Newspaper Readership” (prepared in consultation with the Technical 
Committee of the Advertising Research Foundation) covers studies in 
Baltimore, St. Louis and San Francisco. Separate studies, 34 for Detroit 
and #5 for Washington, D. C., are also ready at this time and will be 
mailed upon request. Address the Plan and Research Dept. of PUCK, 
The Comic Weekly — or ask your PUCK Representative. 


THE COMIC WEEKLY 
63 Vesey Street, New York 7, N.Y. 
Hearst Bidg., Chicago 6 + Hearst Bidg., San Francisco 3 
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REVIEW 
OF THE 


Woods 


victors—Following a lively campaign of speeches, ballyhoo and 

direct mail propaganda, these men were elected officers of the 

Oklahoma City Advertising Club: Leon Srago, Srago Advertising, 

president; Pendleton Woods, Oklahoma Gas & Electric Co., 1st vp; 

Carleton Beck, KOCY, 2nd vp, and Carl Burton (not shown), Tri- 
angle Blueprint Co., secretary-treasurer. 


Pines Gleason Quittner 
PLAQUE FOR PINES—Ned L. Pines, president of Pines Publications, 
New York, gets award from John M. Gleason, national director of 
Boys Clubs of America, for “leadership in setting high standards 
in the field of comics magazines.” Onlooker is Joseph Quittner, 
commander of Advertising Men’s Post of American Legion. 


ote raee.6 


Blackwell Casper Bills Henke Heffley Bennett Drake 
HISTORICAL—At a meeting honoring past presidents 
of the Advertising Executives Club of Chicago, at- 
tending past presidents lined up for a picture. 
Shown here are Ken Laird, Tatham-Laird, 1935; 
W. A. Jimison, Borden Co., 1940; Charles Lilienfeld, 


Daniels 


Lilienfeld Laird 
eter Corp., 1944; Mack Bennett, Joseph T. Ryer- 
son & Son, 1948; Earle Heffley, Lumbermens Mutual 
Casualty Co., 1950; Henry Henke, Harper-Wyman 
Co., 1951; George Bills, Johns-Manville Corp., 1953; 
Helen Laycock Casper, Frank C. Jacobi Advertising, 


Jimison Dennett 

REP CHAT—Socializing at the annual meeting of the American Assn. 
of Newspaper Representatives are W. A. Daniels, Scripps- 
Howard Newspapers; Herbert H. Beck, Hearst Advertising Service, 
and Kenneth Dennett, O’Mara & Ormsbee, all of Chicago. (Story on 


Page 111.) 


Rutledge & Lilienfeld, 1942; Dick Drake, Comptom- 


1954; Eugene E. Blackwell, American Weekly, 1955. 


Van Ells Peck Gillerlain 

Etter Reis Cole 

THE FIELD ABSORBED THEM—“The Ancient and Honorable Society for the Preservation of 
the Friendships of Former Crowell-Collier Employes” held an organization meeting 
May 29, attended by 23 former Chicago space salesmen. These, along with nine not 
shown, have all been absorbed by Chicago agency, media and other groups. Included 
here are James G. Nack, Family Weekly; Robert Fulton, Eugene A. Van Ells and Jo- 
seph C. Beckmann Jr., Good Housekeeping; William S. Peck and Rollin A. Etter, Amer- 
ican Weekly; Paul Gillerlain, Look; Vernon J. Quigley, Donald A. Ivins, Penton Pub- 
lishing Co.; Robert G. Meeks, American Home; Philip W. Reling, Field & Stream; 
Walter S. Trude Jr., McCall’s; Eugene D. Murphy, Life; Thomas K. Reis, Reader’s 
Digest; Fred W. Johnson, Chicago Engravers; Robert Boedicker, Popular Mechanics; 


Quigley Ivins 
Johnson 


i" 


Meeks 
Payne 


Trude 
Morrison Campbell Fay 


Reling 
Boedicker 


Murphy 


Beckmann 


Robert B. Morrison, who sparkplugged the reunion, Derus Media Service; Joseph A. 
Campbeil, Coronet; William C. Fay, National Publicity Co.; Arthur H. Russell, Ladies’ 
Home Journal; Henry J. Higgins, Saturday Evening Post; Henry E. Cole and Homer 
B. Payne, retired. 

Unable to attend were William A. Sittig, CC western manager, now with Clinton E. 
Frank Inc.; John M. Badger and John C. Flanagan, who have formed their own rep- 
resentative organization; Charles W. Grim, Paul H. Raymer Co.; George E. Anderson, 
Holiday; Fay Williamson, H. W. Kastor & Sons; Richard P. Hohmann, John R. Ruther- 
ford & Associates; Thomas H. Knorr, State St. Council; and Henry Knippenberg, re- 
tired. 


ee a at ge Ses oS ys! en ee eo mes ta Ne, Be oe 72 ee i, Se hae i ee Ce we ay ee ape oe. * ee eS ey ae ge Se ee ee a, ee On, i cae a re a ae an eA re Sia 
oe ee ae oe or eee ey eee pee 8 ae a ae a ea te aces 2's eae ban. wd fae oh = ar eal ih atl 
Me a ae es ee sone RE 5g ones, 80 | Or sl og Dm eT Re a J) Te ae nee SOE A ct ee Oe ene Bc le pnee 
oA iam a oe = Bi abi. PN ree, uh pi Sac “am ge ea os a : “ os = coeur oo . Bea ea a Vanna a See 3. es ; ee ha Tee es OS al SF 
' Bac <tr Bn ie Se eos : . ot ssi: Mag ia ol ae “al 1 e “ fe wi = z ee sete” pan hee E ie F -y 3 a) ee - i ei atic = CUD Reet eat yor Bet ee : 
Po 
64 Advertising Age, June 10, 1957 
: ene : 
. ae, ¢ ‘ . “ i : ae Ts 
rape a , . OSes, % — og 7 Pega < . * . oe 
; ke : . q A ; fo . 
«cen wa aie : “ ? —— oa ae — - i 
“ * tee P o Pp } ~ . hy en: - © sate " at 
fe ‘ = Z a =. 4 . eS eee, . —y 
3 wore ier Pr Lee 4a . 
‘ , — ig? i = ah > 
er ce: <} oy Oe SP ae AN 
a e . 2 , «ss Saga f 4 
oe . — a ie Fi , P 63 “i 
Ban . % » in 4 j ; a co. a 
ane 4 yf : ~ = we oe - 
. oh : \ - € a Z w i : 2 ‘ 4 
‘ : ‘ “Se hie ~ ee, re : # 
, | - ¥ Bee nk he ; . & Ps ihe 
3 =~ ap ioe \ 3 in 2 : . . f 2 ‘ 
Se: 4 a Ae \ Bed 3 Cibo t Sees fe ‘, a) 
ie 2 . % ng a ey 
Neri im Bs , . Pa 
i’ ; bi SA: oe F ‘9 r, : 7 d Ce, A " 
ae — lS bet ’ Ae — a als a B 
ie ¥ ; ees: 8 : : Ei : =s 3 Freee Te 
ss, we Ae Oe | ek é . i : 
ae -_ : . aan ’ 8 Pa. ~ : uy eo ae 
2 2. a Bes Sea “1 
cee ea ait pee. : 
An a Srago Beck pak: te ee ee “A 
ae ig a, ee lig ae aera ee 
ee ‘ ret 4 te r Pile st AE ate ot 
z ; me teh |: ‘ * 
E 
“a , 
ae: : = ae, tS aN: b tg a oe i eee Nee les x 
ance Se ae j > et a £ 9 ; 
_ —_. - ° e eo x 
3 : > a x q : 
5 s ry zt . 2 ~ v - . a: 
: t ’ be % ; a } : ee et, OR a a aie trie eon ge eS oe i oe a 
gsi” : Speer . 2 _ Nees Mest pa tee aetna cc noe Rees ae y 
Seis " 4. Joka pi a 4 b eer eee ee ae Pave rs F ‘ re . is, 
, ‘ j , - _ my zs ete a rae ji Bs il eal ene a 
es - “ = Nd ciel i ee ee Fs ae 
x m ae pe «5 ' ae ; rt ‘ Die P ’ “ aay qe TS a a | i. fa : : 
= " mg pre aoe Peer ~ ey i Ff aaa 4 “ be - Te de r. ee da  - ; an og 3 ‘ P 2 k 
se : S oe . a -— = f Pr a 
al : # ; : ot ae A i i ‘ x <a ie 
ree) Pen ary rr, t “ P —) <4 s a rial ” ve 
tis i” a ; a ' f ee, 4 2 err sige. i i ’ 
cide i: ae ee : ant? 9 f Bae li 4 % i 7 . oe re me “sein ee ia al oaclaacta . a 
os BSR Pee | 2 ss : : oe ae Fg i 
ores , : igtiradt am a ——— ‘+ Se ' : Shes 7 ‘ ite et re e 
or F) 6... we T * : rr Poet ig oP me ¥ 3 ? = . at a i 
Keite 7 « | Les) re: Z Sat , ' 2 ree “3 me 
at P ~ » y é * D tg F 7 si? ope a ug E Oar: ee : ; — % ’ <r j met is a 
es / . “ ie ie 2 "id i oe as { : Pa ¥ : ~ See © ‘Zi -_ 
Cty 4 _— ae ; PA ey RE : . ’ bt } . ag os 
— ae ‘ - © a. * le e, “a j 4 s a . a = a = 
oe “ ’ ‘ ae e. ™ " : x 4 aod Pies ys “ 
wee 4 ; . by ir : 4 os ces 
een eis a % > 4 * ‘ an" - one ; k : wi vhs atc -- 
at nee - ‘ *Y ~ a \ a = bee 2 
pea ty = oo” : i ek oS al een Ae ae foi E a 
: ON & ei be - es xg Seger ee roe a: 
Beet. = = A! 7 = 7" ae 
sa a 
Bie fa 
se . 
oF ee ie 
- = “s 
ee - | ‘ . | — | q 
at & - cae hee Ls . : ; % i ne ae ee * +7 " Hy 3. os 
1 are : Cs = 4 ; Rd : : if v4 r Lg , he ‘ d i a 
Nea odes ; is ; 4 i : , 4 ; a tw - z be 
ee. ; ae ; ; i 4 “a Vy 2 Aa : ’ i ~ ‘ i a 
48 on P es i - - Z - ll Hf : ‘ ! A 4 . oa an : i eure i is by if ! a + - = 7 - 
is a ) B? ee 8 ew ¥ ; A - ? <3 Sa "| it és) i 2 ad 
ail Re ‘ & 4 Cry “> S fey *, ~ ee P Y — +? € <7 Lt ; of 8 sa. ae 2 nf Py Bo tae F 
Seed as 5 : 4 a ae a ; = ae * % =o (i a 
Ric - ‘ 3 | Se he — | CE we 4 ’ ryt 5 ae ; 3 - " Rea - }! ‘ ‘ee * < 
vue: - _ == \ ta 6 6(f as. " - - en an - ae ae wi 
me re <- mar ' \ - oe ea ~ a 2a aise Oo i” | | 
Bae 49 : oe , = ee — s . ¢ : i» . ‘% _ ‘ i y ol a y : . aL fe 
Bape Pee S a 7 E: * vk sr a 4 = j { Ht ; 
ta F “ ‘eR Bs <a . . = a : r ae i if ‘ ; r ical 
Lie * 5 is ee <ees ~ , ; Mi ae. a ; ' 
a * ‘ e. 2 ae aa. ; : ae r “i ems oi Ae : 3 7 
Ea Ph ‘ be : — 2 Wee : ? _ a ise fe: Fi . 
te ae * . oe Nt a ° as \ a oe ae aes a eg q aa 
Sts) * im aes . eee fiat ee pate .,) oe © i = 
pease: * 23 Sigg ee een Ss i + agile A Lg (> giaiallealtl esi i eae ae ; 7 ; ne 3 
ae a ee ey ey 4 a. re j ; eos i - ‘a 
gay : j a ict a Es ‘ t SiN is ae 5 : 
2 ye : *> chs an PS oi ct ie ‘= FS x” : 4 Bias . age: Pe a y ee f ; - Mead ‘ 
ie i.” § a eee ae co . wy be —- a ; , + I Nogeai ges : ¢ nda ‘ se 
ne 2 Pes ~ A as os = 4 _ s = , BRS: ' 4 i 4 . : -— . 
Ti : \ ae eh Bae 4 oo Rac : . 2D egs e ' eee ee . i i. 
at . ees ee * a a’ | 4 | 
7 cer a . eee way Ae Me x ihe Pn ae Ve a a = " os 4 , . : ; 
<a . \ bi ous ee a ee 4 inl Read) i " 
Pee a i : >. ee WiBac,  « We PR SIO ner” : —_ ee : Feats: Maer Me ae . 
hae : G tab Anis taal eget a 5 ’ ae i? ae 2 « r ‘ a8 heme \ > re re * = ie 
1 ee ~, Z F rig Es aot ay ee a“ ot 5a «® e es f Be: verte he cr en bobik ae f 
rea Ms ~; ~A oe SRA af AS ear Sr | 4 4 " Zz ‘— ei io” By) . eins ls - Alp 
Sa. f é ep es See A SOW iy: os ne eters pe bs eee. We igs a 
Peis as < . EY ah be ag oe iy ’ we a is 2 P ee Fr. a | ot 4 iw 
“inset : Pa : = Ne POE Wa ou ~ Bas: F hae ‘ Jee ceee ee, ‘id 
ae ‘ a Pe hae ea : a £ —. = ee eae ae 
oe @\ ¢ \ : se ¥ ite ‘ ; : . f cl 2 ah ee ae eae 
ae Ti+ 3 as a ry Ed ines £ re ees ce Ee Rehan" rl ek , 
Pe Os 4 ; ae 2 ee i ’ * 4 A ane : oe oe 5 — ~ os ae ; 
es sa Lh A ‘ ee? ane a, ‘ a, " ¥ * 2 r E tis We? ED 
P | AN = x oo % . eae: o. : 
¥ en" Spear - ee” 7 te 7 4 nit / * ‘ ‘i 
: #5 | + ‘ 2 f, » - 4 , A a Fg ih F . - ¢ 
ae Ye < ; co «. \ 3 3 , oo i - ees . 
% a : a A e » ¢ é a Pigit .! . 
Y § a. — a a ig Zuaes { clas ; # : 
st AQ = id \ ; Ps. : “a 
3 Ee i : ae sa | > = = 
a Z - ee _ J ag m ae . re. » = ema ai ; | eae 2 
ing a - — er j : ae cae Oe = a ia é 
a m , ¥ “ ‘ i. 
= Cf * ee 
Sie, | | 
Bocce 2 : ; 
ote Russell Higgins 
ey 
ee 
ee 4 
ria! ee me 
“pan 
i 
eet ¢ 
¢ 
sak A : 
iS = ee : : : : ee 7 
; as ESS ip Py) 7 : x7 ae oe pets 2 = Saw fens? J Le ais 3 ae a pp tve oa eR ree apa et cep “ ole? ae Ee - i fe - ae. er & Z 
eae yates CE ae is Weds en ee ve hated ee a a er WR Re Pg pede 5 No, : meas tes oN Ay, : ‘ : 
ee gi 2) ems ahs i: > 9 ibs aaa ; Oi = eee — ve ARI cease - ah Ree SHEERS as ae : ce , 
Si ee fib ey or ae be Aiea Pepe et gee a e's go eeeie | OY Smee eames) co Ae 5s Mage Pe aes (eek ee a : 
ok ee Ege or RRM So. 2 Ma fg aaah 3S ARMM ee po DE a eee: ee ee te ee ee eee ar 


12,000,000 Families will read about 


WOMEN ALCOHOLICS 


De Maes eS oY ee 
; . 


# The dramatic story of “The Secret Disease of a Million 


American Women”... a major article in This Week’s 


“Good Health” series, authorized by the American Medical 


Association ...in the June 23rd issue. 


Your advertising will be read by more people in This Week Magazine than in any other publication. 
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Chicago AMA Elects Westfall 
Ralph Westfall, associate pro- 
fessor of marketing at Northwest- 
ern University, has been elected 
president of the Chicago chapter 
of the American Marketing Assn. 
Other officers elected are Dik 
Twedt, account executive, 
Burnett Co., Ist vp; Joe Robinson, 
manager of market research and 
analysis of Acme Steel Co., 2nd vp; 


Jean Ross, supervisor of sales re- 
|search in the commercial research 
|department of Quaker Oats Co., 
treasurer; Dan Seligman, assistant 
to the general marketing manager 
| of Spiegel Inc., recording secretary, 
and A. J. Kinard, supervisor of 


Leo| product and premium testing in 


|the commercial research depart- 
‘ment of Quaker Oats Co., cor- 
responding secretary. 


Hi-Fi in Typography 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Network Gross Time Charges 
Source: Publishers Information Bureau 


NETWORK TELEVISION 

April, April, % Jan.-April Jan.-April % 
1957 1956 Change 1957 1956 Change 
—. eee $ 6,667,427 $ 6,173,922 + 8.0 $ 26,407,344 $ 25,722,106 + 27 
<< aeeeens 19,385,098 17,668,950 + 97 78,097,833 70,302,742 +11.1 
TOUTS Svctitinen 15,154,388 15,136,596 + 0.1 63,241,934 59,632,400 + 6.1 
Total ...... $41,206,913 $38,979,468 + 5.7 $167,747,111 $155,657,248 + 7.8 

1957 NETWORK TELEVISION TOTALS 

ABC cBs NBC TOTAL 
BINT acinicpsdteeensesesce $ 6,715,581 $20,231,474 $16,554,941 $ 43,501,996 
February 6,175,488 18,309,088 14,900,631 39,385,207 
March 6,848,848 20,172,173 16,631,974* 43,652,995" 
April 6,667,427 19,385,098 15,154,388 41,206,913 
Total $26,407,344 $78,097,833 $63,241,934 $167,747,111 


*Revised as of May 28, 1957. 


Advertising Age, June 10, 1957 
LEE’S 
Gettysburg Address 


THE EISENHOWER HOME 


the newly renovated White Howse, 
eo 


C&W Names Felton to New Post Curtin Joins Haloid Co. 

Arthur P. Felton, formerly with | David J. Curtin, formerly radio- 
Bruce Payne Associates, has been|tv director of Rogers & Porter, 
named to the new post of market-| Rochester, N. Y., has joined Hal- 
ing director of Cunningham &|oid Co., also Rochester, as assist- 
Walsh, New York. ant to the president. 


WFGA-TV 


Channel 12 © VHF 
equipped for FULL COLOR ©® 1000 ft. tower 
Top Power 316,000 watts © JACKSONVILLE, FLORIDA 


Represented by Peters, Griffin, Woodward, Inc. 
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Also in: ° 


ashingtos, D. ¢ 
UNITED STATES cone 
Co factory. Phrladeiphes 
Subm Pro 


| Busiding Jacksonville. Pia 
Cay; The U. S$. Navy, Numerous V 


Throughout the country, where quality counts 
for LEE! 


they call 
That's because the well-known high standards 
of LEE CAST Brass Fittings, CAST Drainage Fittings, 
Gas Stops, Stop and Wastes and Valves of Bras, Bronze 
and Copper always meet the most exacuing requirements. 
Yes, if you're looking for quality, look for LEE! Fach 
LEE fitting is productiomdine-tested —and specially tested 


with 100 pounds of air pressure ander water 
LEE GUARANTEE 


fer quecher sercue 
ed 


That's your 


rereree foctory wocks car 
oge Bower los Aa 
lo tadeiphe and Anniston Wine tor 


TRIPLE PLAY—“Lee cast brass fittings 

are there,” says this ad of the sec- 

ond best-known Gettysburg Ad- 

dress. The ad, running in plumbing 

and allied journals, is the work 

of Leo P. Bott Jr. Advertising, 
Chicago. 


Franklin Spier Inc. 
Cops Top Award in 
Book Ad Contest 


New YorK, June 4—“Fifty out- 
standing book advertisements of 
1956” have been selected in the 
annual Publishers’ Weekly-Pub- 
lishers Adclub contest. 

Chosen as “best of show” from 
all the entries in six categories 
was a full-page ad by Doubleday 
& Co., for the novel, “Mr. Hamish 
Gleave” by Richard Llewellyn, 
which ran in the New York Times 
Book Review of Feb. 12. Franklin 
Spier Inc. is the agency. 

There were 637 entries this year 
as opposed to the 737 submitted 
last year. The number of winners 
in each category is based on the 
ratio between the number of en- 
tries submitted in that category 
and the total number of entries. 

Judges were Norman H. Strouse, 
president of J. Walter Thompson 
Co.; Gilbert Seldes, author and 
critic, and Vincent Connolly of the 
Sutton Manor Book Store. 


s First-place winners in the six 
categories were: 

Fiction—“Eloise” by Kay 
Thompson and Hilary Knight. 
Simon & Schuster. Agency: Suss- 
man & Sugar. 

Nonfiction—“Roosevelt: The 
Lion and the Fox” by James M. 
Burns. Harcourt, Brace. Agency: 
Franklin Spier Inc. 

Small-space ads—The Bible. 
Cambridge University Press. Agen- 
cy: Lewin, Williams & Saylor. 

List ads—American Book-Strat- 
ford Press. Agency: Lewin, Wil- 
liams & Saylor. 

Trade ads—Modern Library. 
Agency: Sussman & Sugar. 

Mail order ads—American Her- 
itage. Agency: Fairfax Inc. # 


‘Electric Heating’ Bows 

The first issue of a new quarter- 
ly, Electric Heating & Cooling, de- 
voted to heating and cooling in 
commercial and industrial build- 
ings, has been mailed to 18,000 
architects, engineers, construction 
company executives and others in- 
terested in space heating. EHC is 
a franchise-paid publication, dis- 
tributed through electric utilities. 
The publisher is Electrical Infor- 
mation Publications, Madison, Wis. 


Gaylord Names Campbell 
Gaylord Products, Chicago, man- 
ufacturer of Gayla bobby pins, 
|hairpins, curlers and hair nets, 
/has appointed Donald J. Campbell 
director of advertising and sales 
|promotion. He formerly was as- 
|sistant advertising manager of 


| Danly Inc. 
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Because it reports... 
programs... pictures... 

and interprets the most important 
new influence in American 


living today... 


i 
a 
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more groceries go home with T Vv ¢ U : D - 


than with any other magazine ! 


In supermarkets and at newsstands all over 
America, more families buy more single copies 
of TV GUIDE every week than any other 
leading magazine. 


The reason is obvious. No other magazine 

does such a complete and thorough job of covering 
the most fascinating interest in American family 
life today—television. 


For the same reason, reading TV GUIDE 
is a daily ritual in more than 5,300,000 homes. 
Your ads in TV GUIDE get 7-day exposure— 


your assurance of better results. ‘See 
7-DAY SHOWCASE 
FOR EVERYTHING 
YOU SELL 


TOTAL CIRCULATION NOW OVER 5,300,000 
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‘$64,000 Question,’ Thrifty, Hard-Working 
Baby, Marks 2nd Birthday; Revlon Beams 


New York, June 7—Today is|tor—in the CBS-TV time slot) 
the second birthday of “$64,000)| “Question” has figured in some 
Question,” a show that has given| startling statistics. 
away $1,387,294.61 to knowledge- 


Summer programming has no, In April last year, George 
terrors for Revlon. “Question” has | Abrams, advertising vp, said Rev- 
been scheduled through summer |lon’s new cosmetics products would 
and winter since its inception. And| have. succeeded without “Ques- 
its stablemate, “Challenge,” has/ tion.” He attributed their success 
yet to leave the airwaves because | to “superiority” of product and to 
of the hot months. careful research, advertising and 


Revlon’s brand position in 1956 | 


merchandising. 


Advertising Age, June 10, 1957 


| ever, that since Revlon sales “have 
| been rising continuously over the 
years, it is difficult to assess how 
much of the increase can be at- 
tributed” to the tv shows. 


® Contrasting views of the impact 
of television were listed in the an- 


able contestants, while helping to 
arch Revlon’s sales curve from 
$51,646,612 to $85,767,651. 

The beauty of “Question,” from 
Revion’s standpoint, is that the 
production package costs some-| 
thing like $29,800 a week, includ- 
ing the loot contestants carry off. | 
And Revlon isn’t inclined to bark | 
about an increase to $31,300 a week | 
as the show starts its third year. 
Not with a Trendex that has) 
leaped from 13 (with a 26% share | 
of audience) to an average of per-| 
haps 30. “Question’s” high was a 
54.1 Trendex, with a share of au-| 
dience around 82%. 

Time costs take a much bigger 
bite. Last year, Revlon ponied up 
$2,899,690 for its 52-time half-hour 
(less a network discount of 25%). 
By comparison, Sid Caesar’s re- 
cently-deceased hour show cost 
advertisers something like $125,- 
000 a week, plus time charges. | 

| 
® Neither Revlon nor anyone else | 
concerned with “Question” is un- 
happy about the show’s unparal- 
leled publicity-pulling power. Who 
could be, with a tv offering that 
has made national figures out of | 
previously obscure private citizens. 
“Question” put an Italian cobbler, 
Gino Prato, into the national lime- 
light. And newspapers—a sales foe 
of tv—helped put him there. 

Ditto the Marine chef, Capt. Mc- 
Cutcheon; the boy wonder, Robert 
Strom; the jockey, Billy Pearson. 
Even the forthcoming nuptials of 
Lynn Dollar, the hostess on “Ques- 
tion,” are the subject of by-lined 
newspaper pieces. Hal March, 
emcee of the show, gained finan- 
cially, getting into the big money. 
And one thing more—‘Question” 
launched an avalanche of tv imi- 
tators. 


® “Question” is produced by En- 
tertainment Productions Inc., an 
outfit that made its debut as Louis 
G. Cowan Inc. EPI has one other 
show currently before the cameras 
—which has paid out $835,000 to 
contestants—“$64,000 Challenge.” 
“Giant Step,” another show, went 
off May 29. A fourth show, “Con- | 
versation,” is heard on radio. 
Harry Fleischman, who inherit- 
ed Mr. Cowan’s office when the | 
latter moved to CBS-TV in August, | 
1955, said the company is now | 
planning three new shows. These | 
will be “What’s the Use,” a panel | 
show; “Top Dollar,” a game pro- | 
gram, and “Double Check,” a com- 
bination quiz and game attraction. | 
Mr. Fleischman is of two minds 
about these three offerings. “It’s 
not realistic to think any of them 
has the potential of ‘Question’—| 
but lightning has been known to | 


strike in the same place,” he| 
says. 
® “Question’s” career is a little 


awesome, even to Mr. Fleischman. 
Adapted by Lou Cowan from an 
original called “The $64 Question,” 
it marked the only time in Mr. 
Fleischman’s memory that an ad- 
vertising agency bought a show 
before a client was signed up for it. | 

“Walter Craig, of Norman, Craig 
& Kummel, actually bought ‘Ques- | 
tion’ and sold it to his agency. 
Then the agency presented it to 
the Revsons, who run Revlon,” said 
Mr. Fleischman. 

“Another thing. Because of its 
rating, Question is the cheapest 
show on tv from a cost-per-1,000 
standpoint.” 

For a show that started with the 
summer doldrums facing it (it re- 
placed “Danger’’—a show Revlon 
co-sponsored with Nash-Kelvina- 


|report by Norman, Craig & Kum- 


# A few months after its debut, a! was described in ADVERTISING 
AGE’s exclusive rundown on the 
mel indicated that some Revlon)! 100 leading advertisers (AA, Dec. | 
products were enjoying unprece-| 24) as “fabulous.” It was No. 1 in| 
dented sales jumps of 300% to | lipstick (40% of the market), No. 
500%. Revion earnings in 1954/1 in hair spray (36%), No. 1 in| 
came to 49¢ a share; in 1956 the/ nail products (25%) and No. 1 in 
figure had zoomed to $3.14 a share. | makeup products (35%). 


nual reports for 1955 of Revlon 
® But in March this year Revlon|and Hazel Bishop Inc. Revlon’s 
told the Securities & Exchange! president, Charles Revson, spoke 
Commission that its tv shows |happily of the “unprecedented pub- 
“probably contributed substantial-|lic acceptance of Revlon’s televi- 
ly” to the company’s dramatic in-| sion program, ‘The $64,000 Ques- 
crease in sales in the past three| tion,’ which has remained as No. 
years. The company added, how-! 1 program since its fourth week 
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on the air last June.” l proved a phenomenal buy for Rev- 
But Raymond Spector, the head/lon, since its five-year contract 
of Hazel Bishop, had this comment: | with EPI for the show called for 
“In order to offset new and heavy | $27,800 per program during the 
competition in the lipstick busi-| first year, $29,800 each the second 
ness, your management contracted | year, $31,300 in the third, $32,800 
for a special network television|in the fourth and $34,300 in the 
campaign, which costs over $1,-| last year. 
600,000. Due to circumstances be- | “Question had its origins in 
yond our control, this campaign|one of radio’s most famous pro- 
did not begin to meet our expecta-| grams, “Take It or Leave It”— 
tions and proved very unproduc-|a show which made the phrase 
tive.” Mr. Spector’s allusion was | “the $64 question” an enduring 
to Bishop’s participation in NBC’s| part of the language. It was Mil- 
color spectaculars. }ton Biow, who folded his agency 
In any event, “Question” has|more than a year ago, who 


dreamed up this show. Mr. Biow, 
one of advertising’s more spectac- 
ular figures, still collects a royal- 
ty from the sponsors of “$64,000 
Question.” 

The show also figured in a row 
between Revlon and Norman, 
Craig & Kummel, then its agency. 
In January, 1956, Revlon moved 
$3,500,000 of its advertising out of 
Norman to Batten, Barton, Dur- 
stine & Osborn and to C. J. La- 
Roche & Co. 

There were two versions of the 
irritant that produced this blow- 
up. Norman B. Norman, the agen- 


cy chief, attributed it to his in-| tion.” 
sistence that the agency be paid! All this was interesting to En- 
commissions on talent appearing | tertainment Productions Inc., but, 
on shows it was working on. Rev-|as more or less a spectator to the 
lon, he said, refused to go along.| hassle (despite its packaging of 
Actually, the commission dispute | “Big Surprise”) hardly crucial. It 
pivoted on a show called “Ap-| continued as the “Question” pack- 
pointment with Adventure.” ager under its contract with Rev- 
lon. 
® Revion, in turn, pointed to a Its current satisfaction is with 
“conflict” between “Question” and | the latest Nielsens on “Question.” 
“Big Surprise,” a Speidel presen-| The April 20 figures show it third 
tation also handled by Norman,| behind “Lucy” and the Bob Hope 
Craig. | spectacular. “Lucy” weighed in 
Whatever the cause, NC&K was/ with a 43.3, Hope with 42.2 and 
out, and BBDO was in on “Ques- | “Question” with 41.9. “Question’s” 


Good spot to be in! 


CBS Television Pacific Network 


of Bar-S Holiday Ham, a luxury item in search of a market. 


major competition to overcome. We tried various advertising approaches, 


22 SES 


share of audience was 38.9, a fig- 
ure second only to “Lucy’s” 41.5. 
The ratings fell off May 11, when 
the figures were 33.6 and 30.8. But 
Revion’s not worried. Neither is 
EPI. # 


Kellogg Boosts $50,000 


Mister Twister Contest 
A $50,000 contest plus 5¢ coupons 


... thanks to koiN-TV. And his stock soared. Let agencyman W. J. Mackay SE Oe een Gua 


Co.’s corn flakes and Rice Krispies 


f rf in a campaign running through the 
of Miller, Mackay, Hoeck and Hartung tell you the real-life success story 


summer and early fall. Ads, carry- 
ing the coupons, are scheduled for 
newspapers throughout the U. S., 
Alaska and Hawaii, and the contest 
will also be pushed via a Sunday 
comics ad, Kellogg’s tv shows, and 


“Bar-S was virtually unknown in the Portland, Oregon market, and had ratio specs. The See Sauer 


contest, a word-puzzle, offers the 
$50,000 to one winner. 

In addition, the contest will be 
promoted to the trade with spreads 


but none succeeded, until we turned to television, on KOIN-TV. Then, in Sune grocery pubeatiens emp- 


ciding with store distribution of 


" . Kellogg’s corn flakes and Rice 
the consumer demand was so marked—and so immediate—that Bar-S was 


Krispies packages which carry de- 
tails of the contest. Kellogg also 


able to increase its distribution widely, not only in Portland but throughout ee 


and promote a bonus prize of their 


: 4 own up to $5,000. Leo Burnett Co., 
the entire valley area. As a result, Bar-S enjoyed a healthy 60% sales 


Chicago, is the agency. 


increase in 1956 over 1955...all the more impressive when you consider WLW Names McLean. Osborne 


Scott McLean, formerly admin- 


‘ F ‘ , . : 7 istrative assistant to the sales vp, 
that it was accomplished in a period of slightly over six months!” 


has been appointed general sales 
manager of WLW, Cincinnati ra- 
dio station; he will direct sales 


: . from the New York offices of 
Unusual? Not at all. Bar-S Holiday Ham is no different from the hundreds 


Crosley Broadcasting Corp. At the 
same time, Dick Osborne, former- 


of other products and services, large and small, which expand their markets 8 Ne oe eee ae 


lumbus, was named assistant sales 


‘ = . manager and will headquarter in 
and create new markets by using one or more of the 13 television stations Cincinnati. 
( and the regional network ) represented by CBS Television Spot Sales. Frank Wenter Leaves Clissold 


Frank Wenter, vp and advertis- 
ing director of Clissold Publishing 
Co., Chicago, will resign June 21 
after 12 years with Clissold to 
move to Los Angeles where he will 


Representing: WCBS-TV New York, WBBM-TV Chicago, KNXT Los Angeles, WCAU-TV Philadelphia, become rsa vp = wed Huddle res- 
wtop-tv Washington, wBTv Charlotte, WBTW Florence, WMBR-TV Jacksonville, KSL-TV Salt Lake City, my = Cc — has not yet 
KGUL-TV Galveston-Houston, WXIX Milwaukee, KOIN-TV Portland (Ore.), WHCT Hartford, and the nam r. Wenter’s successor. 


ConsoLipaten 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—can invaluable 
service that costs little. 


CONSOLIDATED ris: coven: 
a Seen Meee ad 


170 FIFTH AVENUE, NEW YORK 10 WY 
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Agencies’ Media Departments Gain 
Stature as Marketing Ways Change 


(Continued from Page 3) 


Cann-Erickson and Young & Ru- 
bicam. Of the others, in 1946, 
Foote, Cone had J. J. Lechner, 
who, as manager of the outdoor 
department, was and still is a vp. 
Two others had radio vp’s—Bat- 
ten, Barton, Durstine & Osborn 
and McCann-Erickson. And Leo 
Burnett Co.’s treasurer, E. Ross 
Gamble, was also listed as a space 
buyer. The other two, J. Walter 
Thompson and Grant, had neither 
a media vp nor a radio vp. 


® Perhaps of even greater impor- 
tance, functionally, has been the 
elevation of media directors to the 
plans boards of agencies. In some 
cases they are permanent mem- 
bers of these high courts; in oth- 
ers they serve on an ad hoc basis 
as current needs dictate. 

In five of the agencies surveyed 


—BBDO, B&B, K&E, Thompson) 


and Y&R—the media director is a 
permanent member of the plans 
board. At Burnett and McCann the 
media directors serve on a “mar- 
keting body.” McCann has a plans 
review board and also a marketing 
plans board, on which Mr. Dekker 
sits. At Burnett, there is no plans 
board as such, but the media vp, 
Leonard Matthews, is a member of 
the marketing committee. 
Compton does not have a plans 
board operation. However, Frank 
B. Kemp, vp and media director 


(or one of his associates), sits in | associate 


plans board, the media director 


and reviewing finished plans be- 
fore they are submitted to clients. 


s An important part of the reor- 


| ganization initiated by Mr. Geo-| 


ghegan and continued under Mr. 
|Levathes has been the develop- 
|}ment of all-media buyers instead 
jof the specialization so common 
}in many large agencies. 

Mr. Levathes says Y&R “was 
|the first large agency media de- 
partment to set up all-media buy- 
|ing, by which the supervisor, buy- 
|er and assistants assigned to the 
account are responsible for the 
planning, selection, purchase and 
servicing of all media scheduled.” 

He notes that other large agen- 
cies are taking steps in the same 
direction and says that at Y&R, 
|not only the senior people have 
|qualified for all media, but also 
|“a junior group whose experience 
|from the beginning has been im- 
partially in all media.” 

The agency is completely satis- 
fied with its training setup and 
says that whatever problems it 
has encountered have been of a 
|minor nature. Mr. Levathes says 
iclient needs are more efficiently 
|served under the all-media ap- 


| proach. 


people in its New York media 
|department, of which seven are 
directors, supervising 


sponsible for a major upheaval in| 
|media operations, the changes are | 
|due to the marketing revolution | 
|that followed World War II, ac- 
|cording to Mr. Levathes. Televi- 
| sion, he says, has caused some 
| changes in organization to care 
| for 
| “The major changes have re-| 
sulted from the increasing impor- 
tance of media selection as part 
of a total marketing program and 
|the demands upon the department 
jfor analysis, planning and inte | 
|gration of media strategy into 
such a program,” he says. 


Kenyon & Eckhardt 


At Kenyon & Eckhardt, the me- 
dia function has always been} 
accorded great importance. In re-| 
cent years, media planning has 
been reorganized as it assumed 
even greater importance as the 
result of expansion of offices in 
other cities than New York. 


Joseph Braun, vp and media di- 
rector, says that last year, K&E_ 
media buyers interviewed more | 
than 4,500 media representatives 
|-—nearly twice the number inter- 
viewed ten years ago. | 

Mr. Braun says that an unusual, 
if not unique, procedure at K&E 
jis a system of setting aside Thurs- 
day afternoons for media repre- 
sentatives to present their stories | 
| to time and space buyers. 

Until about three years ago, | 
there was no radical reorganiza- 
|tion of K&E’s media department | 
as the result of its increased func- | 
tions. A series of somewhat minor | 


|the operation abreast of new de-| 
velopments. 
The plans board is a fixed body 


with the marketing group that! accounts; 25 are media buyers and |in New York that helps plan and 


lays out basic strategy for an ac- 
count. 


es At FC&B the plans board has 


functioned essentially as a plans| warding and other administrative | 


|27 assistant media buyers. The 
remainder are in the six service 
units, where they handle esti- 
mates, contracts, statistics, for- 


jreview the marketing and media 
plans for almost all accounts 
lthroughout the agency and its 
branches. 


review board, and its membership | functions. This is an increase of|® Mr. Braun says that in the past 


consists primarily of the agency’s 
directors. Marketing plans are de- 


veloped by account management | 


teams 
heads. 
At Grant, Reginald Dellow, me- 
dia director, is considered a mem- 
ber of the plans boards of which 
there are several. Ayer does not 
use the plans board system but 
has a plans merchandising de- 
partment, charged with broad 
marketing responsibilities. 


assisted by department 


Young & Rubicam 


Peter G. Levathes, vp and direc- | 


tor of media relations at Y&R, 
says, “The skill with which we 
apply funds and the services we 
afford clients in interpreting me- 
dia in terms of their markets are 
important as a measure of the 
agency’s value. 

“In this agency,” said Mr. Le- 
vathes, “we believe that the sales 


effectiveness of advertising de-| 


pends to an important degree up- 
on the skill with which we apply 
funds and the imagination and 
care we can bring to interpreting 
media in terms of our clients’ 
markets and needs, and we are 
organized to these ends.” 


8 The media department at Y&R 
always has been run by top 
drawer executives who have com- 
manded great power as perman- 
ent members of the plans board. 
Until about three years ago, the 
media department was run by 
A. V. B. Geoghegan, who was also 
co-chairman of the plans board. 
Mr. Geoghegan relinquished his 
function as media relations direc- 
tor in 1953, to become a general 
executive. Mr. Levathes succeeded 
him. 

At Y&R, the strong media de- 
partment is generally a part of 
the agency’s pitch for new busi- 
ness. The media director and other 
members of the department par- 
ticipate in new business presen- 
tations. And, as a member of the 


about 60 people over five years 
ago, and media is, by far, the 
largest department in the agency. 

Media research at Y&R is han- 
died outside the media depart- 
ment by the research department 
which works on specific projects 
requested by media people. All 
Y&R branch offices’ media func- 
tions come under the direction of 
Mr. Levathes. His executive as- 
sistant, Pete Matthews, supervises 
branch office departments, visits 
|them periodically, reviews their 
|plans and supplies them with in- 
| formation and services as required 
from New York. 


® The media head of each branch 


office is an associate media direc- | 


tor of the agency. He is in constant 
touch with New York on manage- 
ment questions and visits the 
home office as often as necessary. 
Each branch is organized along 
the same lines as the New York 
staff. Frequent interchanges of 
personnel among offices occur as 
openings come up; new 
members are indoctrinated in New 
York. 

The future at Y&R, says Mr. 
Levathes, should bring about im- 
provement in the all-media buy- 
ing concept. “We expect to put 
still greater emphasis on media 
marketing strategy. Toward this 
end we hope to free, as much as 
possible, our buyers from burden- 
some detail of securing greater 
efficiency in our clerical opera- 
tions through expanded use of 
automation in all phases of our 
work. 


® “We believe,” says Mr. Le- 
vathes, “our lead in all-media 
buying will be followed by other 
agencies and that the result will 
be a still greater responsibility 
and reliance upon media people 
for planning and applying media 
to marketing problems.” 


Although the advent of televi-| responsible for all-media planning. | for all FC&B offices. 


staff | 


i\few years K&E has followed the 
|“group system” plan of dividing 
account assignments among me- 
dia supervisors, of which there| 
are now four. Working below the 
supervisors are four to six space 
buyers and about the same num- 
ber of time buyers. 

Invariably Mr. Braun is a factor 
in new presentations, and he or 
one of his aides makes the media 
plans presentations to most cur- 
rent clients, regardless of the 
originating office. 

Even the Detroit office (Lincoln- 
Mercury and _ Lincoln-Mercury 
Dealers Assn.) has a major part of 
its media planning done in New 
York and cleared through the 
plans board by Mr. Braun. 


| 
® “Television and all broadcast | 
|buying has been performed by | 
the media department since 1946,” 
says Mr. Braun. “As tv has grown 
|in importance, we find that our 
top level people are spending 
|more and more of their time in tv 
planning,” he says. 

In all major network negotia- 
tions, Mr. Braun participates with 
the radio-tv producing depart- 
ments. There is no clear-cut pro- 
|cedure for such negotiations ex- 
cept that they are always joint 
operations. 

Mr. Braun says K&E now has 
54 people in its media department. 
Eighteen of them are professional 
buyers; 36 are secretaries and 
clerks. This compares with 45 in| 
the department five years ago and 
40 persons 10 years ago. 

Some media personnel is 
brought in from the outside, de- 
pending upon the need. The gen- 
eral policy, however, is to train 
and promote from within. 


| Foote, Cone & Belding 


The media department at Foote, | 
‘Cone & Belding, Chicago, was re- | 
‘cently reorganized, with the es-| 


| by Mr. Buck includes all media. 


Dramatis Personae of 
Media Survey | 


These are the agencies sur- | 
veyed by ADVERTISING AGE to de-| 


, the me ; its requirements, but this is|Velop the accompanying story ON | .jonsipility 
Benton & Bowles, Compton, Mc-| takes part in initiating planning | only part of the story. 


media departments. They are not, 
in one sense, representative of the 
agency business because of their 
size. But they are representative 
of the services advertisers can ex- 
pect to get from any good agency. 
They are listed in order of their 
billing according to the annual 
survey of agencies published in 
the Feb. 25 issue of ADVERTISING 
AGE. 


Agency 1956 Billing 
1. J. Walter Thompson ....$255,000,000 
2. McCann-Erickson .......... 219,000,000 
3. Young & Rubicam ........ 200,000,000 
4. Batten, Barton, Durstine 

GID ceitittetestcrrconnat 194,500,000 
. N. W. Ayer & Son ........ 97,000,000 

. Benton & Bowles .......... 92,000,000 
ite 83,000,000 


5 
6 
7. Kenyon & Eckhardt 
8. Foote, Cone & Belding 81,000,000 
9 
0 


. Leo Burnett Co. .......... 79,000,000 | 
10. Grant Advertising ........ 78,500,000 
*16. Compton Advertising ... 59,100,000 


Some of these agencies have 
branch offices which operate au- 
tonomously, or nearly so. In these 
cases, the AA report concerns only 
the home office and contrasting 
conditions may very well be found 
in their branch operations. 
*Included in this study because of 
its television billing. 


# Young & Rubicam has 191 | changes, however, served to keep| M. Cone, president, had told Ap- 


VERTISING AGE, “Some day I’m go- 
ing to set up a media department,” 
and he expressed some dissatis- 
faction with media departments 
generally, not just his own. 

Until a few months ago, the 
Chicago media department was 
headed by Robert Hussey, vp 
(he is now in the newly estab- 
lished Detroit office where he de- 
votes full time to the Edsel divi- 
sion of Ford Motor Co.). Mr. Hus- 
sey spent nine years at Foote, | 
Cone in Chicago as media direc- 
tor. When he moved to Detroit, 
he was replaced by Gordon Buck, 
formerly assistant general manag- 
er and executive assistant to Mr. 
Cone. 

The past 10 years at Foote, 
Cone have seen a trend toward 
buying by accounts, rather than 
by types of media. Several years 
ago, the agency coordinated time 
and space buying functions which 
once were separate departments. 
The newly instituted coordinated 
media planning function set up 


® All branch office media depart- 
ments are autonomous except for 
outdoor and car card dealings. For 
these media, all offices work 
through John J. Lechner, vp.) 
FC&B and D’Arcy, says Mr. Hus- 
sey, are the only two major agen- 
cies he knows of that don’t contract 
for outdoor space through the Na- 
tional Outdoor Advertising Bureau. | 

As the concept of marketing | 
teams emerged, the media depart- 
ment expanded and took on added 
functions. Each of these teams of- 
fers all the functions of the agen- 
cy. The head of each agency func- 
tion is on all “teams,” but a spe- 
cific representative works directly 
with the account group on a 
day-to-day basis. The media ac- 
count supervisors function as me- 
dia account executives, working 
with broadcast supervisors and 
market research supervisors in 
building media plans. 


® The agency’s media department | 
personnel in New York, Chicago, | 


|Los Angeles, San Francisco, De- 


troit and the smaller offices in- 
cludes a total of 87 persons. | 
Billing, accounting and checking | 
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set up in the media department in 
Chicago. It works closely with the 
research department in the de- 
velopment and processing of me- 
dia research. 

The time buying section of the 
media department has the re- 
for spot buying and 
network lineups. Program negoti- 
ations are handled by the radio- 
television department. 

Training at Foote, Cone up to 
now has been on a rather informal 
basis. 


J. Walter Thompson Co. 


For several years, there has 
been a gradual development in 
the media department of J. Wal- 
ter Thompson Co., under the di- 
rection of Arthur A. Porter, vp 
and media director. Mr. Porter 


|was formerly media director of 


Leo Burnett, where he spent nine 
years. 

Thompson accounts are divided 
among six associate media direc- 
tors and each heads a completely 
coordinated media group. They 
are assisted by key buyers and 
the number of assistants neces- 
sary to carry out media planning 


|functions as well as the day-to- 
| day job of media buying. 


At Thompson all advertising 
planning activities are in the 
hands of the account team, which 
consists of the account supervisor, 
the account representative or rep- 
resentatives, the copy group head, 
art supervisor, research group 
head, associate tv director, mer- 
chandising director and associate 
media director. 

The associate media director 
and his key buyers attend all 
meetings of the account team in 
order that media plans can be 
closely coordinated with market- 
ing and copy strategy. 


s The account team submits its 
findings to the review board, 
which passes finally on the com- 
plete marketing and advertising 
plan before it is submitted to the 
client. 

The basic responsibility of the 
associate media director is that of 
planning media strategy. The 
group systcm enables each indi- 
vidual group to be thoroughly 
familiar with the requirements of 
a selected number of accounts, in- 
stead of being partially familiar 
with all accounts. 

Mr. Porter says one of the basic 
problems today is getting the 
right kind of people. He named 
the following attributes he con- 
siders particularly important: 


e First is a native intelligence 
and some basic characteristics 
such as a good education and the 
ability to work well with other 
people. 


e Second, he expects a good 
knowledge of research—market 
research, media research, sociolo- 


| gical research, etc. 


e The third attribute is the abil- 


|ity to be articulate both in person 


and on paper. Plans should be pre- 
sented simply, interestingly and 
should be well documented. 
Thompson uses a number of dif- 
ferent avenues for finding good 


potential media personnel. The 
research department is an ex- 
tremely valuable source. The 


agency also makes the rounds of 
universities to line up beginners. 
Very often a man or woman com- 


|pletely outside the agency field, 


but who appears to have some of 
the necessary talents, is brought 
in and trained from the ground 
up. And occasionally people from 
media departments of other agen- 
cies are hired. 

Like other agencies using the 
“all media” approach, Thompson 
holds training seminars—and on 
the grand scale. In a year’s time, 
there may be 40 or more weeks of 
classes (two one-hour sessions per 


tablishment of media supervisors) procedures are handled in Chicago | week). Originally, the seminars 
were planned for key people, but 


sion is often cited as being re-!Shortly before the change, Fairfax ! 


An all-media analysis section is | 


Mr. Porter soon found as many as 
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100 persons sitting in. 

Agency media experts take 
charge of sessions dealing with 
their specialties, and outside 
speakers also are invited. A steno- 
typist records the sessions and the | 
proceedings are reproduced for 
circulation throughout the group. | 
® Another Thompson device for | 
coordinating branch office media | 
departments with that of the! 
home office is a monthly bulletin 
compiled by the media librarian. 
The bulletin supplies in great de- 
tail the facts involved in studies 
and reports prepared by the me-| 
dia department. 

The bulletins are distributed to! 
key people in all Thompson of-| 
fices. They, in turn, contact the 
librarian in the home office when 
a bulletin tells of something use- 
ful to them. 

Thompson puts a great deal of | 
stress on what it terms “the dy- 
namics of media planning.” These 
dynamics may have to do with 
the manner of commercial inte- 
gration or unusual or particularly 
conspicuous position. They may 
involve harnessing the flexibility 
of a medium, the degree of weight, 
number of commercials or pages 
applied at different times or the 
ingenious timing of a message. 


s There are no set rules or stand- 
ards, but very often ingenuity 
and resourcefulness in this area 
can mean the difference between | 
a rather pedestrian media plan 
and an inspired one. 

Mr. Porter says that J. Walter 
Thompson has, over the years, de- 
veloped a particularly strong me- 
dia research division of the de- 
partment. The researchers are 
divided into two groups. One han- 
dies analysis for broadcast media 
and the other for all other media 
forms. 

Mr. Porter values highly Thomp- 
son’s Consumer Purchase Panel of 


| 6,000 families. Used chiefly to) IEee 


analyze household purchases of | 
many different categories of prod- | 
ucts in order to determine sales | 


trends, it is also being used for | @ 


comprehensive media _ research, 
with such information primarily | 
covering tv, national magazines, 


BBDO 


The media vp of BBDO, Fred | 
Barrett, says the major changes | 
in his department have come 
about mostly through emphasis on 
more careful use of all media in| 
the past few years. 

“The most significant change,” 
says Mr. Barrett, “is the greater 
influence wielded by media de-| 
partments in the planning of a 
client’s campaign through the log- 
ical blending of marketing and | 
media.” 

Mr. Barrett thinks that the tre- 
mendous weight of advertising | 
being used makes it increasingly | 
difficult to get an advertising mes- 
Sage across to the public today. | 
Consequently, he feels, media se-| 
lection becomes of more impor-| 
tance than ever. 

Ben Duffy, president of BBDO, 
rose to the top of the agency | 
through thé media department | 
and was, for some years, its media | 
director. As a result, Mr. Duffy 
had a greater than average inter- 
est in media and was deeply con-| 
cerned with media planning. 

The plans board at BBDO does | 


and newspaper supplements. | 


little initial planning but concerns |rett, “is blended in more with 
|itself more with review of plans | broadcast plans, and constant dis-| 
|before finalization. As a perman-|cussions are held with all buyers | 


ent member of this board, Mr. Bar- 
rett passes on media strategy for | 
all accounts and reviews the plans | 
of branch office operations. 


@ The media department consists | 
of about 130 people, exclusive of 
media research. This group of 310 
is divided into four groups, with | 
a supervisor heading each group. 


= |and possible solutions of a pertiqn=\ 
© lar brand. 
Tag ® “Specialization,” says Mr. Bar- 
a i rett, “is still necessary and can 
f we best aid the client by thoroughly 

# Se jexploring all possible purchases | 
within their fields. Media data are 
so voluminous today that it seems | 
almost impossible to be an expert | 
in all media.” 

Most BBDO media people are} 
recruited from the research de-| 
|partment and are trained by the 
| buyers. In some cases, recruits are 
| brought in from outside. 
| Mr. Barrett thinks media peo- 
REMINDER—Squirt Co. is furnishing | ple, generally, are paid as well as 
its franchise bottlers with these| those in other agency departments 
new three-color bottle collars,|4nd are “even gaining as the me- 
which tie in with its national ad-|4i@ department's importance in- 

vertising. one: 

Mr. Barrett foresees no major 
jchanges in the future, but he 
thinks there will be a gradual 
|strengthening of the department, 
both in numbers and capabilities. 
He expects to see an expansion 
of media services for handling | 
supplementary, yet important, | 
media such as match books, tele- 
phone directories and media de- 
signed for special interest groups. 


% 


_ "Sq U/RT 


ae advertised in... 


Time and space buyers in each 
group are responsible for accounts 
assigned to them. Each group has 
its own estimators, assistant buy- 
ers, secretaries and other clerical 
help and tends to be assigned | 
“like” accounts—that is package 
goods, general products, industrial | 
products, etc. 

This organization, says Mr. Bar- | 
rett, contrasts with five years ago 
in the sense that there is a closer 
liaison through the group super- 
visor with all phases of media 
buying. 

“The print end,” says Mr. Bar- 


Leo Burnett Co. 


| At Leo Burnett, Leonard Mat- 
thews succeeded Mr. Porter as vp 
in charge of media. He says that 
while the agency still has media 
specialists, the trend is to less| 
| spoctetention and more apenas | 
training. 

Under the Burnett media direc- | 
to see that the best coordinated|tor there are five media group | 
effort is made.” | supervisors who are, in effect, as- 

However, Mr. Barrett doesn’t! sociate media directors. They per- 
believe that the “all media buyer” | form the line functions of plan- 
will be the dominant force in a/ning and buying. Working with | 
large-size media department. The|them are two staff groups. The| 
trend at BBDO, he says, is|media research section has 14} 
to train people in all media, but| people who are assigned to work | 
this is to give them broader scope|with groups on media research | 
in understanding the problems'and analysis. The clerical staff is 


jan extension of 


headed by a supervisor of esti- 
mating and budgeting. 

Clerical staff work breaks down 
into broadcast and print estimating, 
typing pool and budget coordina- 
tors. This last, says Mr. Mat- 
thews, is highly important when 
making quick shifts in an ac- 
count’s use of space or time, par- 
ticularly for those accounts having 
numerous products. 


s The Burnett media department 
has roughly 100 people. Instead of 
a plans board, Burnett operates 
through a plans supervisory com- 
mittee and a marketing plans 
committee. Mr. Matthews sits on 
the latter. 

All media planning and buying 
is done from Chicago except for a 
media buyer in Los Angeles for 
local account needs and in Toron- 
to, which is a completely staffed 
office. 

Mr. Matthews says Burnett al- 
ways has stressed the importance 
of media more than many big 
agencies, though he thinks more 
attention has been given media by 
all agencies in the past five years 
or so. 


Benton & Bowles 


Benton & Bowles presents about 
as interesting a problem in media 
reorganization as any of the agen- 
cies studied. Perhaps more than 
most agencies, B&B has gone 


|through a considerable evolution 


in media department organization 
and operation in the past five 
years. 

Two factors have influenced 
these changes. First, the desire to 
provide a broader and more ef- 
fective media service, and, second, 
the agency’s 
client list from one concerned al- 
most exclusively with packaged 
goods to general accounts as well. 

David Crane is vp in charge of 
media and is assisted by four as- 
sociate media directors, each of 
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whom head a_ separate media 
group. These four associates are 
Milton Kiebler and Lee Rich, vps; 
and Mike Donovan and Ed Bow- 
man, Additionally, the department 
contains its own media research 
facilities, headed by associate me- 
dia director Hal Miller. 

Benton & Bowles’ media de- 
partment represents a compromise 
with the “all-media” system. 
Where possible, dual buyers who 
buy both print and broadcasting 
are used, but this is by no means 
universal. 


® The media department consists 
of 143 people of whom 35 are as- 
signed to the contracts & esti- 
mates section, 22 to media analy- 
sis and the remainder in the oper- 
ating groups. 

The Benton & Bowles media 
operation depends heavily on the 
development of marketing strat- 


egy furnished by the account 
groups; from this 

is evolved. 

The media department 


— in its youth, a logical de- 


velopment of the agency’s train- 
ing program. 

Mr. Crane believes that the 
| agency's media operation is of in- 
| creasing importance since it is the 
| obvious area of opportunity for 
|making the maximum effective 
jand efficient use of client appro- 
| priations. 


McCann-Erickson 


| McCann-Erickson has long been 
known as the “research agency,” 
jand it attaches great importance 
|to the media department and its 
|functions. The department is 
headed by William C. Dekker, vp 
and media director. 

Mr. Dekker reports that the 
New York media department has 
about 130 people and that it con- 
trasts with media departments of 
five to 10 years ago in that there 
j}was then “no direct account re- 


| sponsibility either in organization 
a media strategy ome planning. Today there is.” 


some six years. Most of its re- 
cruits come from the agency’s 
over-all training program. 

As a permanent member of the 
marketing plans board, Mr. Dekker 
represents media at all its meet- 
ings. Associate media directors sit 
in for their respective account as- 
signments. The same is true for 
new business presentations. 


s Media research is an integral 
part of the research department 
of McCann’s home office research 
division. It’s done by a sub-sec- 
tion of the research department 
and is primarily concerned with 
print studies. Other than for re- 
search projects and general policy, 
there seems to be little integra- 
tion of the McCann branch offices 
with the home office. There is no 
form of centralized buying except 
for tv and spot radio. 

Media people are definitely bet- 
ter paid today than they were 10 
years ago, says Mr. Dekker. This 


McCann has a long-range train-|he attributes to “increasing rec- 


bility of media personnel in to- 


day’s markets.” 


Grant Advertising 


When Grant Advertising ap- 
pointed Reginald Dellow its media 
director last summer, he was the 
fifth man to hold that post in 
three years. Media buying is more 
decentralized at Grant than at any 
of the agencies surveyed. 

Mr. Dellow has, in the Chicago 
office staff, an assistant director 
in charge of radio and television; 
a space buyer and an assistant 
who handle all other media, and 
a time buyer, plus the usual cler- 
ical personnel. Each of Grant’s 
branch offices, with the exception 
of those which are service offices 
only, has its own media director. 

Each of these offices has its 
own media research, but the chief 
source of data is the agency re- 
search department in Chicago. Mr. 
Dellow says that media buying 
and research are closely allied and 
that Grant, with its many offices 


is|ing program that it has used for | ognition of the planning responsi-|and a decentralized system, has a 


THE PETERSEN READER ... five of a series 


P.A.G.* readers have buying power! 


3 THE PETERSEN AUTOMOTIVE GROUP (Motor Trend, 


eee eee eee eee 


0D 


Motor Life, Hot Rod) has an ABC circulation of 1,112,278, 
and a combined readership of over 4,000,000 - unquestionably 
the “World’s Largest Automotive Consumer Readership!” 


The median family income of Petersen 
‘ Automotive Group readers is $5,832. 

: (National median: $4,344.) The P. A.G. 
reader has extra buying power. He has 
an above average interest in automotive 
products...and spends a bigger share 

of his income on them. He’s a 


> prime target for your advertising. 


From Bennett-Chaiken Survey, 1956. 


PETERSEN PUBLISHING COMPANY ¢ 5959 Hollywood Bivd., Los Angeles 28, Calif. © HOllywood 2-326 


Advertising Age, June 10, 1957 


decided advantage over single 
based agencies. 


s Mr. Dellow says, “Our offices 
can get local and regional data 
fast when it’s needed. Individual 
markets are highly competitive 
and need a man right on the 
spot.” 

Although Mr. Dellow believes 
that media people should have 
training in all media, he does not 
believe that they should buy all 


|media. Grant has a training pro- 


gram and most of Grant’s regional 
media people were trained in the 
Chicago department. 


N. W. Ayer & Son 


N. W. Ayer’s setup is still dif- 
ferent from most of the agencies 
studied. The agency does not have 
a plans board. Instead, Ayer has 
a plans-merchandising depart- 
ment, staffed by men who are 
primarily business experts rather 
than advertising specialists. 

This department, with the help 
of other departments, prepares a 
complete study of a client’s busi- 
ness, including market and media 
research, and presents this report 
to advertisers with, among other 
things, a recommendation of the 
type of media to be used. 

Media work is divided between 
two departments. In Philadelphia, 
Leslie D. Farnath is vp in charge 
of a media department which has 
about 65 people and works only 
on print media. 

In New York, a radio-television 
department has its own time-buy- 
ing staff of 30 people, headed by 
George M. McCoy Jr. Important 
tv and radio media decisions, 
however, involve many other peo- 
ple in the radio-television depart- 
ment, including James E. Hanna, 
vp in charge of radio-television, 
and Thomas J. McDermott, vp for 
radio-television plans. The agen- 
cy’s board chairman, H, A. Bat- 
ten, and Ayer’s president, Warner 
S. Shelly, sometimes handle ma- 
jor network negotiations, just as 
they sometimes work on major 
print media decisions. 


= In all media, however, the day- 
by-day work of media buying is 
the responsibility of media people. 

Ayer says its new business pre- 
sentations are built around the 
theme of thorough analysis of a 
company’s business and _ all- 
around top service, with no par- 
ticular stress on media or any 
other single service. 


Compton Advertising 


Compton Advertising is another 
agency that does not use a plans 
board type of operation. However, 
Mr. Kemp or one of his associate 
media directors is always a mem- 
ber of the group that lays out the 
basic strategy for the various ac- 
counts. Agency management out- 
side the media department does 
not participate in any media ne- 
gotiations. 

The media department has 88 
people, including five associate 
media directors, 28 buyers, re- 
search, budget control and esti- 
mating sections and a detail group 
(beginners in media who are in 
training). 

Branch offices operate some- 
what autonomously. However, 
since their media departments are, 
naturally, smaller than the one in 
New York, there is a considerable 
amount of trading of data and 
marketing information between 
them. All agency billing is han- 
dled out of New York, although 
the branch offices exercise control 
over their own estimates, con- 
tracts and schedules. 


s Compton believes that a strong 
media department can play an 
important part in getting new 
business. But it notes that, de- 
pending on the type of client, one 
or another of the agency’s ser- 
vices may be important in solici- 
tations. 
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hes the man who 
leads a dual [fe 


Whether angling for the biggest fish in the lake, or pushing for record sales of |. W. Harper 
and Ancient Age Whiskies, Sid Stricker lives the “Dual-Life” in a hearty way. 


He’s joined by almost 33,000,000 alert, vigorous American men, prime customers for every 
type of product that goes with the enjoyment of their hobby outdoors — and just plain 
everyday living, too. 


The choicest segment of this ever-growing market may be found in Sports Afield, where 
almost 1,000,000 “Dual-Life” men get “the urge to splurge.” 


How well they buy — and how often — is a story you'll want to know right away. Why not 
call your Sports Afield representative today, and let him fill you in on all the facts. 


SPORTS AFIELD 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N.Y. 


where sportsmen get the urge to splurge 


= 


x hee sd 


President, |. W. Harper —_ My 
Ancient Age Distillers Co. 


One of 33,000,000 
American Sportsmen 


SIDNEY G. STRICKER, JR. 
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j Your source for outstanding 

' WOODCUT illustration. 

t Specimen prints and 
complete information 

| Upon request. 


TRE SANDER WOOD ENGRAVING CO. INC. / S42 S. DEARBORN ST. / CHICAGO 


Sears Quarter Sales Are Up 
Sears, Roebuck & Co., Chicago, 
reports a first quarter gross sales 
volume of $800,959,170, an in- 
crease of 4.9% over the first quar- 
ter of 1956. The net income for 


s|the quarter, which ended April 


tises in PURCHASING NEWS.” 


“| SELL ADHESIVES TO THE OEM" 


Adhesives & Coatings Division 
MINNESOTA MINING & 
MANUFACTURING CO. 


“And in the market for adhesives and coat- 
ings, the PA is a very important buying 
influence.” 


“He's a man concerned not only with cost, but the appearance and 
durability of the finished product his firm manufactures.” 


“He’s one man I call on regularly. That's why I'm glad 3M adver- 


says 
J. A. Wright 
Sales Engineer 


|30, was $26,798,813, or 36¢ a 
|share subject to year-end adjust- 
ments. This compares with a net 
income of $27,758,213, or 37¢ a 
share for the same period last 
year. 


Colle Names Olson, Moves 

Ronald K. Olson has joined Al- 
fred Colle Co., Minneapolis, as an 
account executive on farm and in- 
| dustrial accounts. He formerly was 
jadvertising manager of Clay 
| Equipment Corp., Cedar Falls, Ia., 
farm equipment manufacturer. The 
|agency has moved to larger quar- 
ters in the American Hardware 
Mutual Bldg. 


‘Harper's Bazaar’ Boosts Bolt 
Alfred Bolt, with Harper’s Ba- 
zaar for the last three years, has 
been named midwestern manager 
of the magazine. He succeeds Wally 


Silverman, formerly with Charm, 
has joined the magazine’s New 
York sales staff. 


Two Join Marschalk & Pratt 
Edwin J. Benedict and John F. 
McManus have been named to the 
account service group of Marschalk 
& Pratt, a division of McCann- 
Erickson, New York. Mr. Benedict 
was formerly with J. M. Mathes 
Inc. Mr. McManus was previously 
with Zimmer, Keller & Calvert. 


Two Join W. S. Walker 

James F. Devine, formerly with 
a Pittsburgh art studio, has been 
named creative director of W. S. 
Walker Advertising, Pittsburgh. 
The agency also has named Charles 
D. Hulsman Jr., formerly with 
Ketchum, MacLeod & Grove, an ac- 
count executive. 


Forms Testimonial Group 
A testimonial organization, 
Christopher Anderson Associates, 


jhas been formed with offices at 
Hawxhurst, who has retired. Herb | 


315 Riverside Dr., New York. The 
company represents theatrical and 
business personalities for commer- 
cial testimonials and exploitations. 


Find Your 
UBBEY*OWENS*FORD 


HERE IS 


Trade Mark 


Look for the Yellow Pages emblem in advertising to 
save you time and trouble in shopping. It helps you 
find the retailer who sells the advertised product by 
guiding you to the Yellow Pages of your telephone 
book. That’s where leading advertisers list their 
dealers for your shopping convenience. 


ANOTHER AD 


in a year round campaign to promote 
the Yellow Pages emblem. More than 
25,000,000 readers* of Better Homes 
& Gardens, Life and Saturday Evening 
Post will see it in June and July. 


Right now hundreds of leading firms 
are displaying the emblem in their 
newspaper, magazine and television 
advertising. Many thousands of local 
merchants are showing it in ads, on 
store fronts and trucks in communities 
across the country. 


This national tie-in promotion makes 


Service in the Yellow 


Pages of telephone directories a pow- 
erful link in the chain of distribution. 


The Trade Mark Service representa- 
tive has complete information. Call 
your telephone business office! 


*combined adult primary 
readership, Starch. 
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Coming 
Conventions 


*Indicates first listing in this column. 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-18. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Chatham Bars Inn, Chatham on 
Cape Cod, Mass. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grant Hotel, Mackinac 
Island, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, De- 
troit. 

June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal. 

*June 21-22. Midwest Advertising Agen- 
cy Network, Bismark Hotel, Chicago. 

June 21, Illinois Daily Newspaper Mar- 


kets, annual meeting, Pere Marquette 
Hotel, Peoria. 
June 24-28. Advertising Assn. of the 


West, 54th annual convention, Hawaiian 
Village, Honolulu. 

June 28-30. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake. Brainerd, Minn 

July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affillated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-13. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague), Netherlands. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Repre- 
sentatives, Advertising Agency Produc- 
tion Men's Club of Chicago and the Art 
Directors’ Club of Chicago, Sheraton 
Hotel, Chicago. 

Oct. 14-15. Agricultural 
Assn. annual convention, 
letic Assn. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, 
Jung Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel 
Plaza, New York. 


Publishers 
Chicago Ath- 


Pomona Tile Plans Campaign 

Pomona Tile, manufacturer of 
ceramic wall and floor tile, will 
launch the “biggest advertising 
promotion in its 38 year history” 
in June. The six-month push in- 
cludes 45 color pages and nine 
b&w spreads scheduled for Ameri- 
can Builder, Architectural Ceram- 
ics, Architectural Forum, Arts & 
Architecture, Interior Design, In- 
teriors, Progressive Architect and 
the northern and southern Cali- 
fornia bulletins of the A.I.A. 
Anderson-McConnell Advertising 
Agency, Hollywood, Cal., is the 
agency. 


‘Interpretative Reporting’ 
Published in 3rd Edition 

The third edition of “Interpre- 
|tative Reporting,” by Curtis D. 
MacDougall, professor of journal- 
| ism at Northwestern University, 
| Evanston, IIll., has been published 
|by the MacMillan Co. The book 
first appeared in 1932 as “Report- 
ing for Beginners” and received 
its present title in 1938. “Report- 
ing” sells for $5.75, has 592 pages. 


North Adds New Toni Product 

Toni Co., Chicago, has appointed 
North Advertising, Chicago, to 
handle advertising for Twirl, a 
new product to be marketed soon. 
Twirl is a self-neutralizing home 
| permanent for children. 
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finer 


adwertisements 


COLLINS 
MILLER & 


are 


printed 


ADVERTISING AGENCY 
PRODUCTION MEN WILL 

BE RESPONSIBLE FOR 
THEIR TECHNICAL QUALITY 


This is an appropriate time, after a quarter century, to pay 
tribute to the Cinderella of the advertising agency busi- 
ness (not glorified like Copy and Art) ... the Production 
Department. Our tribute is more personal and heartfelt 
because our founder was an agency production man be- 
fore he opened our first shop. In this respect, CM&H 
is the realization of a production man’s lifelong vision 
of what the ideal photoengraving plant should be. 

We leave it to others to say whether national adver- 
tising has advanced in idea, copy, and visual quality. We 
know positively that national advertising has advanced 
radically in technical quality of reproduction. This is a 
fact which comparative examination of proof files will 
attest. Credit for this advance must be shared by many 
contributors: chemical and mechanical engineers, press 
and paper manufacturers, makers of photographic equip- 
ment, photoengravers, ink manufacturers, and printers. 
But consider the question: Why were these technical 
advances made? 

Obviously they were made to satisfy customers who 
demanded constant improvement in printed reproduction. 
Who were these demanding customers? Advertisers and 
agencies. Who made the demands on their behalf? The 
men who are charged with responsibility for producing 
the printed advertising: Production Men! 

This is why we say that when finer photoengravings 
are made, and finer advertisements are printed, they will 
be responsible. 


HUTCHINGS INC. 


America’s Finest Photoengraving Plant for Letterpress and Gravure 


Now celebrating a quarter-century of service to American advertisers and their agencies 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 
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oA agin ‘ad mls 
FREE SAMPLE 


CLIPPER 
ART SERVICE 


Single issues sell fox $20.00) Your sample 
is a big value, on@ageaf—iged can make 
you hundreds of deélG@rg ii extra returns. 
Now, the revised 3957 @lipper helps you 
design circulars. Bulletim@, catalog pages. 
cover pages, adi) Beaters. house organ 


Weber Blesser 


door Advertising Inc., look on. 


West McBrine 
CHARITY—Original painting to be featured on outdoor boards 
throughout U.S. is held by Gus Blesser, the artist, and Herbert 
B. West, vp of Batten, Barton, Durstine & Osborn, New York, 
while Henry Weber, public relations director of United Community 
Fund, and Robert C. McBrine, vp of the eastern division of Out- 
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Information for Advertisers 


WBTW, Florence, S.C., has is- 
sued “Florence Home Inventory,” 
a survey of brand preferences and 
product ownership in the Florence 
area. Copies are available from the 
station. 


e “1957 Buying Intentions Survey 
of Colorado Ranch & Farm Fami- 
lies” contains sales potentials for 
216 products and services readers 
of Colorado Rancher & Farmer 
are planning to buy this year. 
Copies of the survey are available 
on request to Jim Austin, adver- 
tising manager, Colorado Rancher 
& Farmer, P.O. Box 1349, Denver. 


e Boys’ Life has just released a 


Another thinly disguised WJR success story 


a 
m 


Top management men are harder to see 


than the inside of a harem! 


That was the problem of a company that wanted to 
sell an automobile concern on the advantages of chang- 
ing to a special steel. Since the switch would be of 
gigantic proportions, it meant not only selling top 
management but also engineering, designing, styling, 
purchasing, and the head guard on the main gate. It 
was quite a problem... but not insurmountable. 


This enterprising steel company thought of reaching 
them by radio. (And when you think of radio in the 
Detroit-Great Lakes area, you think of WJR!) The 
steel company used announcements. The announce- 
ments caught the undivided attention of the men that 
had to be reached. A series of selling messages on WJR 


resulted in the grand sale. The keymen had been pre- 
conditioned, pre-sold. 


The steel company was most lavish in its praise of WJR. 
It figured its salesmen would have required years to 
accomplish what WJR did in short order. 


Whether you want to reach millions of people, or just a 
select few, you can do a better job on WJR—the station 
that dominates the Detroit-Great Lakes market. Call 
your nearest Henry I. Christal office for complete facts 
on this case and hundreds of others—facts which prove 
that WJR can do more for your product and do it 
quicker, too! 


The Great Voice of the Great Lakes 


50,000 Watts 


35 years of service 


WJ 


cr Detroit 


CBS Radio Network 


You'll never be a part of “top management” 
unless you drive carefully. 


new study on the soft drinks, con- 
fectionery and chewing gum pre- 
ferences of its readers. Copies of 
this survey may be obtained by 
writing to Harold Levitt, promo- 
tion director, Boys’ Life, 2 Park 
Ave., New York 16. 


e The New York World-Telegram 
& Sun has two monthly inventories, 
issued in folder form. One, an in- 
ventory of the New York liquor 
market, lists current unit sales and 
distribution of 250 items in seven 
package liquor classifications. The 
other, a grocer inventory, shows 
current sales and distribution of 
more than 600 items in 54 product 
classifications, plus an analysis of 
trends. 


e The Sentinel-Star, Orlando, Fla., 
has issued a brochure listing retail 
outlets, names of managers and 
purchasing agents and sales data 
for the area. Copies are available 
from the newspaper. 


California Halts Sale of 
“Whisper,’ Scandal Magazine 

| Distribution in California of 
100,000 copies of the June issue of 
Whisper, magazine published by 
Robert Harrison, who also pub- 
lishes Confidential, has been 
blocked by threat of grand jury in- 
vestigation and possible prosecu- 
tion. Attorney General Edmund G. 
Brown telegraphed May 28 to 35 
California dealers and to Mr. Har- 
rison: “The current issue of 
Whisper ...contains printed mat- 
ter which violates the California 
statutes prohibiting publication of 
|lewd, obscene and libelous mat- 
| ter.” 

Mr. Harrison ordered the June 
copies sent back to New York. He 
and others on the Confidential 
staff are under investigation by 
the Los Angeles County grand 
jury. 


Ampex Wins Fair Trade 
Injunction Against Goody 

Ampex Corp., New York, man- 
ufacturer of electronic equipment 
including magnetic tape recorders 
and reproducers, has been granted 
a permanent fair trade injunc- 
tion in New York supreme court, 
against Goody Audio Center and 
Sam Goody. 

By the terms of the decision, 
|defendants are restrained from 
selling any Ampex products be- 
low fair traded prices. On Oct. 10, 
Ampex obtained a temporary in- 
junction against the defendants. 
Ampex had complained that the 
defendants advertised in the New 
York Times, offering the plain- 
tiff’s 600 and 601 series tape re- 
corders at “30% and 25% off re- 
spectively.” 


‘Daily News’ Releases Survey 

The Chicago Daily News has 
completed its second annual “Con- 
sumer Analysis Survey of Chi- 
cago.” The analysis, part of the 
nationwide Consolidated Consum- 
er Analysis study made in 23 
markets, provides detailed infor- 
mation on the brand preferences 
and buying habits in the Chicago 
area. Since this is the second year 
of the survey, brand preferences 
this year are compared to last 
year’s results. 


KPRC Names McGrew Manager 

Jack McGrew, who joined 
KPRC, Houston, in 1936, has been 
named station manager of KPRC 
and KPRC-TV. Assistant manager 
and national sales manager since 
1951, he will continue as national 
sales manager in addition to his 
new duties. 
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W $ A 8! Philadelphians are never without WCAU Radio. In a 47-county, 
5-state area, they listen to WCAU at home—on nearly 
PHILADELPHIA 2 million car radios—and when they’re away from home. 


mM e an S The fact is, 90% of all Philadelphians who go vacationing stay within 
WCAU’s vast coverage area. This day-to-day impact delivered by WCAU 


makes every season a selling season for products and services. 


loyalty You can count, then, on a larger, more loyal prospect list when you sell on WCAU. 


wW|C}A|U| RAD I O The Philadelphia Bulletin station. 


Philadelphia Represented nationally by CBS Radio Spot Sales. 
a By far Philadelphia’s most popular station. Ask Pulse, Ask Philadelphians, 
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partisan Register & Vote 


First—Jack Cornelius gives non- 


Republican Convention. Democrats 
heard similar speech. 


speech at producer, helps 


DOOR-TO-DOOR—As guest of Em- 

ployer’s Mutual, Wausau, Wis., Junior Chamber 

Jack works with Girl Scouts in members stencil 
door-to-door campaign. 


MOviES—Jack Denove, Hollywood 


to get motion picture support for 
Register & Vote campaign. 


STENCIL—Jack helps a couple of 


Register & Vote 
messages on sidewalks of Wow fil 
Wis. 


Jack map drive 


i pee Pr 


of Commerce 


Tv—Warren Hull, master of cere- 


monies of CBS-TV’s 


Rich,” works with Jack on tele- 
vision’s role in the campaign. 


AWARD—Jack gets Good Citizenship 
Medal from the Sons of the Amer- 
ican Revolution for his part in 
the Register & Vote drive. 


“Strike It 


| 
| 


Public Service Is Rewarding Though 
Hard Work for Ex-BBDOer Cornelius 


MINNEAPOLIS, June 6—Your while after you've retired, you leap 


name is John C. Cornelius. Your 
friends call you Jack. You're 57 
years old. Almost all your business 
experience has been in advertising 
and most of that has been with 
Batten, Barton, Durstine & Osborn 
in Minneapolis. 

Of course, you love advertising. 
You spent some lean, hard years in 
this business, but you never be- 
grudged a moment given to it. You 
rose from the bottom of the ladder 
to a point near the top of one of 
the top agencies. When you retired 
in 1955, you were BBDO exec 
in charge of western operations. 


s You retired, planning to do some 
fishing and traveling and relaxing. 
But hard work is a monarch who 
never lets a loyal subject stray 
too far. That’s why when you were 
asked to take over the job of pres- 
ident of the American Heritage 
Foundation you accepted. 

What do you, Jack Cornelius, tell 


it happens that now, two years 
after retiring, you’re working 
harder than you ever did during 
your business career—and at no 
pay—in a public service job? What 
satisfaction is there for an adver- 
tising man in serving the public? 


s Affable Jack Cornelius, who was 
born in Pennsylvania and raised 
on a Texas ranch, grins, leans back 
in his chair and tugs gently at one 
ear lobe before answering. 

“Well, for me—although I sus- 
pect the same is true for all admen 
—it’s like the retired firehorse who 
goes galloping off every time he 
hears a bell clanging. Advertising 
gets in your blood and a short 


| at any chance to get back into har- 
|ness. Working on a project like the 
|foundation or the Ad Council, or 
any number of other public service 
groups, is a way to keep on doing 
what you always did and like to do. 
“Men are hardier nowadays. 
| Medicine keeps us alive and 
|healthy longer than our grand- 
parents, as a whole. And when you 
| ‘retire’ you still feel very young,” 
lhe explained. 


| , - 
s “But it’s not as simple as that 


VP | either. Many admen still active in| 


agency work, or with a company, 
like to pitch in on projects like 
| the Crusade for Freedom, Register 
|and Vote and the U.S. Information 
Program,” he continued. 

| “There’s more than ordinary sat- 
isfaction in helping out the gov- 
ernment in some cause. The satis- 
faction is even greater when you 
|know you’re using all the skills 


land techniques you've built up | 
somebody who wants to know how | over the years to help out your by the Advertising Council 


| fellow Americans. 
|tion of all that comes to any ad- 
| vertising person from public serv- 
j}ice work is an awareness that he 
is helping people to help them- 
selves.” 


® Jack knows pretty well what 
this help means for him. It means 
getting Americans to realize that 
each one of them counts, “that each 
one of us has his own individual 
importance—as a person and as a 
citizen—in running this country of 
ours.” 

How important a point that is 
was brought home to him ten years 
ago when he was chairman of the 


“Perhaps the greatest satisfac- | 


American Assn. 
Agencies. 
At that time he was working 


of 


with the Joint Committee of the} 
Four A’s and the Assn. of National | personal importance as voting citi- | 
Advertisers for a Better Under-| zens.” 


| standing of Our Economic System. 


| The committee found the aver-| 


|}age employe, especially among in- 
| dustrial workers, had a three-fold 
attitude toward his job: 

1. He had a feeling of frustration. 
| 2. He did not feel that he or his 
job were really important. 

3. He did not feel that he be- 
are 

|@ This attitude prevails also in 
| the field of citizenship, Jack Cor- 
/nelius says. 

| “The average American has a 
| feeling of his personal impotence 
rather than importance as a citi- 
zen,” he says. “Each of us needs to 
be reminded that it is up to the 
individual, along with other indi- 
viduals, to run the government or 
the government will run him.” 

This knowledge of the inner 
frustration of the average citizen 
was used in working out the highly 
successful Register and Vote cam- 
paign. 

The campaign, jointly sponsored 
and 
| the American Heritage Foundation, 
pinpointed the importance of the 
individual voting citizen. 


s “Commercial advertising has 
long cultivated the consumer as an 
intelligent, discriminating person,” 
|Jack says. “Similarly, our cam- 
| paign advertisements reminded the 
individual citizen of the power of 
his one vote. Advertisement after 
jadvertisement cited important elec- 
| tions that were decided by a single 
vote. 

“Through advertising in all me- 
dia, the individual citizen was re- 
minded .. . that he, personally, 
held in his hands the power of 
running or ruining this nation. As 


Advertising a result of this advertising cam- 


sense of frustration and received 


|given me the deep, abiding satis- 


paign, millions of voters lost their 


a new appreciation of their own 


@ The Register and Vote drive was 
a high spot in Jack’s life. As he 
puts it: 

“Nothing I have ever done in 
my 25 years of advertising has 


faction that came from this cam- 
paign. It’s hard to describe, but it 
can be illustrated by a letter I} 
received last September from little 
Sally Cross: 

“*T am a student at Eugene Field | 
School in Rock Island, Ill. I at-| 
tend the Physically Handicapped 
Room. I would very much like to! 
be an election volunteer. Though | 
no one else in the room cares! 
about wearing one of your buttons, | 
I will proudly wear one. I do hope 
you will let me do my part as a 
young American citizen. Enclosed 
is my pledge to help get out the 
vote.’ 

“It makes you feel good when | 
you see what advertising can do in| 
giving people a new sense of voting | 
responsibilities,’ Jack says. “Ad-| 
vertising is the great mover. Just| 
as it moves merchandise, it can 
also move citizens from passive to 
participating citizenship. A record 
vote was cast last November and 
the lion’s share of the credit for this 
achievement should go to the ad- 
vertising business.” 


@ 25 years in the advertising busi- 
ness and two years traveling 
around the country for the foun- 
dation has given Jack Cornelius a 
high opinion of advertising people. 
He has always found them willing 
and able to help. Consequently, he 
is likely to get a little heated over 
the scorn often thrown at advertis- 
ing people. 


| 


“One of the strange anomalies of 
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our time is the fact that the very 
men who contribute the most to 
public service and to things of a 
high character should have trav- 
eled under just exactly the op- 
posite label,” he says. 


@ “When I was chairman of the 
Four A’s I traveled from coast to 
coast, met agency people, actually 
by the thousands. I never saw finer 
conduct at meetings or conventions, 
better attendance, less drunken- 
ness, or more willingness of the big 
to help the little, than in the field 
of which I am so proud to be a 
member. 

“This experience was again du- 
plicated last year in connection 
with the vote campaign. 

“In schools, in churches, in col- 4 
leges, in community funds, Red = 
Cross, national elections, local elec- 
tions, community celebrations, cen- 
tennials, Savings Bonds drives, 
hospital campaigns... it is a proud 
fact that agency and advertising 
people are always there, heading 
them up, or in one way or another 
lending their talents to the public 
good.” + 


See 


‘Advertising Media’ 
Ofters Media Men ‘ 


Text on Planning 


New York, June 6—The me- 
chanics of media planning and se- 
lection are detailed in a new book 


| written by three agency research 


executives. 

“Advertising Media” (Ronald : 
Press, $7.50) is a 396-page text YY 
examining all of the factors that is 
go into the making of media de- 
cisions. The authors are Lyndon 


|O. Brown and William M. Weil- 


bacher of Dancer-Fitzgerald-Sam- 
ple and Richard S. Lessler of Grey 
Advertising Agency. 


® The authors emphasize that me- 
dia strategy is part of the “over- 
all marketing activity” and is vet 
thus a management responsibility. 
They urge “organized media plan- 
ning,” but caution the media man 
about being inflexible. 7 

In ranging over the research 
tools available to media buyers, 
the authors also note the short- 
comings. They point out, for ex- 
ample, that “given the present 
state of the art of measuring me- 
dia audiences and media effec- 
tiveness,” cost-per-thousand com- 
parisons are useful only in “rather 
limited circumstances.” They ex- 
plain that cost-per-1,000 compu- 
tation “really affords no help at 
all in the choosing of alternative 
media because the available 
measurements are not adequate to 
discriminate between media.” 

The book is liberally illustrated 
with charts and tables and in- 
cludes an index. + 


Mother's Cake & Cookies : 
Buys ‘Vagabond’ Series 

Official Films, New York, has 
sold its “Vagabond” film series to 
the Mother’s Cake & Cookies Co., 
Oakland, Cal., for first-run syndi- 
cation in San Francisco, San Diego 
and Sacramento, through Guild, 
Bascom & Bonfigli. The company 
placed optional orders for the se- 
ries in 20 other West Coast mar- 
kets. 

Official has acquired the distri- 
bution rights to the “Rocky Jones, 
Space Ranger” series. The 39- 
episode series was filmed in se- 
quences of three half-hour shows 
with integrated story lines, ailow- 
ing for feature-length program- 


|ming as well as the 30-minute 


version. 


Edwalds Joins Oscar Katov 
Donald H. Edwalds, formerly 


with the public relations and ad- 
vertising department of Pruden- 
tial Insurance Co., Chicago, has 
joined Oscar Katov & Co., Chicago, 
as an account executive. 
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THE MAKINGS—Still lifes of the in- | 


gredients—but no ice cream— il- 
lustrate postcards to be sent to dis- 
tributors to publicize Frank G. 
Shattuck Co.’s Schrafft products. 
Seranne & Gaden, food consultant, 
planned the promotion. 


Chicago’s Loop Got 
16% of Total Sales 
in ‘54, Study Finds 


Cuicaco, June 5—Despite a 5% | 
decline in retail sales between 1948 | 


and 1954, the Chicago Loop is still 


by far the champion shopping cen- | 


ter in the retail sales division in 
this city. 

The Loop rang up a dollar vol- 
ume of $714,784,000 in 1954, or 


16% of the city’s total. Its nearest | 
competitor was the 63rd and Hal- | 
sted shopping district with total | 


sales of $92,333,000 in 1954. This 
area, although it retained its num- 
ber two position for total sales re- 
corded, declined 19% in 1954 as 
compared to its total in 1948. 

In third position was Michigan 
Ave. from North Water St. to Oak 
St. with a total of $90,586,000 in 
1954, or 2% of the city’s total retail 
sales. This shopping district boost- 
ed its sales 18% between 1948 and 
1954. 


s Of the total 79 shopping dis- 
tricts in Chicago, only eight showed 
increases of less than 5%, and the 
remainder increased their sales 
from 5% to 203%. Eleven areas 
showed increases of better than 
50%. 

These facts and others are con- 
tained in “Chicagoland’s Retail 


Market,” a new book prepared by | 


the research division of the Chi- 
cago Assn. of Commerce & Indus- 
try, and the Chicago community 
inventory of the University of Chi- 
cago. + 


Burke Dowling Adams Names 3 

Robert F. Desmond has been 
named art director of the new New 
York office of Burke Dowling 
Adams Inc. at 3 E. 54th St. Mr. 
Desmond formerly was with Wil- 
liam Esty Co. The agency also has 
named Cle Kinney an art director 
and Roy McTyre traffic manager in 
New York. Mr. Kinney formerly 
was with D’Arcy Advertising Co. 
and Biow Co. Mr. McTyre previ- 
ously was with Buchanan & Co. 


Rosen Joins Mautner as VP 

Seymour Rosen, formerly with 
Flex-Let Corp., has joined Maut- 
ner Co., New York, manufacturer 
of packaging and displays for the 
jewelry industry, as director and 
vp. Mr. Rosen will be in charge of 
advertising, merchandising and 
sales promotion. 


Barbasol Names Tirrell VP 
William UH. Tirrell, formerly 

with Erwin, Wasey & Co., has 

joined Barbasol Co., Indianapolis, 


as vp in charge of marketing and 
merchandising. 


‘Playboy’ Moves Offices 

Playboy celebrated its move to 
new quarters at 232 E. Ohio St., 
Chicago, with a housewarming, 
May 23, for advertising, media and 
entertainment people. Among the 
| features of the offices, located in a 
|remodeled four-story building, are 
sunlamps recessed into the ceiling 
|and an electrically operated bar in 
|the office of Hugh M. Hefner, edi- 
tor and publisher. 


Greason Joins Burlington Unit 

Robert L. Greason, formerly 
with American Cyanamid Co., has 
joined Burlington Shirting Fab- 
rics Co., a division of Burlington 
Industries, New York, as advertis- 
ing and sales promotion manager, 
a new position. 


| 


\Graziano Named Art Head 


Grossberg Joins Brooktield , 

Jerry Grossberg, formerly ad- | 
vertising promotion manager of | 
Women’s Wear Daily, has joined) 
Brookfield Clothes, New York, as | 
director of advertising and public 
relations. 


Robert Shattuck Promoted 
Robert Shattuck, who joined In- | 
dustrial Publishing Corp., Cleve-| 
land, in 1951, has been appointed 
director of central space sales for 
Modern Office Procedures. 


Joseph M. Graziano, formerly as- 
sociate art director of Powell, 
Schoenbrod & Hall, Chicago, has | 
been named art director of racpea 
& Holden, Chicago. 


in METROPOLITAN EL PASO 


70,900 families have an average 
income of 

$6443 
It is a swell place to do business. 


The El Paso Times 


An Independent Newspaper 


El Paso Herald-Post 


A Scripps-Howerd Newspoper 
Morning and Sunday Evening 


TWO Separate Newspapers + 33° Line BUYS BOTH! 


from 
9 to Noon 
in the 
nation’s 
Capital, 
WEC is... 
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THE NEW 

SPEAKER 

OF THE 
HOUSE! The best time to reach the keeper of the family purse- 


strings is 9 AM to Noon. In Washington, WRC is tops in this all-important time period, 
winning a 26% share of the total radio audience, 62% more than the second station.* 


Al Ross’ “‘Timekeeper” program, Gene Archer’s “Date in Washington” and NBC’s 
“Bandstand” with Bert Parks are the big attractions that win the homemaker audience. 


In Washington’s 17-radio-station market, a plurality like this, early in the day, means 
greater returns by nightfall for WRC-advertised products. WRC Radio should be speaking 
for your product now in the nation’s capital. 
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Advertising Age, June 10, 1957 
‘Business Week’ Sets vance a b&w page from $2,590 to 


. 
Second Ad Rate Boost $2,885 and later to $3,160. A four- rae hae 7 = : Diaper Industry 
Business Week, New York, which| color page will advance from $4,- i: 7 ag ae s ; 
. Sets Motivation 


has announced a rate increase | 240 to $4,705 and then to $5,100. 
scheduled for the July 6 issue, 


The circulation guarantee moves 


will introduce a second rate in-| from the present 275,000 to 300,000 a soe eon rem .. Seagram’s will 
crease with the Jan.°4, 1958, issue.|in July and with the Jan. 4 issue namie use four-color h 
The two rate increases will ad-|to 320,000. © pages in Ebony, Study, PR Pus 
un Esquire, Holiday, 
a €3 ae 8: Life, Look and PHILADELPHIA, = + age 
" . ae Newsweek in |Diaper Service Institute o 
1 SELL AIR LINE LEBRICATORS . | Bete June, July and | America, Philadelphia, and the ) 
Welter Nerris Geis ( Be sire feature? | Services, New York, have ap- 
Chicago ae. ie? 7 rR. al miniatures of pointed Gray & Rogers, Phila- 
representing — ee my ; oe delphia agency, to handle pub- 
Cc. A. NORGREN 


people and props. 


i i blicity for a 
Supplemen- lic relations and publicity fo 


Englewood, Colorado national program sponsored by 


a Ii tary ads will run both groups. 

vier m le a Jtllcagn cmon d , = : , in 137 newspa- The two associations repre- 
4 lubri f A 15 years.” f, i Sa g eee weer pers in 112 mar- | sent almost all of the commer- 

“If th ane stalite oan the ‘ Original Equipment 3 = 2 . fee, kets and in 41 | cial diaper services in the U. S. 

; ere’s one thing oe oe ” g oe liquor trade pub- | and Canada. 

Market it’s the importance of the Purchasing Agent. 


lications. Roy S. First step in the industry 
“Other fields may be different but in metalworking the Durstine Inc., |program will be a national moti- 


Purchasing Agent is a key buying influence. That's why ae Rg New York, is the pines yg 3 - 
I'm glad Norgren adve - BING F — Motivational Research, Croton, 
i} A ' 
The objective is to promote 
r wider recognition of the advan-: 
tages of the scientifically proc- 
‘'s Do-it lf Hint “Harper L. 
~ ~ Y mts Harper L. Schimpff, of Dy- 
Don Lee ” - = = Dee Wash, Washington, D. C., 
who is chairman of the Diape~ 
Service Industry Promotior 
Committee, said the psychologi- 
cal and sociological forces which 
have an effect upon women’: 
opinions, attitudes, beliefs anc 
actions will be explored ir 
depth interviews on a nation- 
wide basis. 

Through research and public 
relations, he pointed out, the in- 
dustry will be alerted to the 
most urgent needs of the mod- 
ern mother in “an ever-chang- 
ing world.” 


—“ 


s Mr. Schimpff reported that 
the scientifically processed dia- 
per is as important to infant 
health in America as pasteur- 
ized milk. However, he added, 
this is not thoroughly under- 
stood by the public. 

Part of the research will in- 
vestigate means of communicat- 
ing this and other facts about 
diaper hygiene. 

In addition to mothers, doc- 
tors, nurses, husbands and pro- 
spective grandmothers will be 
interviewed in the project. # 


St. Louis NIAA Elects 

Noble Hale, advertising man- 
ager of McQuay-Norris Mfg. 
Co., has been elected president 
of the Industrial Marketing 
Club, the St. Louis chapter of 
the National Industrial Adver- : 
tisers Assn. Other officers elec- 
ted for 1957-58 are Oakleigh R. 
French Jr., Oakleigh R. French 
& Associates, vp; James J. - 
Langan, Metal Goods Corp., 
secretary, and Don Herrman, 
of Arthur R. Mogge Inc., treas- 
urer. 


Continental Baking Moves 

és Continental Baking Co. has 
~—— moved its headquarters from 
New York to a 25-acre tract 
between Rye and Harrison, 
N. Y. Advertising, market re- 
search, sales promotion and all 
other executive departments 
and research facilities are 
housed in the two-story office 


building. 
For the U.S. Government type Mint... 


...add the 45-station Don Lee Network—the 
only radio network specifically designed to fit 
the recipe, “How to Make a Mint on the Pacific 
Coast!’ No matter what other media you use, 
Don Lee (and only Don Lee) will give you the 
broad base you need for complete coverage of 
the Pacific Coast market. 


Dominion Stores Sales Up 
Dominion Stores Ltd., with 
headquarters in Toronto, had 
sales of $270,518,579 for the 53 
weeks ended March 23, com- 
pared to $219,735,831 for the 52 
weeks ended March 17, 1956. 


To make a mint in 


S the West's two largest, most 9 Net earnings were $5,722,981, or 
DON LEE IS PACIFIC COAST RADIO § fommenssiunetwork key $3.55 a share, compared to $4,- 


% stations, KHJ and KFRC. ¢ 326,000, or $2.68 a share, for the 


Represented, naturally, by H-R Representatives, Inc. previous year. 
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0 


oless than any other fluorescent color! 


Now, for the first time, advertisers and agencies can 
use the impact of fluorescent screen color indoors. . at 


costs comparable to ordinary colors! Switzer Brothers 
new IN-DOR DAY-GLO costs 25% 
is designed specially for use on inside displays, wall 


less per gallon and 


and window banners, counter cards, price tags plus 


packaging, magazine inserts, direct mail and labels. 
Ideal, too, for short-term, high-impact outdoor use! 

IN-DOR DAY-GLO comes in the same eight bril- 
liant colors as genuine Switzer Sunbonded DAY-GLO. 
Free color guide is yours for the asking. Write Switzer 
Brothers, Inc., 4732 St. Clair Ave., Cleveland 3, Ohio. 


SPECIFY Sunbonded DAY-GLO for long-term outdoor displays « IN-DOR DAY-GLO for all other uses! 
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over-Mast Publications, he was as- 


Myles Standish, 58, sociated with MacRae’s Blue Book, 
Outdoor Advertising “ew Equipment Digest and Hen-| 


| derickson’s Directory, among oth- 
Leader, Is Dead 


| ers. He had spent most of his busi- 
PROVIDENCE, R. I., June 5—Myles | 


| ness life in the directory field. 

Standish, 58, president and treas- | Convention Book Published | 
urer of Standish-Barnes Co., vp ied . : 
of the Old Colony Advertising Co So... You're Going to Run a 
and former chairman and presi- Convention,” by Jack R. Morris, 
dent of the Outdoor Advertising gives a rundown of things to 
Assn. of America, was found dead | "lan for—end watch out Soam— 

ete a when planning a _ convention. | 


=a in his car at his home | hough written primarily for a 
A native of Providence and a —w sales convention, the 
direct lineal descendant of Capt | books hes tips adaptable to any 
* | large business gathering. It is dis- 


on lag 29 J ood a ieaae | tributed as a service by the rein- | 
B aay eee *|}surance department of Republic 


celebrated by Longfellow in his | National Life Insurance Co., Dal- 
well-known poem, Mr. Standish | },, 7 


was graduated from Brown Uni- 
versity in 1921. Following his | 

graduation, he joined his father, 2/air-TV Names Trittler | 
the late Granville S. Standish,| Oliver T. Trittler, formerly a| 
founder of the outdoor advertis- | 5@les representative for KWK-TV, 
ing companies mentioned, in an|5t- Louis, has been named as an 
advertising agency here. It was | account executive in the St. Louis | 
dissolved in 1951. office of Blair-TV, station repre- | 


Subsequently, the younger Mr. | Sentative. 


CONFIDENCE IS HIGH 


among Kansas Farm Equipment dealers for summer and fall sales: 


60% expect sales to be BETTER than 1956! 


76% report farmers’ attitudes GREATLY IMPROVED! 
Back their ENTHUSIASM with advertising in KANSAS 


FARMER .. . NOW! 


» K 


ANSAS FARMER 


STATE FARM PAPER FOR KANSAS 


83 


Standish became active in outdoor | 
advertising. The holder of a fly- | 
ing license, he used a Piper cub— 
plane to show prospective clients 
the locations and traffic flow of 
his companies’ poster sites. 

He was also president of the 
Newport Poster Advertising Co., 
president and treasurer of Eastern 
Connecticut Outdoor Advertising 
Inc., and a director of Outdoor 
Advertising Inc. and the Advertis- 
ing Council. 


HORACE T. SCHENCK 

BINGHAMTON, N. Y., June 4— 
Horace T. Schenck, 67, retired 
Binghamton advertising man, died 
May 30 in Binghamton City Hos- 
pital. He was for many years an 
executive of the Wiley B. Jones 
Advertising Agency until its dis- 
solution about four years ago. At 
that time Mr. Schenck retired. 


A 
BELA Z. REITER 

New York, June 5—Bela Z. 
Reiter, 68, who retired in 1955 as 
manager of the illustration depart- 
ment of McGraw-Hill Publishing 
Co., died yesterday at his home in 
Teaneck, N. J., following a heart 
attack. 

Mr. Reiter was born in Hungary 
and was graduated from the Uni- 
versity of Budapest with an engi- 
neering degree in 1911. Three years 
later, after having studied art in 
Rome, Munich and Paris, he came 
to the U.S. After a few years as a 
free lance artist, he joined the Mc- 
Graw-Hill organization and was 
named manager of the illustration 
department in 1943. He continued 
as a consultant after his retirement. 


WALTER JOHNSTON 


Sarasota, Fia., June 4—Walter 
B. Johnston, 70, former vp and sec- 
retary of Johnston Export Publish- 
ing Co., publisher of American Ex- 
porter and other export business 
papers, died here yesterday after a 
short illness. He had retired from 
active business in 1949. 

Mr. Johnston was a younger son 
of the late William J. Johnston, | 
who founded American Exporter 
in 1877. He was graduated from 
Columbia University in 1908 and 
joined his father’s publishing 
house, with which he was asso- 
ciated throughout his business 


vinyl upholstery. 


For Basic MATERIALS MANUFACTURERS, House 
Beautiful sells 3 markets: (1) over 700,000 Pace Setter 
families with an average income of $14,750, inctuding 
(2) 60,000 retailer subscribers and (3) furniture 
manufacturers! House Beautiful sells both sides of 


the counter! 


Manufacturers. 


says DAVID H. SIMONDS 
Director of Advertising 

BOLTA PRODUCTS, a division of 
General Tire & Rubber Company 


“...in the home furnishings field to establish itself as a 
quality product. In my dealings with furniture manu- 
facturers and buyers in the home furnishings field, it 
constantly amazes me that in many cases, House 
Beautiful is preferred over the mass-circulation pub- 
lications in the home furnishings field. 

“During our ten-year association, Boltaflex has 
experienced a phenomenal growth from an unknown 
trade name to leadership in the competitive field of 


“House Beautiful will again be an important part 
of the Boltaflex advertising plans for 1957”. 


PROOF OF ADVERTISING EFFECTIVENESS: For 
14 years in a row, House Beautiful has carried more 
pages of Household Furnishings advertising than any 
other consumer magazine. In 1956, and first half of 
1957, House Beautiful carried advertising of 35 
Basic Materials Manufacturers and 128 Furniture 


“Boltaflex leaned heavily on 
House Beautiful’s trade impact 


and editorial leadership...” 


career, with his two brothers, the 
late Edwin C. and Franklin John- 
ston. Robert H. Johnston, now 
president of the company, is the 
son of Edwin C. 


LLOYD SIMONSEN 

Curcaco, June 4—Lloyd Simon- 
sen, 70, who had been associated 
with Conover-Mast Purchasing Di- 
rectory since its inception in 1940, 
died here yesterday after a linger- 
ing illness. Mr. Simonsen was one 
of the pioneers in the modern di- 
rectory field. Before joining Con- 


For a list of these advertisers and 
a copy of Mr. Simonds’ letter, 
write Calvin C. Herge, Sales 
Manager, House Beautiful 
Magazine, 572 Madison Avenue, 


New York 22. 


*314-million readers (over 5 readers per copy} 


& HEARST MAGAZINE 


New York * Atlanta * Boston * Chicago * Cleveland * Memphis 


Miami * Los Angeles + Tyler 
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Merchandising Ideas 


e When the customers of the Phil- 
adelphia Saving Fund Society vol- 
untarily turned in their bank books 
for a new type of passbook, the 
bank felt it had struck home with 
a sound innovation. The four-color 
Scottish Tartan passbook, intro- 
duced late in 1956 to sell the bank’s | 
theme of thrift, helped to bring 
in 2,200 new accounts in the first 
few months. The new covers, 


dala 4 . 
a 


pe 


aR 


PSFS 


THE PHiLaney 
PHIA 
SAYING FUND society 


~ 


THRIFT THEME—Philadelphia Saving | 

Fund Society is using this Scottish | 

Tartan passbook to tie in with its | 
thrift theme. 


printed on Texoprint plastic print- | 
ing paper made by Kimberly- 
Clark Corp., do not exceed the 
cost of one-color cloth books, the 
company reports, and in addition | 
to selling new accounts, are more | 
durable, are conversation pieces, | 
do not curl and can be wiped clean | 
with a damp cloth. 


e Mitchell Mfg. Co., Chicago, mak- 
er of room air conditioners and de- 
humidifiers, is providing its deal- 
ers with a new retailing service 
designed to put the customer in| 
a buying frame of mind. Called 
the Mitchell Hospitality Center, 
the service is built around an auto- | 
matic electric beverage bar, which | 
individually dispenses instant serv- 
ings of coffee, tea, hot chocolate | 
and soup. The initial package also 
includes 144 servings of the bev- 
erages, 200 paper cups, 200 paper 
napkins, 24 plastic spoons, a cream- 
er and pitcher and dehydrated 
cream and sugar. The hospitality 
center, which Mitchell says would 
retail for $96.40, is free to all! 
dealers when they order a mini-| 
mum number of 1957 Mitchell 


units from their distributor. Deal- 
ers may reorder additional pack- | 
aged servings. j 

In addition, the dealer receives | 
a two-color sign to identify his 
center and 100 postcards to send | 


NEW MEDIUM—Paperlynen Co., Co- 
lumbus, O., is offering to manufac- 
turers paper sun visors like these 
for use at sports and outdoor 
events to merchandise soft drinks, 
bread or any pertinent product. 
Visors sell for less than 3¢ each. 


and “take a look at the changes 
in the new 1957 appliances now 
available in our store.” The hos- 


pitality center “enables the con-|reads: “This little fan will help | “Christmas 


| With a relaxing buying break, and 
|the dealer becomes the perfect 


| ways keep your home 
comfortable.” 


|host and a more effective sales-| 


man,” Mitchell says. 


° A folding cardboard fan im- 
|printed with a cool, blue-toned 


Admiral Corp. as a direct mailer 
to promote air conditioners. The 
| message on the back of the fan 


|e With no intention of rushing the 
| Yule season, but simply to drive 
home a_e sales. point, Ronson 
Corp. sales representatives mailed 


_ customers inviting them to come in| mountain scene is being used by |Christmas cards last month from 


the Ronson mid-year sales meeting 
in the Pocono Mountains to point 
jup the Ronson sales theme— 
is just around the 


fused customer to escape from the| to keep you cool, but an Admiral | corner.” The message on the cards 
hustle-bustle of today’s price whirl|slim line air conditioner will al- | mentioned Ronson’s “fabulous sales 


cool and, 
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and ad plans” for the fall, and 
promised full details from the sales 
representative. Ronson reports that 
the Chicago printers who produced 
the cards were somewhat upset 
about an order for a rush Christ- 
mas card in early spring. 


e A do-it-yourself sales contest 
“for all jet-propelled salesmen” 
is the focal point of the Ladies’ 
Home Journal’s “First Aid Kit” 
for appliance distributor sales and 
ad managers. The contest, entitled 
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centa,” is based on a 22x24” chart stop until you reach X Percenta.” | directly related to specific swim- from within 
depicting both the earth and the suit styles in the current line. Pert- 
: “Planet X Percenta.” Outer space e “Fit Facts for You,” a booklet |inent poetry about the Venus pro- 
: is represented as a graph on which | about effectively fitting and selling portioned, short girl, statuesque | 
| the salesmen’s progress can be|Rose Marie Reid swimsuits, has| lass, heavily hipped, bountifully | Reitzel Heads Paragon 


ship cut-outs are included to mark| their saleswomen, the booklet is|in verses like these: 


four postcard mailings also is pro- jillustrations. Figure types, fitting | sorted dimensions 
vided for sales managers to send | techniques and selling psychology 
their problems attention. cago. 


“Sales Race to the Planet X Per-, that “all eyes are on you .. . don’t, figure requirements of women are, For here is a line that’s designed | 


To fit as foundations must— 
just like your skin.” 


charted. The winner is the first) been published by the Los Angeles | bosomed and the woman who has! J. A. Reitzel, formerly president 
: man to exceed quota and thereby |swimsuit manufacturer. Available | lost track of calories is included. ‘of Dasho-Rogers, Chicago publicity 
reach “X Percenta.” Red rocket|to swimsuit retailers for use by Fitting-selling copy is presented| group, has been named to head 
Paragon Business Services, a new 
each man’s progress. Artwork for|done in verse, with cartoon-style| “How lucky these girls with as-| management, merchandising and 
public relations consulting agency | 
That Rose Marie Reid pays organized by Paragon Press, Chi-| 
|tion to other educational tv sta- 


| to the salesmen, reminding them | are discussed in poetic fashion, and 


WE’RE NOT 
| KNOCKING 


ct tcc cere Ce A AOA i 


BUT... 


We think we have something to be chesty about. 


We're not knocking the big weeklies, but—issue for 
issue, TRUE outsells LIFE or LOOK at newsstands, has 
greater dollar sales at newsstands than SATURDAY 
EVENING POST. 


TRUE'S 1957 first-quarter circulation guarantee 
was based on 1,900,000. But—the first-quarter average cir- 
culation went to an amazing 2,367,045. 


TRUE’S BONUS was a walloping 467,000 over that 
guarantee. 


TRUE'’S revenue gain for the first six months of ’57 
(over the same months of ’56) was a hefty 30%. And—the 
June TRUE is the biggest TRUE ever rolled off the presses, 
a gain for 16 months in a row! Advertising Revenue as of 
May 15, 1957 (business on the books) was greater than the 
entire total 1956 Revenue. Sixty-four (right, 64!) new adver- 
tisers stepped into TRUE during the first half of this year. 


TRUE is edited for an all-man audience (2,500,000 men) 
but women love it. And if you're a men’s-product maker— 
tell your sales story to the most prospects per dollar. 


rRUE 


America’s Largest Selling Man’s Magazine 


THE BIG WEEKLIES, 


‘Education Station 


Pays Way (Partly) by 
Sale of TV Services 


Cuicaco, June 4—WTTW, the 
educational tv station on Channel 
11 here, is now meeting more than 
half its costs from sales of its tv 
recording service—producing short 
tv announcements, closed circuit 
shows and programs for distribu- 


tions. This income is sharply re- 
ducing the station’s reliance on 
public subscription. 

Of WTTW’s current budget of 
$723,000, $411,000 is expected to 
j}come from the recording service. 
The station is still seeking con- 
tributions to the tune of $312,000— 
| $119,000 less than it did last year. 

By September the station will 
begin transmitting signals five 
| times stronger than at present. The 
| Federal Communications Commis- 
sion has granted a power boost 
ian the station’s present 56,000 
watts video and 28,000 watts audio 
| to 278,000 watts video and 141,000 
watts audio—roughly the same 
power used by the four local com- 
|mercial tv stations. + 


F rederick Borden to Join 
|Management Magazines 

| Frederick Borden will join Man- 
|agement Magazines Inc., Green- 
| wich, Conn., July 1 as managing 
| editor of Management Methods and 
|the forthcoming monthly publica- 
tion, School Management. For the 
| past four years, Mr. Borden has 
| been with Advertising Publications 
| Inc., most recently as senior asso- 
| ciate editor of Industrial Marketing 
and as editor of that magazine’s 
Annual Market Data & Directory 
Number. 


| ‘Philadelphia Bulletin’ Names 
Taylor General Manager 

Robert L. Taylor, vp and treas- 
urer of the Bulletin Co., has as- 
sumed the administrative duties of 
general manager of the Philadel- 
phia Bulletin. He succeeds the late 
Richard W. Slocum. Mr. Taylor has 
been business manager of the Bul- 
letin since 1955. Albert Spendlove, 
assistant business manager, will 
succeed Mr. Taylor as business 
manager. 


Miller Joins KTVR 

Jack Miller, formerly account 
executive with Buchanan & Co., 
Los Angeles, has been appointed 
assistant general manager of 
KTVR, Denver. 


How To Prepare 
Spot Material 
for TV 


Turn to the June issue of Advertising 
Requirements for an excellent article 
on how to prepare your spot material 
to get the maximum utilization on 
television. 

This helpful article is written es- 
pecially for AR by the director of 
radio and television of the American 
Automobile Association. 

In each issue of AR you'll find 
guidance articles written by experts 
on every phase of advertising promo- 
tion, production and merchandising. 
For AR is the only magazine that 
covers all of the things an adman 
must do except buy time or space. 

A year’s (12 issues) trial for just 
$3 is one of the best investments you 
can make in your future. Just cli 
this ad, attach a $3 check alon with 
your letterhead and mail 
you're not delighted in eve & 
with AR—your money will re- 
funded immediately. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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|of which is intended, designed or “Similarly the presentation of 
‘calculated to influence legislation.” | but one side of an issue which is 
the subject of legislation is an in- 
. In its report, the committee spec-|dication of a desire to influence 


Senate Bill 


Seeks Disclosure ified it intended the registration|rather than educate, even if the | 


/requirement to apply even where | presentation is strictly factual.” 
r ~ ’ | the request for communication is| The report insisted the com- 
of Lobb In Ads \implicit, rather than explicit. |mittee has no intention of encom- 
y g In an effort to indicate the scope passing attempts “to saturate the 
; of the registration requirement, |thinking of the community.” It 
(Continued from Page 3) 'the committee agreed that the claimed its bill is limited in scope 
reports every four months reveal-| getermination as to whether a|“to efforts made relating to pend- 


ran sources of income and expendi- | group's activities are “educational” ‘ing legislation and efforts, a 
ures. | 


| 


only or constitute a campaign to| substantial part of which are in- 
influence legislation “may at times | tended, designed or calculated to 
©" be a difficult one.” |influence legislation.” 
= — degree from the “yo It contended, however, that “the| The tests employed, the commit- 
Mt aared be Bagge go ee a fair presentation of factual mate- tee said, are similar to those pro- 
bill last ae A The comenitees _ rial, rather than mere opinion” is | posed by the Internal Revenue 
claimed any intention of regulat- a criterion of true educational|Service in determining activities 
ing “lobbying,” but it argued that matter. 


|prohibited to organizations which 
members of Congress are entitled 


® The recommendations stemmed 


“The failure to include pertinent | have tax exempt status under Sec- 
| factual material which would per-|tion 501 of the Internal Revenue 
| 

- ead m3 contilatl Ry aeemenep mit the reader or listener to reach | Code. 
view on items of ¢ seman . | independent and informed conclu- | Noting that its provision covers 
in an effort to yao tl that |sions, on the other hand, is an|only campaigns involving $50,000 
it fe interested solely in disclosure ‘indication of an intent to accom-|or more, the report argued, “The 
rather than control y the onmanities plish some purpose other than ed-|committee thus intends to cover 
suggested that the werd “lobbying” | ucation. only those large campaigns which, 
be dropped from the title of the| 


if not the subject of disclosure 
requirements, might cause the 
Congress to misgage public senti- 
ment on pending legislation.” 

|# In a summary of its position, 
| the committee said it believes pub- 
\licity is the cure for most evils 
associated with legislative activi- 
| ties. “In the language of Justice 
| Brandeis,” it said, “ ‘Sunlight is 
| said to be the best of disinfectants; 
lelectric lights the most efficient 
policeman’, ” 

As an indication of the implica- 
tions for sponsors who are re- 
quired to register, the committee 
|told how its investigation of lob- 
| bying over the natural gas bill is 
{expected to result in disallowance 
‘for tax purposes of an estimated 
| $2,000,000 which contributors 
planned to claim as deductible 
business expense. 


|s Meanwhile Sen. Estes Kefauver 
(D., Tenn.) renewed his pressure 
on the Internal Revenue Service 
| to collect “back taxes” from elec- 
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itric utilities which contribute to 
|an industry-wide institutional ad- 
vertising program. 

He noted that the Federal Pow- 
er Commission recently disallowed 
for rate base purposes the cost of 
a pamphlet, “Turn on the Light” 
which has been distributed by 
many leading utilities. 

“Since the Federal Power Com- 
mission has held these booklets 
were part of a political controversy 
in which the power companies are 
engaged and therefor are not a 
legitimate charge against rate 
payers,” the senator wrote, “it 
| would follow that they would not 
be legitimate deductions for tax 
| purposes.” 

His letter recalled that in March 
_he had called the Internal Revenue 
| Service’s attention to electric com- 
/pany ads attacking public power. 


|= Noting that FPC figures show 
\Class A and B utilities (about 
| 98% of the total) spent $114,847,- 
| 435 for advertising and promotion 
jin 1955, he said in the light of the 


registration law, to avoid any im- | 
plication that there is anything 
reprehensible about the people or 
organizations that are required to | 
register. As a new title, its bill, 
S. 2191, is referred to as the Leg- 
islative Activities Disclosure Act. | 


® In addition to Sens. McClel- 
lan and Bridges, who served as | 
chairman and vice-chairman, re- | 


The Sunday Picture Magazine 


Performance 


spectively, the committee report is 
signed by Sens. Albert Gore (D., 
Tenn.), Clinton Anderson (D., 
N.M.), John Kennedy (D., Mass.), 
Edward Thye (R., Minn.), William 
Purtell (R., Conn.) and Barry 
Goldwater (R., Ariz.). 

Its report argued that members 
of Congress frequently are unable 
to evaluate the actual degree of 
public support behind a proposal. 

“If a member of Congress re- 
ceives several hundred authentic 
letters or wires opposing a partic- 
ular bill, he knows that those writ- 
ing were sufficiently interested to 
communicate with him, and this 
indicates opinion on the part of 
some of the people he is trying to 
represent,” the report said. 


® “But what of those who favored 
the bill? If the interest of the 
opponents has been aroused by the 
expenditure of large sums of mon- 
ey for newspaper, radio and tele- 
vision advertisements, which im- 
pliedly seek ‘a letter to your) 
congressman,’ if no similar appeal 
has been made to the other side | 
of the legislative issue, and if he 
knows of the expenditure for the 
advertising, the congressman can 
better evaluate the true feeling of 


Parade 


EASTER PARADE HAT by Sally Viewor 


When is « man's job 
harder than his wife's? 


ALSO Christ's Passion in fuil 
color Hollywood may want YOU 
Budget vacation in Spain 


“oom? 


his constituency. 

“Similarly it is helpful to Con- 
gress to know of the existence of 
widespread public relations cam- 
paigns which are calculated to pro- 
duce direct communications, but 
do not specifically call for such 
communications.” 


Again—for the fifth consecutive year— 


The bill specifies that registra- 
tion is required of “any person 
who has made expenditures ex- 
ceeding $50,000 in the aggregate 
within the preceding 12 months in 
presenting a program addressed 
to the public, a substantial portion 


1 WHO? 
if, ‘ 


...who else but Kileen offers 
you under one roof complete 
art, lettering, photography 
processing services for all your 
clients’ TV spots, slides, visual 
sales and training films. Priced 
right —no goofs—wunbelievable | 
delivery ! 
FREE Kileen “Kutie of the | 


Month” plus “Foto-Facts” from 
mid-America’s fastest moving... 


’ 


Dept. 10) 


anh. ttlece, omnes 


PARADE’S six-month figures show an 


all-time high in advertising pages. 


FOOD and DRUG Advertisers! ... Write to PARADE for a small book about LINDA, our most frequent female—bringing 
you useful facts on what she reads and why she buys. . . . Address PARADE, Dept. HS-A, 285 Madison Ave., N. Y. 
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power commission ruling, “It par 
would seem to me quite clear that | De tment Store Sales... 


the major portion of the advertis- . 7 

ing program of the power compa- | S ] R 1% J l W k 
nies should be taxable and that | a es IS€ In une ce 
Internal Revenue should begin the 
process of collecting past payments 


Department Store 


Sales Barometer 


WaAsHINGTON, June 6—Depart- % Change from "56 


“ Week Ended 
due. ment store sales during the week | pegerai Reserve =~ ie ' Change from 1956 
“It seems to me quite clear that ending June 1 were 1% ahead of | pistrict, Area, and City 18 25 | 
the entire program is designed to sales for the same week of 1956,| UNITED STATES ................... om a 
attack public power and cae | the Federal Reserve Board report- —— > les bones * oe Sa Week Ended 
. ; . ©,\ed today. For the four weeks to| » “\ropolitan “Are a > * (e) 
in the words of FPC, is a matter Boston... Soom +4 4\— June 1, ‘57 
of publi li t be d . that date there was no change and | Downtown Boston +3 —7| 
public policy to be determined | for the year to date sales were 2% | | Suburban Boston > S som 
by Congress and is a litical 7 a Cambridge 6 6 
controversy po ahead of a year ago. — is = 10) ; = 
“ : : e . | oi + 8 + 1) an. ‘ 5 to 
P This, as a matter of fact, is the | » Five of the 12 FRB districts re- sian +6 —4 § June l, ‘57 #2% 
a men pee of the companies’ | ported sales running behind last| ities ékeee 
am” ion of the advertising year. These were Boston (1%); seen ms ee — i a 3) 
which was published by their) Cleveland (4%); St Louis (9%),| New York District... +3 441 
agency, and in which they claim) and Minneapolis (5%). Kansas, Metropolitan Areas | Philadelphia .......... Ae oe 
credit for changing public opinion |City and Dallas reported no| Ruffalo os ’ ROODIRG ann $Y + 6 
on this over-all policy question by | change. The remaining districts re-| Now Jersey... +6 + 2 7% Fees - 
their advertising.” # _ ported gains: New York, 4%; Phil- eat a ‘8 —8) Cleveland District ......... — a? ae 
| adelphia, 5%; Richmond, 5%; At- a ae oe a —4| Metropolitan Areas 
’ ‘ : , h a a 
Olsson Joins ‘Time’ in L. A. __ |lanta, 7%; San Francisco, 4%. meng a <2 4 i. =e 3s 
Robert M. Olsson, formerly with| Detailed figures for sales in these | Metropolitan Areas | CGameineets . Hy ee 
Pan American Airways, has| districts will be available early ny me ce soos —s : 4 — - : —7 
iol 2 > 36 x P . of > soeeee _ olumbus ........... —_ | 
along Los Angeles sales staff SS ee be the prev ious | Trenton wees Eee OS eee: Re 
, own as follows: | Lancaster pierre P= Ge Bl TRI atic rstinsttrwincions —12 —8 


is the payoff 


JANUARY—JUNE 1952-57 
Advertising 
Pages 


1952 1963 1954 19565 1966 1987 


87 
a ae —2 —3 
Wheeling-Steubenville . —5 —2 
Richmond District ....... —2 +8 
Metropolitan Areas 
Washington 2.0... . m3 +3 
Downtown Washington. r—8 —5 
ee Ce a 
Downtown Baltimore ... r—12 —10 
en r-—5 —4 
Atlanta District ...................... el. ee 
Metropolitan Areas 
Birmingham .................... +3 +4 
Jacksonville .. —6 +9 
Miami ........... +11 +17 
Miami City . —1 +3 
Atlanta r—6-—7 
Augusta ....... r—15 —6 
New Orleans nti +2-—2 
Knoxville ...... aienpaneceh —8 ° 
Nashville .... 0 +6 
City 
5 gt ERS +14 
Chicage District ................ —3 —t1 
Metropolitan Areas 
0 EE eer —2 —1 
Indianapolis .. —4-—2 
Detroit ............ —10 —32 
Milwaukee ........ —3 4 
St. Louis District —2?2 —S5 
Metropolitan Areas 
I Raa +3 —3 
8 ee —l —6 
St. Louis .... —i—-—7 
Memphis ............... ainsi +3 —1 
Minneapolis District ...... —% +1 
Mpls.-St. Paul ........ — 4 +1 
Mpls. and Suburbs — 5 +2 
BE, DOG ccrmsnestnnniiens —2 —S5 
Cities 
Duluth-Superior _....... +2 +1 
Kansas City District —-6 —I1 
Metropolitan Areas 
| Denver 0 
Topeka —8 
Wichita —3 
St. Joseph ... aod — 5 
Albuquerque ....... : —3 4+ 3 
Oklahoma City . —7T—_—3 
| Tulsa scniinatehniinsienmeenstiet —¢é6 —9 
Cities 
BE anannatniaignes r-—1-—8 
Kansas City ....... . —2 12 
Dallas District ........... ; —? 0 
Metropolitan Areas 
yxy —3 —6 
El Paso ........... +3 +17 
| RK +4 —10 
OO aS ae +1 
San Antonio ................. —2 +19 

| San Francisco District ........ m3 —5 

| Metropolitan Areas 

! Los Angeles- 

Cette RR nicer —2 —10 
Downtown Los Angeles +1 —13 
Westside Los Angeles. —3 —10 

SACTAMENO ......0ccccccceecees somes * +40 

| GI cocieinsintideenicna +1 411 

San Francisco-Oakland .. —6 44 
San Francisco City ....... — 3 +4 
a a 
Portland ........ +2 —12 
Salt Lake City —13 —8 
| Seattle .. —3 —S5 

Spokane —2 —7% 

| Tacoma ......... +S —12 

| r-—Revised. 


*—Data not available. 


FCC Agrees to WMGM Test 
The Federal Communications 
Commission has granted permission 
to WMGM, New York, to test and 
introduce a new system of broad- 
casting which aims at greater fidel- 
ity with average price radio sets. 
The system, developed by the Kahn 
Research Laboratories, is said to 
reduce the effects of interference 
and fading without any adaptation 
of the normal radio receiver. 
/WMGM is testing the new trans- 
mission system on weekdays from 
|5 to 6 p.m. 
Weed Adds Two Stations 
| Weed & Co. has been named na- 
tional representative for KATR, 
Corpus Christi, Tex., and WDOK, 
Cleveland. Branham Co. formerly 
|handled KATR. H-R Representa- 
| tives formerly handled WDOK. 


A 20 ibs. Food Crusade 
package will be sent in 
your name to a hungry 
family in one of 19 coun- 
tries of Evrope and Asia. 


Send 1.00 to 
CARE CHICAGO 
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June Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


r Pages ~ ¢ Lines —, 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May 
1957 1956 1957 1956 1957 1956 1957 1956 

(May) Weeklies, Bi-Weeklies, Semi-Monthlies 
Bene 16.1 13.5 88.3 87.4 6,762 5,670 37,090 36,716 
NS. cee eacatinke 89.5 92.0 349.2 388.8 38,395 39,467 149,789 166,804 
En re. fick akeennce heen 25.7 23.9 139.0 157.9 25,664 23,861 138,951 157,881 
SG ic: sng ataesakans 425.0 460.7 1,863.0 1,953.2 000 313,298 1,266,844 1,328,192 
OS RR HTT ET 177.4 =187.2 723.9 626.7 120,639 127,310 492,245 426,129 
New Yorker ..........-c00e- 434.1 438.1 1.8746 1,950.7 186,216 187,925 804,189 836,844 
EE oo. anne nnctedncein 305.5 302.6 1,407.1 1,360.0 128,310 127,092 590,982 571,200 
Presbyterian Life ............ 15.0 11.0 54.0 69.0 6,288 4,651 22,692 28,995 
The Reporter .............. 12.3 14.0 72.7 87.5 5,203 5,906 30,551 36,765 
Saturday Evening Post ...... 334.2 367.6 1,448.9 1,555.9 227,264 249,962 985,263 1,058,024 
Saturday Review ........... 84.1 85.7 386.4 392.8 35,323 31,994 234,824 164,976 
Sporting News .............- 29.2 27.1 134.9 117.8 31,699 29,412 146,332 127,859 
Sports Illustrated .......... 205.3 125.5 679.3 466.7 88,055 53,930 291,326 200,167 
Time Magazine ............. 310.3 336.0 1,451.3 1,558.0 130,366 141,033 609,524 654,310 
Ec naaweketaceaass 48.4 35.8 2345 150.5 8,811 6,505 42,671 27,374 
{U.S. News & World Report . 327.4 271.2 1,380.6 1,337.7 137,514 113,912 579,864 561,838 
EP Por 7e595 DioirsS i277 W206 [465509 L461 928 6425137 6.384.074 


+ Two issues in May 1957; three issues in May 1956. { Five issues in May 1957; 


four issues in May 1956. 


———— Lines . 
June dune Jan.-June Jan.-June June June Jan. -June Jan. -June 
1957 1956 1957 1956 1957 1956 1957 1956 
Women’s 
§Bride’s Magazine .......... — —— 349.6 312.2 220,947 197,329 
Everywoman’s Magazine ...... 20.8 29.2 128.7 199.0 8,902 12,547 55,188 85,410 
GT MINED ecavotoensecns 46.0 51.7 275.8 344.7 19,734 22,179 118,318 147,876 
Good Housekeeping .......... 127.4 114.0 754.4 763.2 54,641 48,903 323,635 327,400 
Ladies’ Home Journal ......... 115.5 92.7 675.9 622.8 78,520 63,021 459,641 423,532 
BE bc cccceccccccceces 85.0 69.4 549.7 460.7 57,783 47,186 373,829 313,274 
+Parents’ Magazine ......... 57.1 50.6 370.2 330.3 24,579 21,756 159,387 142,095 
te la kn 6 te 88.7 94.4 655.9 669.7 60,318 64,222 446,001 455,414 
Western Family: 
Southwest Edition ........ 21.0 19.7 126.9 149.4 9,008 8,436 54,419 64,048 
Mountain Edition one’ 18.7 16.6 116.6 135.2 8,058 7,115 50,022 58,017 
ZtNorthwest Edition ...... 19.3 18.9 122.4 148.1 8,273 8,115 52,540 63,546 
ztNo. Calif. Edition ...... 20.1 16.9 121.4 141.3 8,607 7,264 52,099 644 
MR vacascccocenys ~¥4 43.0 a. 297.0 13,906 18,435 96,361 127,430 
The Workbasket ............ 17.7 191.3 4,399 3,479 43,587 37,512 
TH GHD ccceccocnsess + ; 68 F, at 1 2764.9 ~ 356,728 310,164 2,505,974 2,321,320 


§ Published quarterly in January, April, July and October. ¢ Includes Shopping Soout Section linage. 


General 


# Not included in totals. 


EE cb woctent edd 46.2 43.1 180.9 189.0 19,389 18,107 75,930 79,360 
American Forests .......... 16.8 14.7 99.7 110.0 7,056 6,160 41,874 46,186 
American Legion ............ 15.1 19.7 95.2 112.7 6,351 8,264 39,977 47,328 
RE Gt See 62.1 59.8 371.9 359.3 18,265 17,566 109,331 105,583 
rere 19.3 14.6 122.4 115.5 8,290 6,278 52,516 49,533 
SD 2ckdskeedsyiecsesuss 28.3 26.6 197.5 199.2 11,914 11,187 82,963 83,671 
Christian Herald ............ 22.0 22.6 231.2 222.6 9,463 9,738 99,172 95,504 
Ry: 36.5 20.0 238.0 159.0 6,570 3,600 42,840 28,620 
ED viccdecscecssces 17.4 20.1 142.5 123.8 7,485 8,637 61,111 53,103 
SE CED” weccccoceces 7.6 7.2 52.3 52.7 3,206 3,016 21,957 22,140 
SE | sithieaenetanevs 6vee 7L6 75.9 121.7 127.4 48,735 51,665 82,817 86,676 
PD wsnteedsetcs 14.8 11.3 80.9 82.5 6,367 4,856 34,699 35,398 
| Se 91.6 92.7 396.0 416.5 62,301 63,009 269,015 282,916 
SEED, 925 60}600660600000 13.9 16.3 100.4 104.6 9,597 11,262 69,125 72,018 
DET -csceccedineeeonves 16.1 23.8 119.9 161.5 6,762 10,017 50,358 67,914 
i Coscasansbabnessess 26.0 25.0 169.0 169.0 10,795 10,399 70,928 70,936 
Grade Teacher .......... 14.5 11.0 211.6 189.3 6,393 4,828 93,295 83,496 
Harper's Magazine .......... 29.2 26.5 203.4 207.2 12,274 11,143 85,442 87,035 
PY Deidt ahweeees 110.6 86.0 596.1 503.4 75,178 58,412 405,316 342, 
Improvement Era ........ 35.2 34.6 164.1 154.4 14,772 14,540 64,836 68,934 
ee 21.2 22.4 177.1 169.8 14,528 15,322 121,317 116,216 
is knee beeen bee 127.4 126.7 933.6 895.5 74,933 74,480 548,685 526,548 
National Geographic ......... 44.0 41.3 303.5 276.4 10,421 9,781 72,421 65,560 
RT cee vatva ase ééeees 8.9 21 66.2 98 3,724 903 27,797 4,158 
3 Popular Photography Jabune 74.8 83.8 473.9 502.3 30,869 35,175 197,649 210,986 
i ear 59.0 35.0 278.0 190.0 10,738 6,370 50,596 34,580 
NE REE 12.6 8.7 76.0 53.0 5,384 3,712 32,615 22,526 
Sr 33.7 22.8 186.6 157.1 14,463 9,796 80,050 67,383 
rT 7.3 7.7 68.6 46.9 3,051 3,232 28,826 19,680 
i siecb teases bbaewensée 12.9 13.9 41.9 38.0 5,525 9,325 18,005 25,540 
SS i cicebiekeatess 9.5 a 60.0 od 4,078 25,056 
Town & Country ..... 49.1 46.3 360.0 358.5 31,083 29,255 227,508 226,612 
re 41.3 30.5 186.1 162.5 17,717 13,077 79,849 69,723 
DEN 3. de pavaecetevadee 112.2 106.5 779.7 761.4 65,974 62,622 458,464 447,703 
Total Group ........ .... [55 Tiers F301 “Sea0S “S010 570559 B5i7e78 3,409,384 
+ Published bi-monthly; figures shown are for May-June issue. Not included in totals. ¢t Formerly Christian Advocate 
(weekly); changed to Together (monthly) in October 1956. Changed from a 414-line page to a 429-line page in May 1957. 
2 Not included in totals. 
Home 
American Home ........ 60.8 69.2 413.7 473.5 38,391 43,722 261,467 299,223 
Better Homes & Gardens ..... 127.0 147.0 852.0 923.0 80,384 92,978 538,819 583,228 
Se GE ccesecccctese 50.5 52.6 347.2 374.4 21,205 22,076 145,824 157,245 
House & Garden ............ 56.7 74.7 460.4 487.3 35,855 47,182 290,945 307,970 
House Beautiful ............. 105.7 121.8 651.3 700.7 66,804 76,998 411,595 442,856 
EEE ea scvcccecccccece 40.2 38.9 235.4 264.3 18,138 16,668 106,862 113,385 
Living for Young Homemakers 70.9 68.5 431.9 475.1 44,787 43,318 272,938 300,317 
Popular Gardening .......... 42.6 45.1 312.6 308.4 17,873 18,926 131,308 129,517 
Sunset Magazine ............ 14416 8 173.6 797.4 917.0 59,499 72,919 334,973 385,848 
 , oa “$96.0 ~ 7914 GSOL9 “49237 “382936 “4 2,494,731 ~2.719,589 
Fashion 
has 50318 ¥aaes 00% 67.1 66.7 588.6 613.6 28,769 28,623 252,530 263,215 
SE Dead dccenwscectes 55.5 57.5 534.3 561.3 23,829 24,672 229,216 240,811 
Harper's Bazaar 52.4 46.5 548.3 567.2 33,145 29,425 346,518 358,485 
Mademoiselle ........... 59.3 51.0 496.9 567.9 25,446 21,879 213,132 243,640 
a 60.7 47.7 861.4 782.1 38,337 30,167 544,374 494,263 
a eee “3550 ~ 2654 FOI “TFOHZT “i49526 “34,766 1585.770 1.000.414 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances 378 33.6 188.6 179.1 16,203 14,417 80,917 76,850 
Modern Screen ..... 31.7 34.1 154.9 174.4 13,589 14,638 66,476 74,831 
Screen Stories ......... 23.9 27.7 118.6 138.7 10,265 11,901 50,921 59,531 
Fawcett Women’s Group: 
Motion Picture ........ 19.8 17.5 104.4 92.8 8,475 7,503 44,768 39,804 
True Confessions ........ , 31.0 23.5 149.9 119.5 13,288 10,074 64,306 51,262 
Hillman Romance Group .... 0.6 0.8 11.0 11.9 266 370 4,805 5,172 
Hillman Women's Group ...... 18.0 17.2 122.4 101.7 7,753 7,400 52,639 43,755 
Ideal Women’s Group: 
Intimate Story ........... 124 15.8 103.9 108.3 5,302 6,780 44,546 46,442 
SE MN catsaneces sees 15.5 21.2 123.5 118.7 6.659 9,085 52,972 50,899 
Movie Star Parade ........ 15.5 21.2 121.3 118.7 6.659 9,085 52,041 50,973 
Personal Romances ........ 12.1 16.2 103.2 107.9 5,204 6,934 44,306 46,267 
We Se bose nscccecs 11.2 15.4 99.5 91.3 4,802 6,596 42,690 39,157 
Secrets Romance Group 
Revealing Romances ... “44 144 107.3 97.5 6,172 6,197 46,033 41,934 


| 


| 


Pages , Lines —_— 
June June Jan.-June Jan.-June June June Jan. -June Jan. -June 

1957 1956 1957 1956 1957 1956 1957 1956 
§Confidential Confessions ... 144 145 58.6 51.5 6,179 6,218 25,129 22,110 
Ss. 00 Cec ncacvavecens 14.4 14.7 108.4 100.4 6,192 6,294 46,538 42,074 
| Ge OED coccnseceencces 13.4 116 42.7 35.4 5,768 4,993 18,338 15,177 

True Story Women's Group: 

ES a 41.2 46.6 223.1 237.5 17,660 19,984 95,717 101,874 
True Love Stories ......... 16.8 25.6 101.3 Mw411 7,198 10,980 43,478 60,530 
True Experience .......... 16.6 25.7 102.0 141.5 7,121 11,029 43,742 60,706 
True Romance ............ 15.8 26.1 100.4 14L4 6,760 11,188 43,063 60,663 
WE Oae accaceidece 73.3 71.3 390.9 363.3 31,462 30,603 167,717 155,844 
TV-Radio Mirror ......... 14,3 25.4 87.1 134.7 6,156 10,884 37,378 57,781 
i... Seen “Hal ~ S201 27230 “Tew “iss iss “W30es Tiess20 1203636 


NOTE: Figures for each publication in the Dell, 


Fawcett, 


Ideal and True Story groups include all advertising carried 


by the group as a whole PLUS additional advertising carried by each individual publication. § Published bi-monthly; 


figures shown are for June-July publication. 


SBusiness (June) 


+t Published bi-monthly; figures shown are for June publication. 


tDun'’s Review & Modern Industry 102.8 76.0 499.8 449.3 43,197 46,794 209,929 276,761 
POPS ccvescscccccccccens 216.5 192.0 1,128.2 1,018.0 136,828 121,344 713,054 643,376 
Nation's Business ........... 51.3 45.3 338.4 285.3 22,139 19,445 145,499 122.623 
I GD hav cs cxczecds 370.6 ~ 3133 19664 “1,752.6 202,164 “187,583. 1,008,482 1,042,700 
¢ Pages , ¢ Lines amy 
May May Jan.-May Jan.-May May May Jan.-May Jan. -May 

1957 1956 1957 1956 1957 1956 1957 1956 
Business (May) - 
INT les a cheeeedeccsraces 88.5 68.7 427.8 428.2 58,041 45,052 280,648 280,909 
Business Week ...........55. 537.0 519.9 2,576.8 2,393.7 225,527 218.345 1,082,243 1,005,354 
Financial World ............ 57.7 49.3 285.0 402.8 24,250 20,690 119,700 129,142 
FEUD: GabWhWadeccinescnnna 79.5 72.0 379.5 347.1 33,395 30,219 159,362 145,749 
WL EE ccacocsvascas “762.7 709.9 3669.1 “3471.8 341,212 314,306 1,641,953 1,561,154 


§ Because current month linage figures for several publications are not yet available this group is broken into a June 
section and a May section. ¢ Changed from a 616-line page to a 420-line page in Nov. 1956. 


Magazine Linage Trend 


Figures in thousands 


1957 


GENERAL 
WUNE[598 


MAY|724 


J 


1956 


JUNE 


BUSINESS 
1957 


MAY[341 | 
ape[56) 


1956 


1957 


HOME 


JUNE 


- Pages r Lines 
June June Jan.-June Jan.-June June dune Jan. -June dan. -June 
1957 1956 1957 1956 1957 1956 1957 1956 
Youth 
SD GE occ cotpedesecs 19.6 171 177.7 147.8 8,412 7,335 76,219 63,400 
Pe Se 6éced0ésegsoeu0ee 33.2 29.9 173.8 170.9 22,542 20,300 118,210 116,149 
ED « is nh Che add neoa d % 3.2 ll 7.9 115 1,383 466 3,410 4,919 
7Scholastic Magazines ........ — — 216.5 200.5 a ee 90,841 84,266 
Scholastic Rote .......... ae — 36.2 33.1 a 31,763 29,034 
Total Group ............ 56.0 1 $12.1 563.8 32,337 28.101 320,443 297,768 
t Not published in June. 
Outdoor & Sport 
American Rifleman .......... 49.4 55.3 287.2 330.5 21,201 23,713 123,208 141,777 
Field & Stream ............ 63.6 744 450.7 465.3 27,290 31,939 193,343 199,603 
Fur-Fish-Game ............ 16.5 17.9 114.46 117.7 7,079 7,694 49,109 50,503 
a er oe 27.2 31.2 148.2 15L5 12,669 13,376 64,565 64,996 
i Ot srecdeesediabes 72.3 70.8 462.3 462.4 31,023 30,369 198,318 198,367 
MD dustenedkeassdes 64.1 66.4 396.7 401.4 27,507 28,467 170,184 172,191 
gg eee 23.1 ~ 316.0 1,859.7 “19288 “126769 “135.513 798,727 769,437 
Mechanics & Science 
Mechanix Illustrated ........ 59.0 57.6 433.5 416.3 13,213 12,892 97,124 93,261 
Popular Electronics ....... 58.9 44.7 366.9 279.7 24,738 18,766 154,094 117,522 
Popular Mechanics ........... 102.4 1144 742.2 855.8 22,932 25,634 166,251 191,716 
Popular Science ............ 89.7 107.5 688.9 789.6 20,081 24,080 154,322 176,881 
tScience & Mechanics .... 72.0 79.5 277.5 296.0 16,131 17,856 62,156 66,340 
Pees GOOD ke ccnscdsines 323.1 359.0 2,142.1 2,357.7 72,357 80,462 279,853 528,198 
+ Published bi-monthiy; figures shown are for May -June issue. 3 Not included in totals 
Detective & Fiction 
 scececussabeneedaes 9.6 114 83.4 84.5 4,107 4,878 35,783 36.290 
Deli Men's Group ...... 8.3 10.8 61.9 73.2 3,564 4,623 26.552 31,417 
Thrilling Fiction Group ...... 75 5.5 47.9 42.8 1,674 1,238 10,729 9,597 
Total Group ........ 25.4 27.7 193.2 200.5 9,345 10,739 73,064 77,304 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers.) 
tThe American Weekly ...... 84.6 56.4 378.0 349.1 71,912 47,968 321,502 296,746 
tFamily Weekly ........ 62.3 28.9 282.5 176.3 53,080 24,569 240.154 149,840 
SED ova n0ssscd0eeeeds 85.7 61.6 439.8 406.6 72,820 52,423 373,806 348,581 
tThis Week Magazine ......... 99.1 77.7 540.4 494.1 84,201 66,033 459.332 420,020 
Pee DUD cc tcceedisss “S317 224.6 1,650.) 1,426.1 282.013 190,993 1,394,594 1,215,187 
t Four issues in June 1956; five issues in June 1957. 
r Pages r Lines 
May May Jan.-May Jan.-May May May dan. -May Jan.-May 
1957 1956 1957 1956 1957 1956 1957 1956 
Newspaper Sections (II) (May) 
(All other newspaper sections and comics) 
HChicago Tribune Magazine .. 149.8 139.0 659.4 690.6 127,298 118,158 560,524 587,026 
First 3 Markets Group 50.9 49.5 248.4 255.9 43,308 42,075 211,183 217,558 
New York Times Magazine .. 238.2 260.2 1,240.6 1,331.5 202,443 221,189 1,054,529 1,131,801 
Total Group ............ 4389 448.7 21484 “22780 373,049 “381,422 T8202 1,936, 38 


Not included in totals as it also is a member of First 3 Markets Group. 
(Continued on Page 90) 
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Advertising Age, June 10, 1957 


+ Pages r Lines - Pages , Lines ‘ 
dune Jan.-June Jan.-June June June Jan.-June dan. -June June dune Jan.-June Jan.-June June June dan. -June dan. -June 
1957 1956 1957 1956 1957 1956 | 1957 1956 1957 1956 1957 1956 1957 1956 
Comics Magazines | Game IE 98 BS 89 aioe aS) Tams 606 
American Comics Grove Shei 7.0 7.0 42.0 42.0 2,646 2,646 15,876 3 eee 725 85.5 sae ane 13.188 4 7.68 a7? 
ational Comics Group: GRO RRESEE 51.5 50.5 . . y Y ; 
ll me ROCCE 5.3 7.7 40.1 35.4 2,015 2,929 15,188 13,354 | ruaish Se a is dag o's pal 16.0 20.0 97.0 118.0 2,976 3,720 18,042 21,878 
STEN Gaicaes ts csdees 5.3 8.2 37.1 37.3 2,015 3,118 14,089 Jie Sa reeRRRegi se 108.5 104.0 5965 1,019.0 18,987 18,375 104,387 80,062 
\ - re 17.6 22.9 Ti9.2 114.7 6.615 8,693 45,153 43,339 — Se =. 94 74 — wae B+ -4 yaad on 
| Ps. tices nde ee ceee \ ' d r ’ y . 
Canadian National Weekend Newspapers (Rotogravure Linage) | German Swiss... sees 28.0 20.0 187.0 198.5 5038 15036 25,574 28.847 
| EE = 82.7 964 390.2 418.7 82,741 96,440 390,235 418,737 | — Mende labie s 51.0 370 307.0 2110 9. 6.734 55,874 38.402 
EE er dens cas uae 810 801 3678 376.8 81,042 80,164 367,807 376,795 Seles ..........cccceeee SCS tiaCiS Ca tCSNS 86.688 75,766 
Step Westy .cccccccccccss 109.4 91.0 428.5 362.6 95,731 86,486 375,279 344,965 SE RII 42.0 34.0 228.0 211.0 7,056 5,712 38,304 35,445 
Weekend Magazine .......... 116.9 107.7 637.8 578.9 113,964 104,994 621,897 564,511 iW) .......:.:. =< 2 78.0 1905 7,644 14,196 34.671 
ee ee “300 “S752 T8243 L7370 “S75a7e “Fee 084 T755.236 L705.008 I ie acy o's 6 ca 515 61.0 2765 348.5 9,373 11,102 52,689 63,497 
t Four issues in June 1956; five issues in June 1957. ¢ Changed from a 950-line page to a 875-line page in Nov. {Military Overseas ........ 7200 — 177.0 — 8,554 32,214 
1956; figures shown are for May 1957 and May 1956. New Zealand ............ 28.0 255 179.9 1548 5,096 4,641 32,578 28,165 
a ere age 57.0 40.0 227.5 233.0 9,690 6,800 38,675 37,610 
Canadian 5 QAI Red iude vs cnad 75.5 885 4180 4765 13,212 15,487 73,149 83,387 
Canadian Home Journal ...... 357 425 2129 234.8 24,303 28,914 144,766 159,664 South African ............ 78.5 87.0 4810 511.0 14,051 15,573 86,009 84,357 
| Southern Hemisphere ...... 325 38.0 1890 217.0 5,915 6,916 34,398 39,494 
ae candies... = Ss ms ms mee ee eee RE oceme ...........00005 345 50.5 20852795 = 6.417. 6.417 38,781 49,011 
ER, 5 seacea ss uneiet . Y i . . t Y 172,506 
‘noe EM Ears: © 39.5 44.5 196.4 198.2 16,894 19,091 84,236 85,006 WOE GOED nce ccccsnccee 04464 T4953 T5625 “85823 “261,255 “252021 1443132 Taso ice 
EP SBESR ER PRIS 105.4 1065 5935 5695 71,657 72,389 403,559 387.249 
UE 6 etc ase nade 64 37.0 40.7 223.2 240.7 25,177 27,731 151,782 163,700 | ¢ Lines 
Reader's Digest: | May May Jan.-May Jan.-May May May dan.-May dan.-May 
English Edition .......... 918 95.0 489.0 509.3 698 17,290 87,132 92,644 1957 1956 1 1957 1 1957 1956 
French Edition ..........- 89.3 sa =e - ° moe 17,881 90,772 98,095 M 
R Moderne ........-655- 24.7 ‘ 5 . 16,682 99,128 90,453 | 
pom Populaire ............ 16.0 33 189 192.3 11,267 16,645 83,371 106.577 | a ) 
re ass steam 296 46. ; 6.2 20,712 32,130 114,714 =—-:158,294 eae: 
ad a <: :,. onal 288 45.5 142.0 2007 095 «9.145 59.780 98.663 English Edition ......... G81 643 3323 3201 46,325 43,775 226,015 217,685 
es ..... cokes 198.3 2383 7783 981.0 983.300 100.100 326,900 412.020 | , Seanish SY asia e’ 595 68.9 3178 316.1 40,460 46,835 216,070 214,965 
[—. “a... —_—_ — sweek: 
Total Group .....-...--. 7909 “S21 40816 “SS2E0 “37968S “440486 ZOOETIO T208582 | European Edition ......... 686 313.8 52.0 251.0 28,805 21,840 131,810 105,420 
t Figures shown are for May 1957 and May 1956. Pacific Edition ........... 762 528 3215 1802 31,990 22150 135,030 75,670 
i as cas ¥ 37.2 39.5 2068 2517 15.610 16,590 86,870 105,700 
Foreign’ (June) Time-Atlantic ............. 1066.9 98.7 5098 4375 44,905 41475 214130 183,750 
Popular Mechanics: Time-Latin American ........ 11006 955 507.3 4495 46,445 40,110 213,080 188,790 
Mecanica Popular (Spanish) 311 275 1758 150.3 6,961 6.160 39,380 33,672 | Time-Pacifie ............... 83.8 86.5 4123 405.4 35,210 36,330 173,180 170,275 
Mecanique Populaire (French) 27.8 30.8 162.0 167.0 6,216 6,888 36,288 37,408 Vision: 
Popular Mekanik (Swedish) 8.0 6.0 53.8 16.0 1,792 1,344 12,059 3,584 Visao (Portuguese) .......... 109.0 88.8 489.3 397.8 45,780 37,310 205,520 167,090 
$Populaer Mekanik (Danish) 5.5 8.0 39.3 18.0 1,232 1,792 8,799 4,032 = _——, ten teeeenees 4 = 74 4 — = a — 
Reader's Digest: ision | eer . : . ’ ’ , 
So 36.0 54.0 204.0 315.0 5,940 8,910 33,492 51,776 Rh. Seer 803.3 “S86 SHIT BRE BOS Bos. LMa7Tes 557655 
ees baud encetes 54.5 52.5 267.5 252.5 9,919 9,555 48,685 45,955  § Because current month linage figures for several publications are not yet available this group is broken inte a 
Austrian ‘sanmen 58.0 60.0 323.0 311.0 10,556 10,920 58,689 57,922 June section and a May section. + Not included in totals; cumulative totals for 1956 are for May-June only. ¢ Figures 
SE ci big senceense 42.5 69.0 285.8 366.8 7,735 12,558 51,908 66,749 | for 1956 are average of linage carried in French Paris and French Provincial editions. ¢ Formerly Japanese Troop edition. 
Emerson Agrees to FTC Order | prevents the use of the term “tran- | Mann-Ellis Adds Two jnecticut company, importer and | Nabisco Advances Richter 


Emerson Radio & Phonograph |sistor radio” for sets that contain; Mann-Ellis, New York, has add-/| distributor of the Porsche air-| T. G. Richter, formerly assist- 
Corp. has agreed to a consent order | vacuum tubes as well as transis- | ed two new accounts—H. Hamstra cooled diesel tractors from Ger- ant director of sales of the bis- 


preventing it from promoting its | tors. |& Co., Clifton, N.J., and Porsche | many, had no previous agency. cuit division of National Biscuit 
“transistor” radio as the smallest | |Diesel Importers Inc., Milford, | Co., New York, has been named 
on the market, unless this is so. | “McCall s’ Boosts Gallup ‘Conn. Hamstra, importer and dis- | ‘Fortnight’ Names Dougherty director of sales, under Nile E. 
In a complaint last August, FTC| George H. Gallup, formerly in | tributor of the Dutch Droste choc- | Albert L. Dougherty, eastern | Cave, general manager of sales and 


charged Emerson made this claim|charge of special retail promo- lolates and cocoa, previously | manager, since August, 1955, has|advertising. Robert L. Wheeler, for- 
for its transistor sets, although | tions of McCall’s, has been named |placed its advertising through the| been appointed vp and director of | merly divisional sales manager for 
other manufacturers were selling | to the new position of manager of|Brisacher, Wheeler division of advertising of Fortnight, Los An-|much of the New York city area, 
smaller ones. The agreement also | retail relations. |Cunningham & Walsh. The Con- | geles. succeeds Mr. Richter. 


We may be able to help you to 
do a difficult job the easy way 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R.0.P. Color Mats 
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“I! find Ad Age 
ighly stimulating 


reading” 


says WALTER GUILD 


President 


Guild, Bascom & Bonfigli, Inc. 


es 


“Advertising Age is an intelligently constructed business paper. 


ines eines The news is accurately reported and written with “4 


I In 1949 a new agency was born in San Francisco with a , . . 

goes secount billing of $200,000. In seven years time, understanding and humor. The features are well worth reading, 
Guild, Bascom and Bonfigli, Inc. has expanded to the is 
point where they now have three offices, employ 54 peo- . . : 

ste end dit 1998 veheme of washes ees aden a even though | often disagree with the writers. Because Age 
$8,000,000.* Walter Guild, president, believes in offbeat 
copy and unusual marketing techniques for the food 
accounts in which the agency specializes. He has sucess- 
fully lead the introduction of many new products to the 


national market and reversed downward sales trends in | find it highly stimulating reading.” " 
established products. 


also brings me the color and excitement of our profession, 


Before he formed the present agency, Mr. Guild had been : 
a partner in Garfield and Guild Advertising Agency for 
six years and previously, had worked as an account exec- 
utive for the Garfinkel Advertising Agency for six years. 
Prior to his agency experience, Mr. Guild was a profes- 
sional musician, musical director in theatrical enterprises, 
actor and radio writer. 


He is currently vice-chairman, western region of the 
“4 A’s,” a lecturer on marketing, merchandising and 
advertising and has recently published a book, “How To 
Market Your Product Successfully.” 


umportout people 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 


1 Yeor (52 issues) $3 
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Wisconsin Press 
Assn. Promotes | 
New Co-op Ad Plan | 


Mapison, Wis., June 5—The|} 
Wisconsin Press Assn. here has| 
come up with a new program | 
which is expected to increase the 
effectiveness of cooperative ad- 
vertising. 

Here is how the plan works: | 


community newspapers in Wiscon- | 
sin act as advertising salesmen to| 
contact and sign up the local dealer 
or dealers (in the area) to partici- | 
pate in the program, on a 50-50 | 
basis. The program is contingent 
upon the dealer’s running the ad- 
vertisement. 

The Wisconsin Newspaper Serv- 
ice Inc. (business affiliate of Wis- 
consin Press Assn.) bills the man- 
ufacturer for his half of the 
program only, at the national rate 
(which includes the charge for 
its services); the newspaper bills 
the dealer or dealers for the other 
half of the advertising. 

The WNS makes out the inser- 
tion schedule for the various news- 
papers from the one order by the! 
manufacturer, with a listing of the 
dealer or dealers for each news-| 
paper to contact. 

| 


s After the ads are run, the WNS 
collects tear sheets as proof of pub- 
lication from the individual news- | 
papers and forwards them to the 
manufacturer along with the one) 
bill. The WNS then pays the in- 
dividual newspapers out of the one 
check it receives in return. This 
saves the advertiser much book-| 
keeping time and expense. 

“Our plan is particularly effec- 
tive,” said Carl A. Zielke, manager 
of the Wisconsin Press Assn., “be- | 
cause scheduling the advertising} 
makes sure that the dealers all 
run the right advertisement at the 
proper time—the same advertise-| 
ments will appear in all newspa-| 
pers at the same time, giving the 
manufacturer the advantage of} 
accumulative effectiveness.” # 


Toronto Adwomen Elect 
Madeleine Rivet President 
Madeleine Rivet, Toronto man- | 
ager of Publicite-Services Limitee, | 
has been elected president of the 
Women's Adver- 
tising Club of 
Toronto. Miss 
Rivet is the first 
Frenc h-speak- 
ing Canadian to 
head an advertis- 
ing group in To- 
ronto. 
Other 
elected 


officers 
include 
Margaret Doug- 
las, John Inglis 
Co. Ltd., vp; Bet- 
ty Nealon, Herbert A. Watts Ltd., | 
corresponding secretary; Grace | 
Hickman, Canadian Assn. of Ad- 
vertising Agencies, treasurer, and 
Catherine Robbie-Dey, Baker Ad- | 
vertising Agency Ltd., recording | 
secretary. 


Madeleine Rivet 


Ross Advertising Names Six 
Several promotions and _ staff 
additions have been made at Ross 
Advertising, Peoria, Ill. Robert L.| 
Flink, a partner and formerly art | 
director, has been named an) 
account executive on the client) 
service staff. William C. Harkins, | 
formerly assistant art director, suc- 
ceeds Mr. Flink, and Ken Wester- 
dale, formerly associated with a 
Peoria art studio, succeeds Mr. 
Harkins. William R. Pinkney Jr. 
has joined the agency to head a 
new tv-radio division; he was for- 
merly with the sales staff of 
WTVH. Donald E. Perdue, former- 
ly of Biddle Co., has been named 
production manager, and Thomas 
B. Casey has been promoted to 
research-media manager. 


‘TWA Sets Heaviest 
Spot Radio Push for 
New Jetstreamers 


New York, June 4—Trans 
| World Airlines, which started in- 
| troducing its fleet of 25 Jetstream 
| luxury airliners into service begin- 
|ning June 1 between New York, the 
| West Coast and Europe (AA, Feb. 
|25), will use what TWA refers to 
las the heaviest spot radio cam- 
paign ever attempted by an airline. 
= During the next 13 weeks, TWA 
cat | will spend up to $20,000 a week in 
|seven markets to advertise the new 
service over spot radio. Markets 
which will be used are New York, 
| Los Angeles, San Francisco, Bos- 
ton, St. Louis and Washington, ac- 
cording to J. C. Delong, general 
advertising manager. 

Four-color spreads are running 
jin Life, Look, Newsweek, Time, 
|The New Yorker and U. S. News 
|& World Report (AA, April 22) to 
‘highlight the new service. The 


| Top Advertising Women Vote 
Hunt’s Best Ad Campaign of 56 


AD WOMEN FOR HUNT—When the all-female jury which picked the 

“best campaigns of 1956” for Advertising Age selected Hunt Foods 

advertising as one of the outstanding campaigns, Hunt and its agen- 

cy (Young & Rubicam, Los Angeles) decided to tell the trade about 

it. The spread shown here is running in Supermarket News and 
Food Topics. 


Advertising Age, June 10, 1957 


jane books will carry four-color 
page ads later this month. 

The campaign for Jetstream, 
‘which will run through the end 
|of the year and cost $1,700,000, will 
/use newspapers and outdoor heav- 
jily. 100 30-sheet posters will be 
used in six markets. Foote, Cone 
& Belding is the agency. 


Olin Mathieson Names 
Hunter, Dye, Healy 

Olin Mathieson Chemical Corp., 
New York, has appointed Henry H. 
Hunter director of public relations, 
a new post, and R. Carter Dye gen- 
era] sales manager of its Olin alu- 
minum division. Mr. Hunter for- 
merly was assistant pr director. 
Mr. Dye formerly was director of 
sales personnel for the Olin divi- 
sion. 

R. Scott Healy, formerly adver- 
tising sales promotion manager of 
Newsweek, has joined Olin Mathie- 
son’s Winchester-Western division 
|in New Haven, Conn., as advertis- 
jing and sales promotion manager. 


COUNTING NOSES 


Whose noses are they? Seems like a reasonable 
question for any advertiser to ask when he 
stakes his money against a publication’s ability 
to deliver. 


TELECASTING — 


That’s why vague circulation counts, without 
proper analysis of who and why as well as 

how many, are no assurance that (1) your 
advertising is going where you want it to go, and 
(2) that it will receive any kind of attention 
when it gets there. 


Take our field, for instance. Of the several 


oes 
eae 


publications purporting to cover radio and 
television, only one — BROADCASTING. 


is a member of the Audit 


Bureau of Circulations. Only B-T can give you a 
definitive breakdown of its PAID readers. 
These, we are happy to report, comprise 90% 
of total circulation . . 
several thousand noses in these ways: 


. and lead the field by 


1) almost 17,000 people pay to read B-T — 
more paid distribution annually than all other 
magazines in the field combined. 
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Ex-Adman, Ex-Sales Manager Now Wear 
No Man's Collar; Make Their Own—for Dogs 


New York, June 4—An ac-;went into business as Guardian 
count executive and a sales man-| Industries Inc. 
ager, who started a dog collar 
business from nothing, in 1955, ex- 
pect to gross $1,000,000 this year. 
When Alex MarElia was an ac-! 
count executive with Goold & 


| 
® In less than three months, “we 
| had lost our shirts, our pants, and 
| were ready to call it quits,” 
‘ MarElia_ painfully’ recalls. It 
Tierney, he and one of his clients, | seems they were trying to peddle 
Paul Nelson, sales manager of La an insecticide in the dead of win- 
Resista Corset Co., used to hallu-|ter—when an insecticide is the 
cinate about manufacturing a) last thing anyone needs. 
product and marketing and pro-| When things looked bleakest 
moting it themselves. \the month of May arrived, and 
This pleasant conversation con- | they were saved by the weather. 
tinued for several years, until | Stores not only began ordering, 
they met a man who had a dog|they kept on reordering. At the 
collar that you put on a dog and|end of their first seven months of 
the dog never gets fleas again. | business, they had managed to} 


Mr. MarElia happened to have) gross a bit over $150,000. In the |000,000 units in 1950 to 367,000,- 


Mr. | 


aerosol field. They were impressed | stress is: 


products and see no reason why | decided, however, that offering a, 
they can’t ring up a $1,000,000 | superior product at the same price | 
this year. 


al payment, too, in just walking | “up. 
through stores all across the coun- | 
try and seeing their 
packaged the way they feel they |caps on the aerosol] bottles—a de- 


should be packaged, and promoted |sign idea which has gone over | 


and sold with their basic ideas |“exceptionally well” with retail- 
from beginning to end. ers, the company reports. 

| 
s After they had introduced the|« Next year the company plans 
flea-killing dog collar, they put | to branch out of the pet field with 
out one for cats. Then they put/|household aerosol products for | 
out a “bird guardian,” which is | grocery stores. 


hung in the cage to keep a ete So far the company has spent) 


free of parasites. more on advertising than on new 
Then they started analyzing the | products. And the one thing they | 


| by its amazing growth—from 52,- | vertising to the local sale.” 
Almost all their advertising is 


a flea-ridden Afghan hound at) second year, 1956, they added new | 000 in 1956. we X with the stores using | 


home, which he volunteered as a| products to the line and although | 


Consequently, this year they are|either the company’s ads or ad 


proving ground for the new prod-|the insecticide business as a whole | putting out such products as a | component provided by the com- 


uct. The dog collar lived up to its| was off about 50%, they grossed 
inventor’s claims, so the two mar- $250,000. 
keting men bought the patent and; Now they’re adding five new 


lanolin foam shampoo, a parasite | pany. 
killer powder and a mist in aero-| The company has had consider- 
sol containers. The two partners|able advertising from 


ISNT ENOUGH 


2) among the crucial (to you) advertiser- 
agency echelons, B-T’s 5,166 paid, ABC-audited 
subscriptions mean unbeatable coverage. 


3) on 1,000 desks in America’s 40 biggest 
radio-TV agencies and advertisers, B-T is 

a paid-jor fixture every week. (These, by the 
bye, are the top-billing 40 who spent about 
one billion in radio-TV last year.) 


Only a publication that does have this caliber of 
circulation will face the thorough-going 
scrutiny of an ABC audit. Giveaway copies and 


to get — 


mell something burning? It’s 

robably the radio-TV magazines 
whose circulation generosity 
exceeds their paid distribution. 
Ask any of them for a breakdown 
— by types — of their paid 
readership. It'll panic you 
(and them), 


ROADCASTING 


unsolicited “subscriptions” are quickly 
recognized for what they are—circulation chaff. 


Busy people can’t read everything that lands 
on their desks. But they do appreciate complete, 
concise reporting — and are willing to pay for 
it, as B-T’s popularity proves. If you have 
something to tell busy people in radio-TV 
advertising, put it in the magazine they open 
(and open first) .. 


. the magazine they pay 


because they think it’s worth it. 


_FELECASTING. 


1735 DeSales Street, N.W., Washington, D. C. 


a member of the Audit Bureau of Circulations 


and in the same package as the | 
The two former Madison Ave.|competitors’ wasn’t enough: The) 
men admit there’s a big addition- | package would have to be dressed 


The solution they hit upon was) 
products |to use models of dogs’ heads for | 


“Relate any national ad- | 


variety | 


~NEW X-9 GUARDIAN 


| r Saeko re ear st 
(PRE 5S TRAY SOMBEY Aa 67) ABE MAD OPED O58 LL TRS PL 


TIME-TESTED—This co-op ad sells dog 
collars for Guardian Industries. 


stores (which rarely run ads on 
single products) by allowing a 
number of stores in a chain to 
pool their co-op money and run 
|} an ad together. 

The company’s packaging credo 
lealls for clean, fresh packages 
| with large cellophane windows to 
|make the product clearly visible. 
| Pastel colors are used, since wom- 
jen are the customers in the pet 
| product field. 


s Pet departments in large stores 
usually are on “the 10th floor rear 
behind a big column,” so the 
company strives to sell its prod- 
ucts in stationery and notion de- 
| partments, which are on the first 
floor. 

The company also sends out just 
about every kind of dealer aid— 
from collar-size charts to blue 
ribbons. Their most successful 
promotion stunt, which regularly 
draws a big crowd, is to tour the 
country with Tikka Sahib, the Af- 
ghan hound pictured in al] the 
dog collar ads. 

All of which should give pause 
to those pessimists who maintain 
that the day of starting a com- 
pany from nothing and building it 
up into a well-financed operation 
is at an end. + 


R&R Names Main 
Marketing Director 

Wilson J. Main, vp and director 
of Ruthrauff & Ryan, New York, 
|has been named director of mar- 
keting. Mr. Main, who has been 
with R&R since 1935, will coordi- 
nate expanded media research and 
|marketing functions. Daniel M. 
Gordon continues as vp and direc- 
tor of media. 


“Your Printing Smells” 


No—we’ re not cussing our printer— 
| we're talking about the article in the 
June issue of Advertising Require- 
ments that tells all about the latest 

| developments in “printed fragrance” 
—with a special report on how odors 

| can be used to spice up a campaign. 

Read how “printed fragrance” is 
handled .. . how you can take ad- 
| vantage of this unusual technique 
which appeals to the nose as well as 
| the eye. 

The point we're really trying to 
| make is that whenever a new devel- 
"opment occurs in any phase of ad- 
| vertising production, promotion or 


merchandising—you can count on 
| reading all about it in Advertising 
Reeutiments. 


Don’t take our word for it. A year’s 
trial (12 issues) proves it. Just send 
$3 along with this ad and your letter- 

_ head. Your money back any time 
you're not delighted. 

Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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IDEA doesn’t look any bigger 
on a king-size 
TV screen 


Our job is to find big ideas for the following companies: 


ALLSTATE INSURANCE COMPANY * AMERICAN MINERAL Spirits Co. *« ATCHISON, TOPEKA & SANTA FE 
Rariway Co. « Brown SHOE ComPANY * CAMPBELL Soup Company « COMMONWEALTH EDISON COMPANY AND 
Pustic Service COMPANY * CRANE Co. « THE ELEcTRIc AssociaTION (Chicago) * GREEN GIANT COMPANY 
+ Harris Trust AND Savincs Bank + THE Hoover Company *« KELLOGG ComPANY « THE KENDALL 
Company « THE MayTaG Company *« Puitip Morris Inc. * Motoro.a, Inc. « PAsst Brewinc Co. (EASTSIDE) 
* Cuas. Prizer & Co. « Prtitspury Miiis, Inc. « THE Procter & GAMBLE COMPANY + THE PuRE OIL 
Company + THE Pure Fuet O11 Company + SUGAR INFORMATION, INC. « TEA COUNCIL oF THE U.S. A., INc. 


) Leo Buu Co, fat. 


PRUDENTIAL PLAZA, CHICAGO 1, ILLINOIS 


New York *¢ Hollywood * Toronto 
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We have passed without fanfare the end 

of the fourth decade of marketing research 
and begun the fifth. Forty years ago a few 
of the pioneers were starting some of their 
first projects. A few advertising agencies 
had begun research departments, a very 
few advertisers and one or two publish- 
SB... 
There was sin in our early days. There 
is sin today in marketing research. But 
considering the opportunity for dishon- 
orable practices, there have been in these 
forty-odd years a very commendable lack 
of them... We as a profession can look in 
a mirror and say that to our own selves 
we have been true, and so not false to 
other men. The esteem and trust which we 
hold for our competitors, in fact, is some- 
times a source of amazement to overseas 
visitors. 


s The temptress, however, has not been 
idle. One does not commonly discuss such 
things, but I am sure that others have 
been exposed to at least as many oppor- 
tunities as I have, ranging from well- 
intentioned suggestions for adjustments, 
through legal threats, to outright bribe 
attempts. 

The largest cash offer I ever received 
was a suggestion of $10,000 to kill some 
figures. Since this was a first suggestion, 
and by an officer of a well-financed com- 
pany, it probably could have been multi- 
plied substantially ... 

Beating around the bush at data adjust- 
ments with vague hints at more business 
is, I suppose, a polite form of bribery, to 
which it would be possible to attach a 
well known name or so. Threats of legal 
action upon release of figures have not + 
been uncommon, but I have never seen 
them carried beyond a letter from an at- 
torney. 

And on the light gray side, there have 
been long telegrams which could have 
withstood the glare of publicity since they 
suggested adjustments before publication 
of figures on the ground that methods 
were wrong... 


® Back in the early days of radio, when 
our own [Crossley] ratings were achiev- 
ing tremendous publicity, others with mis- 
taken ideas of profit potentialities came 
forth with a number of alternative meth- 
ods. That, I think, was healthy, since it 
stimulated all of us. But unfortunately 
certain methods produced higher figures 
than others, and the sellers of time wanted 
the higher figures. Both lower figures and 
higher figures were honestly obtained, and 
honestly offered. In actual fact they rep- 
resented two different kinds of audiences, 
between which there could be an inter- 
esting relationship and each of which 
could have served a purpose. I feel that 
those of us who competed in these offer- 
ings demonstrated our integrity in many 
ways. We did not engage in questionable 
techniques to please our market, and we 


did not misrepresent what we had to offer. 
We even spoke out frequently against the 
practice of paying talent on the basis of 
so much per point, knowing that the rat- 
ings were subject to operational varia- 
tions. 


Nonetheless, the poor advertiser, 
beset by agency and broadcaster 
claims, was then, and is today, con- 
fused by the different ratings offer- 
ings. If I were still engaged in a rat- 
ing service today, I would want to do 
everything possible toward reduction 
of that confusion by whatever meth- 
od could be worked out as mutually 
most advantageous. 


Fundamentally, contributory to the con- 
fusion over research offerings is the ten- 
dency to catch-phrases which seem to 
have had their origin in the mid-thirties. 
Someone in 1936 started the phrases “sci- 
entific sampling” and “scientific polls” to 
contrast with the methods of the Literary 
Digest, and we lived under those banners 
up to November, 1948. In the mid-thirties, 
also, my good friend Claude Hooper with 
the aid of Matt Chappell came out with 
the phrase “memory loss,” citing the Eb- 
binghaus curve in support of the coinci- 
dental method. Then came the sacrosanct 
phrase, “probability sampling,” contrast- 
ing in disdainful horror with “quota sam- 
pling.” Today the word is “motivation,” 
along with so many tributary words and 
phrases that it has its own dictionary. 

This is not to speak disparagingly of 
any of these terms. It is rather to enter 
a very strong plea for rationality. 


‘Scientific’ Is Relative 

The word “scientific” was Humpty- 
Dumpty by its very nature. If we are to 
have integrity in marketing research, we 
must never use a word, a phrase, a sen- 
tence or a paragraph which can possibly 
imply a degree of accuracy of our work 
comparable to that of the exact sciences. 
What we do is subject to two important 
variables and our clients must never be 
led to believe otherwise. These variables 
arise from: 


e 1. Our samples. 


e 2. Our contacts with our respondents 
(the questions we ask them, the way we 
ask them, the people who ask them, the 
respondents’ understanding and ability to 
reply correctly, etc.). 

Now, with almost no exception, neither 
of these can be perfect. 

No nomenclature can be a guarantee 
of accuracy. How near our results are to 
the truth depends not upon the phrases 
we use but upon the care with which we 
operate a method. We in the research 
profession today are not proud of the fact 
that catch-phrases are becoming catch- 
alls for sins of omission, and at least a 
modicum of sins of commission. If we are 
to show real integrity, we must come out 
from behind these catch-phrases and be 
counted as to exactly how we interpret 
them. 


As head of an organization which does 
a very great deal of probability sampling, 
I think I may say properly that by itself 
the phrase does not guarantee the fact 
of accuracy. It comes in different pack- 
ages, and some of them are better than 
others. 

The reputation of probability sampling 
for accuracy rests upon the assumption 
that the theory upon which it is based 
is fully applied. Given a situation in 
which each constituent of a sample ac- 
tually has equal opportunity with all oth- 
ers to be counted, plus an adequate sam- 
ple and an optimum interviewing method, 
the probability method is ideal. Under 
such circumstances, it is possible to com- 
pute the error produced by sample size, 
and the client can be assured of sampling 
reliability within the stated range. Too 
frequently, nonetheless, the extent of this 
range of error is buried in a technical 
appendix, and not given enough atten- 
tion. 


s For a probability sample to be reliable, 
it must have some method of allowing for 
those intended to be reached who in fact 
never are. Since many are not reached 
on the first attempt, this means a certain 
number of further attempts. Normally, 
the attempts cease after something like 
85% have been reached, and frequently 
much earlier. What happens then? Some- 
times mathematical adjustments provide 
estimates of what the results would be 
if those not reached were included. But 
sometimes nothing happens and amazing- 
ly, this occurs with some of its leading 
proponents, in spite of the fact that those 
not reached cannot be ignored since they 
can be quite different from those reached. 

Just as other methods of sampling are 
fully justified under certain conditions, so 
it is reasonable that some modifications 
of probability sampling should be allow- 
able to serve certain limited purposes. 
What is not allowable—ever—is that the 
client should be misled into believing a 
factor of accuracy exists greater than 
actually exists. To imply even by omis- 
sions that probabtflity sampling per se is 
perfect, to soft-pedal its range of error, 
to imply beyond the fact a degree of 
improvement over other methods, to short- 
cut probability methods without stating 
the accompanying limitations—these are 
a few of the gray practices which cause 
confusion, mislead and do not add to the 
stature of our profession. 


Interview Error Seen as 
Most Important Variable 

There has been, I firmly believe, far 
too great a tendency to over-emphasize 
sampling error as opposed to interviewing 
error. With the recent accent on motiva- 
tion research this situation is changing. 
While parallel] studies show limited dif- 
ferences in results between any two recog- 
nized and carefully executed sampling 
methods, we know that major differences 
can accrue from different inquiry meth- 
ods. 

It is therefore altogether fitting that the 
marketing research profession should seek 
to develop the means of eliciting the true 
situation from respondents. But again by 
itself a phrase does not guarantee a fact. 

Much as we believe in them and 
use them, we in this business would 
be less than forthright with our cli- 
ents if we were to lead them to be- 
lieve that projective techniques are 
ipso facto elicitors of the truth. The 


psychological problems which these 
methods attempt to solve are very 
real ones, and the need for the meth- 
ods is real, but who is to say without 
proof that, because the methods are 
different, they are necessarily better? 

What is there to insure against the 

creation of new inbuilt biases in the 

approaches, or against the error of 
subjective analyses of the responses? 

These are questions which the man 

who pays the bills has a right to have 

answered in an adequate report. 

Integrity of service to our clients de- 
mands that we do everything in our pow- 
er to guard against response error, as well 
as sampling error. All of our experience 
indicates that there are many kinds of 
response error requiring means of com- 
pensation. Careful pre-testing and ade- 
quate interviewer training reduce many 
of these errors. Probing and internal 
checks reduce them further. But still there 
exist among the respondents, a desire to 
please, hesitation to reveal ignorance, hes- 
itation to admit the truth, lack of aware- 
ness of what the truth really is, and other 
impediments. Knowing of their existence, 
it is our job to take measures to overcome 
them. 

Serving our clients properly can only 
mean taking every possible step toward 
knowledge that what we present is right 
within stated limitations. Such steps con- 
stitute validation of our work at each 
stage. We cannot fail to validate our field 
interviewing, our editing, coding and tab- 
ulation. Do we do as much to protect the 
fulfillment of the purpose of the inter- 
view? How do we know that what we have 
obtained is the fact? To what extent do 
we utilize comparison of results and com- 
parable known data as a check on accu- 
racy? 


Seven Requirements 
High-level practices in operating re- 
search organizations or research depart- 
ments require, then: 
e 1. That we should maintain a standard 
of integrity no matter what kinds of of- 
fers, threats or squeezes may be made. 
This we do and, fortunately, there are 
not many cases where it becomes ‘neces- 
sary to apply this rigidity of standards. 
There can be no blacker mark on the 
escutcheon of marketing research, no foul- 
er insinuation, than that of improperly 
adjusted data. 
e 2. That our principles should extend 
far beyond the moral issues, and into the 
area of taking on only that kind of a job 
which in our judgment is _ properly 
planned for its purpose. 
e 3. That in the handling of a job we 
should do everything possible to produce 
clarity of application, and proper repre- 
sentation of the results. 
e 4. That in adopting a type of research, 
it should not be in name only, but in the 
best that the term signifies. 
e 5. That full recognition should be given 
to the limitations and possible weaknesses 
of a type of research as well as to its 
advantages. 
e 6. That proper allowance be made for, 
and means of overcoming set up for, the 
various possible response errors. 


e 7. That each stage of operations should 
be subjected to adequate validation tests. 


A Look Ahead 
Dollar-wise, in these 40-odd years we 
have advanced tremendously to a multi- 
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million industry. Those of us who have 
watched this growth wonder sometimes 
why we have not progressed further in 
other ways. 

We have learned to use smaller samples 
more effectively and how best to train 
interviewers. We have learned consider- 
ably about how to elicit the true facts 
from respondents and how to interpret 
the results. More recently we have begun 
to study consumer behavior intensively, 
to learn from combinations and consis- 
tency of data why people act as they do. 

Challenging us for future progress are 
the prediction of behavior, and the whole 
range of the effectiveness of promotion 
campaigns. While today many companies 


Salesense in Advertising ... 


carefully pre-test products before produc- 
tion or improvement, or copy before run- 
ning, surprisingly little is being done to 
trace the comparative impact of a mes- 
sage from its first appearance to its actual 
sale. Whole industries make very little 
use of what we have to offer, and of the 
thousands of companies who could use 
our services to advantage, the bulk of 
our work is concentrated among relatively 
few leaders. 

By continuing to maintain and to devel- 
op highest standards and new applica- 
tions of our techniques, and by adequate 
marketing of our marketing research, the 
dollar volume of today has very great 
growth potentialities. + 


The Importance of Grubbing 
for Raw Materials 


By James D. Woolf 
Advertising Consultant 
Good advertising bricks (ideas) cannot 
be fabricated without straw. Commenting 
on this in “A Technique for Producing 
Ideas,” James Webb Young says this: “In 
advertising, 


the specific materials are 
those relating to the 
product and the people 
to whom you propose 
to sell it. We constantly 
talk about the impor- 
tance of having an in- 
timate knowledge of 
the product and the 
consumer, but in fact 
we seldom work at it 
...Most of us stop too 
soon in the process of 
getting it.” The italics are mine. 

“We seldom work at it,” coming from a 
man as renowned in advertising as Jim 
Young, is pretty strong language. But in 
my opinion, he does not exaggerate. I am 
convinced that when copy themes are un- 
productive, as they often are, it is a fair 
bet that the admaker stopped too soon in 
the process of mastering the “intimate 
knowledge” Jim refers to. 


James D. Woolf 


s Why is it that we shirk the task of dig- 
ging for “specific materials’? Here are 
three reasons that possibly may explain it: 

1. Digging for specific materials, like 
many fact-finding undertakings, is a tedi- 
ous, time-consuming, unglamorous chore. 
Sometimes an enormous stack of hay must 
be combed through before the elusive 
needle is found. It is said of the late 
Claude Hopkins that he grubbed through 
a massive pile of textbooks and pamphlets, 


a chore of several weeks, before he finally 
came up with Pepsodent’s “Film on teeth.” 
Not all copywriters have the patience and 
self-discipline to accept such punishment. 
“It’s very boring,” says David Ogilvy, 
“but it’s got to be done.” 

2. The copywriter depends too heavily 
on his own creative inspiration. He has 
not learned that he cannot fashion ideas 
out of thin air; that the more abundant 
his material, the more productive will be 
his creative effort. Comments Young fur- 
ther: “The time that ought to be spent in 
material gathering is spent in wool gath- 
ering. Instead of working systematically at 
the job of gathering raw material we sit 
around waiting for inspiration to strike 
us.” 


s 3. The copywriter deludes himself with 
the notion that manner (how “cleverly” 
he portrays an alleged idea) is vastly more 
important than matter. He is more con- 
cerned with rhyme than with reason. 
Quoting Ogilvy again: “Content is more 
important than form. What you say in ad- 
vertising is more important than how you 
say it.” 

This third reason is, I think, the most 
calamitous of the three. More and more, it 
seems to me, advertising agencies are ob- 
sessed with the notion that creativeness is 
a magical something that pertains exclu- 
sively to form of expression. For every 
hour devoted to gathering specific mate- 
rials, hundreds of hours are devoted to a 
frantic search for off-beat “ideas.” 

Number One rule for copywriters: Ac- 
quire an intimate knowledge of the prod- 
uct and the people to whom you propose to 
sell it. + 


Looking at Radio and Television... 


Let's Break Up the Break Jam 


By The Eye and Ear Man 

When is a commercial not a commer- 
cial? Some people claim it is when the 
commercial is a promotion for a pro- 
gram—then they say it is simply a plug 
for another program and not to be com- 
pared to product sell. To the folks back 
home, this is just another jumble of 
gobbledeygook that makes the time be- 
tween program entertainment seem like 
an eternity. 

Next season will be a highly competi- 
tive one. Three networks will be slug- 
ging it out for dominance during every 
station hour granted to the networks. In 
order to insure the attention given to all 
programs, the local stations and the net- 
works will take some time from each 
program to promote some other program. 


In addition, many sponsors cross-plug 
their own programs. 

The networks were formerly content 
with a quick promotion on top of the 
network identification. Now each net- 
work is sneaking in a nine-second plug 
in conjunction with the network identi- 
fication. The result is just one more 
commercial to add to the hodgepodge 
which includes closing commercial, cast 
credits and following week show plug, 
hitchhike or billboards, network identi- 
fication, 20-second spot, eight-second 
ID’s and “stay-tuned-fors,” opening cred- 
its and tease, titles and opening commer- 
cial. 


® It’s a wonder that the poor advertiser 
paying $100,000 a half hour for his little 
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The Creative Man’‘s Corner... 


Great Ideas of Western Man...one oF a semes 


containers know. 


Geeta 


Common Folk 


WENRY BROUGHAM AND VAUX on education and freedom 


Despite the fact that we have found ourselves reading the quotes in the 
Container Corp.’s “Great Ideas of Western Man” series, we have also found 
ourselves completely unable to form any particular picture in our minds of 
the company. We assume they manufacture boxes of some kind. Where they 
stand in the industry we haven't the least idea. Maybe Container Corp. doesn’t 
care whether or not we know what they make, so long as people who use 


But this campaign doesn't even give us a clue as to whether or not Container 
is a good company to invest in or even just be interested in. We assume the 
management believes in free enterprise and the kind of capitalism we now 
have but which 25 years ago would have been looked upon as pure socialism. 
But beyond that—well, we find the ads an impenetrable wall of insulation 
behind which lurks a company completely strange to us. 

The illustration in this particular ad also, in our opinion, leaves much to 
be desired. We assume the people represented are supposed to be common folks 
like us. But if this is what the Container Corp. thinks we common folk look 
like, this particular common folk, for one, ain’t too pleased. And who's that 
guy in the back with the head like a slightly overripe gourd—Cousin Willie? 


Container Corporation 


of America SS 


old three minutes can emerge above this 
sea of assorted algae. How long will he 
tolerate the abuse of the parasites gnaw- 
ing away at his precious 30 minutes? How 
can he accept rising costs and give away 
more identification without a tough 
fight? 

How about this for a dream world: 
The advertiser pays his money in Class A 
time and is guaranteed 30 minutes. He 
breaks his show three times and allows 
himself only the briefest of billboard. At 
29:55 he allows the network a quick ID, 
without commercial, and at 29:58 the 
station identifies itself, without commer- 
cial. Boy, what a perfect world for the 
poor advertiser with increased costs fac- 
ing him every year for less time! And 
what a break for the poor viewer! 

Why not? There is no law against 
eliminating the ugly mess of frenetic 
commercials between shows. Switching 
cues of the AT&T and alerts to engi- 


‘neers need not take any longer than five 


to 10 seconds in the golden hours be- 
tween 7:30 and 11 p.m. 

Did someone say the poor stations 
needed the revenue? Did someone take a 


look at the published profit statements of 
those stations? The time is far behind 
when station management for many sta- 
tions can hide behind the necessity of 
paying back large investments. Most of 
them have long since been written off 
and the cash registers are ringing merrily 
with generous grosses. 

No realist believes that the plug-uglies 
are going to be cut out overnight. Too 
many complacent advertisers and agen- 
cies have practiced and condoned the ex- 
cessive spotting between nighttime pro- 
grams. Many have spoken against it 
publicly, while secretly negotiating for 
the same double spots they abhorred. 
But something can be done. 

The promotional spots can be sharply 
reduced. So can the pile-up of closing 
and opening spots. This is only a first 
step but an important one. While all ad- 
vertisers know the value of on-the-air 
promotion, they are generally assigned 
for the most part to the particular pet 
project of the head of the network with- 
out any apparent base of allocation. For 
example, CBS favored its own pet proj- 
ect, “Playhouse 90,” and NBC lets few of 
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its advertisers forget about the “Jack 
and the Beanstalk” type of spectaculars. 
The most sleuthing sleuths have been 
unable to find rhyme or reason in the 
method of allocating these spots except 
that the whim of the incumbent net- 
work rulers seems to predominate. 

In order of priority the long-range 
plan of the advertisers in the 7:30-11 p.m. 
segments should be: 


1. Cut down or eliminate promotional 


spots. 

2. Eliminate double spotting—first get 
rid of the ID. 

3. Cut down on the interval between 


programs. 


4. Cut out all commercials between pro- 
gram entertainment. 


Tips for the Production Man... 


By Kenneth B. Butler 

The Craw Clarendon type series has 
been extended with the introduction by 
American Type Founders of Craw Clar- 
endon Book. This is a lighter weight of 
the face which achieved considerable suc- 
cess last year. Its medium weight makes 
it suitable for text composition as well as 
for display lines. Both faces were de- 
signed by Freeman Craw. 

We think that there will be an exten- 
sive interest in this new design, for the 
reason that there seems to be a trend 
toward serif faces. There is no denying 
tg that such a trend is overdue and that 


Si Craw is a highly legible face. Somehow, 
serifs seem to contribute toward fast 
reading. 


® There is another potent reason, in our 
opinion, why Craw Clarendon will enjoy 
a considerable popularity. This is to be 
found in the marriage which this type 
form achieves between the good points of 
the square serifs and the more informal 
and more legible rounded serif designs. 

The square serifs have been going 
downhill fast in popularity with type us- 
ers. They are terribly monotonous, and do 
not rate too high in legibility tests, par- 
ticularly in the smaller sizes. 

Craw Clarendon fills this void. There 
are unmistakable square serifs in this de- 
sign, but they have been rounded as they 
join the main strokes of the letters. More- 
over there is some variety in the width of 
the various strokes so that some relief 
from monotony has been found. 

Therefore the face fills the appetite for 
modern typography, and yet retains the 
high legibility that is sought today. 


On the Merchandising Front... 


By E. B. Weiss 

There is a very human tendency—and 
corporations, in the end, are the reflected 
images of a group of humans—to resist 
change. This is particularly true of 
changes in distribution; somehow, changes 
in the merchandise line 
are contemplated with 
much less _ resistance 
than changes in whole- 
sale and retail outlets. 

Yet, there have been 
more dynamic changes 
in distribution, over the 
last ten years, than in 


product design, con- 
E. B. Weiss struction, packaging, 
etc. 


For example, over the last ten years: 
1. The food super, with its remarkable 


And the advertiser must clean up his 
own greedy habits. The confusing ple- 
thora of assorted commercial squeezing 
that goes on at the end of any program 
only hurts the sponsoring brands. The 
advertiser must police himself and re- 
duce his tendency to milk every second 
of commercial opportunity out of his 
program ending. 

The sneaking of a little extra commer- 
cial time here and there by networks, 
stations, and advertisers is making tele- 
vision looks like a 1¢ drug sale. The me- 
dium needs a cleanup and a simplifica- 
tion so that an advertiser paying the 
high costs gets a maximum opportunity 
to reach his potential customers with a 
minimum amount of confusion caused by 
miscellaneous parasites. + 


A Significant New Type Face 


18 point (Hand) 11 characters to 1 pica 


NEW AND EFFECTIVE 
Types are so Necessary 
in Good Typography and 


48 point | Hand) 


MUSICAL 
Charnes 


EXCITING NEW TYPE FACE—Craw Clarendon 
Book rounds off the square serifs, intro- 
duces graceful strokes and variety in 
width of strokes. Wide use in advertising 
and promotion predicted. These showings 
are from specimen book of Warwick 
Typographers, St. Louis. American Type 
Founders is the type house which has 
brought out this new design. 


® Craw Clarendon, in addition, is a rea- 
sonably extended face and so matches to- 
day’s taste for display faces that aid 
swift comprehension of a thought or idea. 
Condensed faces have been taking a beat- 
ing lately in things typographic. Reading 
a condensed face carries the eye up and 
down in a series of jiggling maneuvers; 
extended faces carry swiftly across in 
the direction of flow of normal reading. 

This new face is being stocked by the 
company’s authorized type dealers in 
sizes ranging from 8 point to 72 point. + 


Overstaying Distribution Patterns 


expansion into non-foods, has upset the 
distribution pattern of a vast array of 
merchandise lines ranging from cigarets 
to hosiery, from health aids to household 
paper products, from small electrics to 
housewares, etc. In scores of lines, man- 
ufacturers who have been willing to ex- 
amine their figures now find that their 
formerly major outlets are currently ei- 
ther holding on to number one position 
by the skin of their teeth or are already 
in a number two and even number three 
position in the distribution pattern as a 
result of non-foods in the food super. 

2. The various forms of discount out- 
lets have clearly opened up immense new 
forms of distribution, both wholesale and 
retail. And there is little doubt that few 
manufacturers have quite kept pace with 
the changes in distribution that have 


been made logical by the emergence of 
the infinite variety of discount outlets. 


2 3. The tobacco distributor, faced with 
the obvious fact that the cigaret produc- 
ers are selling direct to the larger food 
outlets who, in turn, have captured the 
cigaret business, have since turned to 
handling electric housewares, power 
mowers, stainless, etc., etc. (And quite 
recently one tobacco distributor arranged 
to put Philco radios, retailing between 
$25 and $35 in some 5,000 drug stores— 
evidence that both the tobacco distributor 
and Philco are alert to changes in the 
pattern of distribution.) 

4. The automobile industry finds that 
at least 20% of its volume is being done 
through so-called non-authorized outlets. 
This is almost entirely a postwar devel- 
opment. It stands out starkly clear. Yet 
the auto manufacturers continue to mar- 
ket as though they were blithely ignorant 
of this basic change in their distribution 
pattern. 

5. The hardware store, formerly essen- 
tially a masculine outlet, is becoming a 
feminine outlet as rapidly as it can. Too 
few manufacturers of lines affected by 
this fundamental change have done more 
than simply swim along with the tide. 


® Instance after instance could be given, 
such instances as the currently rapid 
penetration by the variety chains into 
higher-priced lines as well as into new 
merchandise classifications; the emer- 
gence of thousands upon thousands of 
medium-sized independent merchants as 
the bulwark of brand merchandising, etc. 

But surely it is obvious that distribu- 
tion is in flux at a pace never before ap- 
proached. Yet manufacturers’ marketing, 
distribution, and merchandising policies 
tend to lag far behind. 

One reason has already been given: 
the human resistance to change. 


Advertising Age, June 10, 1957 


A second reason involves fear—plain, 
unvarnished fear. I refer to fear of retri- 
bution by established wholesale and re- 
tail outlets. There is some reason for 
these fears, but not quite so much as 
many manufacturers assume to be the 
case. The very manufacturers in certain 
categories, for example, who originally 
sold exclusively through the hardware 
store and now sell through the food super, 
the variety store, the drug store, etc., are 
still represented in the hardware store. 
Actually thousands of lines and brands 
that were started off in the world of 
marketing through the department store 
are now sold through many other types 
of outlets. Each move they made away 
from the department store brought not 
only howls ‘of anguish, but definite 
threats that were short only of promised “4 
physical violence! Yet these brands and :. 
lines tend to be still very much in the 
department store. 


s A third reason is loyalty of the man- 
ufacturer to his original outlets, whole- 
sale and retail. Actually, trade loyalty 
has proved to be a rather slender reed on 
which to lean. But perhaps more to the 
point is the unquestionable fact that, in 
instance after instance, broader distribu- 
tion has resulted in still larger volume 
for the origina] outlets. Take phonograph a 
records which, at one time, were bot'‘le- 

necked through some 2,500 music out ets 

of which only 800 did anything resem- 

bling a real job on an item bought by a 
substantial percentage of our total fara- 
ilies. Would the music store be enjoyirg 
the volume on phonograph records that 
it is doing today if some 50,000 (maybe 
100,000 outlets) were not selling recor 
today? In brief, it is a question of whe 
er a manufacturer is more loyal to } 
early customers by staying with his ori4- 
inal pattern of distribution or by maki 
his line available where the public wan 


ADVERTISING AGENCY CONCENTRATION 


AREA % OF ACCUMULATI 
TOTAL TOTAL 

100.00% 
ap Eee Sr ccdbcscéwihosbabtdinbocten 17.14% 
BOSTON 1.46% 
MINNEAPOLIS - ST. PAUL 1.46% 
CLEVELAND 2.12% 
ST. LOUIS 2.17% 
PHILADELPHIA 2.64% 
SAN FRANCISCO - OAKLAND 2.81% 
LOS ANGELES-LONG BEACH 3.20% 


DETROIT 


NEW YORK, 
NORTHEASTERN NEW JERSEY 


WHERE BUSINESS IS—Almost 83% of total U. S. advertising agency receipts were con- 

cen.rated in ten metropolitan areas in 1954, according to Census figures. The New 

York area, with 45%, and the Chicago area, with 15%, together accounted for more 
than three out of every five dollars of advertising agency receipts. 
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An increasing number of satisfied ad managers, 
production managers, account executives, artists, and 
art directors are walking around with smiles on their faces 
and our little BOLD “song in their hearts!” 


The reason being that BOLD strikes a pleasant note daylight fluorescent colors. They screen more smoothly, 
with every kind of P-O-P, 24-sheet and display job... reduce cracking when overprinted and minimize paste 
on quality as well as economy of production. It's really action in 24-sheet showings. Why not join the satisfied 
not — because BOLD Daylight Fluorescent chorus of BOLD “specifyers” on your next “bright” 
Screen Process Colors are the crowning achievement of idea . . . we need a good first tenor! (On special day- 
Lawter’s 16 years experience in the manufacture of light fluorescent color applications, contact Dept. SDF.) 


Consult your silk screen printer for 
helpful P-O-P suggestions 


, D.. "Lora yowr brishtciduaa 
LAWTER CHEMICALS, INC., 3550 W. Touhy Avenue, Chicago 45, Illinois 


Newark, New Jersey « San Leandro, California 
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to buy it. 

I believe that one of the few compa- 
nies that most successfully has not mere- 
ly been carried along by the current of 
distribution change, but which has actu- 
ally pioneered new outlets, is Coca-Cola. 
Today, Coke may have some 2,000,000 
outlets, and its starting point was a pal- 
try few “soda stores” and drug stores. If 
Coke can develop 4,000,000 outlets, I’m 
confident it will do so. And I think it is 
probably aiming in this very direction— 
and for the very same reasons that 
prompt the telephone company to put 
booths all over the great outdoors, includ- 
ing the busy streets of Manhattan. 


® Now the point I am making is simply 
this: 

1, It is vitally important for manufac- 
turers to have, month by month, the true 
facts on new distribution potentialities 
as well as the performance records of 
current outlets. (The two sets of figures 


are vital because, if new outlets are not 
cultivated, the figures may simply result 
in decisions that perpetuate errors.) 

2. It is vitally important for manufac- 
turers constantly to experiment with 
new outlets and to permit results to speak 
for themselves. 

Certainly there is every reason to ex- 
pect that the next ten years will be more 
competitive than the last decade; that it 
will be more difficult to move full pro- 
duction. It is equally sensible to conclude 
that the pace of distribution change in 
the next decade will be even more dy- 
namic than in the last decade. 

Put these two fundamentals together, 
add the critical need for more exposure 
of merchandise to the shopper in order to 
write off increased advertising costs as 
well as better to capitalize brand status— 
and it becomes obvious that the penalty 
for overstaying distribution patterns in 
the next ten years may be more hurtful 
than was the case over the last decade. + 
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By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

The tough-minded and seasoned adver- 
tiser sooner or later learns to make his 
headlines selective. 

The naive advertiser is apt to say: “I 
want a general headline that will attract 
everyone. Then I'll get some people 
sucked into my ad who might not have 
read it, if I had been narrowly selective.” 

Unfortunately, a general headline 
doesn’t attract everyone. 

And if the ad offers fabrics or colors 
or styles or features that have specific 
appeal to specific people, those people 
are very apt never to learn the ad was 
really run for them. Thus the general 
heading is weak in two ways. 


s In this case, the ad at the left ran in 


California. The headline suggests an ex- 
tensive sale of better coats. Actually the 


Employe Communications... 


copy reveals they are of ONE FABRIC 
ONLY, but there are 10 COLORS, and 
they are FLAWLESSLY TAILORED. 

Re-casting the ad’s original elements 
makes the headline far more selective. 
Newspaper editors strive always to make 
their headline communicate the essence 
of a story as specifically as possible. 

Instead of News About Suez, they try 
to indicate in the headline what the news 
about Suez is. 


® People can’t read everything in the pa- 
pers. Wise advertisers as well as editors 
try to say what will winnow out of the 
general audience the right audience for 
a given item or ad. That is serving the 
reader. All good selling is serving. 

If the advertiser wishes more white 
space than the revision above shows, it 
could easily be handled by starting the 
layout anew instead of simply preserving 
and rearranging elements within the 
original ad, as I have done. + 


Plant Food Prices Are Explained 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The industrial relations chief of a 
manufacturing concern whose employes 
are served luncheon via a concession- 
aire’s carts recently braced himself for 
another assault on what has been de- 
scribed as the inferior, high-priced food 
served to the hands at midday. The tune 
has been played frequently enough so 


that the industrial relations man knows 
the libretto by heart. 

When a union delegation entered the 
personnel domain with the latest protest, 
the official was prepared for them. He 
listened patiently while the union 
spokesman detailed the grief arising 
from mounting prices for salami sand- 
wiches, hamburgers and other delicacies 
from the mobile hash-house. When the 
lament was completed, the industrial re- 
lations manager left the room and prompt- 


ly returned with his star witness, the 
manager of the catering service himself. 


= It so happened that the proprietor of 
the catering service had once been a 
staunch and progressive member of or- 
ganized labor. He knew all the intrica- 
cies of verbal fisticuffs used around the 
bargaining table. When he opened up 
his guns on the union delegation, he 
wasted no words in coming to the point. 

The catering manager pointed out that 
prices were high because the ascending 
demands of labor put them there. He 
gave the delegates chapter and verse on 
the claims of the assorted locals which 
supplied his various services. He noted 
that his food was trucked to his place of 
business by union help; it was prepared 
by union help, and it was trucked out to 
the various plants for consumption by 
union-driven vehicles. He whipped out a 
sheaf of papers and showed the crest- 
fallen union visitors that certain prices 
had doubled and even trebled in a period 
of only a few years, largely as a result of 
the incessant clamor of organized labor 
for more pay, more agreeable working 
hours and social benefits. 

“Why don’t you guys put the blame for 
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this where it really belongs?” the cater- 
ing manager wanted to know. “Your own 
forces of organized labor in this commu-~ 
nity have helped to drive food prices far 
out of line, and in this particular catering 
business you are forever yammering 
about increased wages for less service. 
When I ask you to share with me the 
burden of the added costs you yourselves 
have put on me, you raise the roof.” 


s In response to the criticism that the 
food was inferior, the catering manager 
delivered himself of an opinion shared by 
many patrons of company eating places: 
“I never saw a company cafeteria where, 
in the judgment of the diners, the food 
was consistently good. The difficulty lies 
not in the quality of the food, but in the 
fact that you have to eat there every day. 
You guys would get tired of the Wal- 
dorf.” 

The counter-attack of the catering 
man quieted the storm, at least for the 
time being. But the industrial relations 
manager holds no hope for long-range 
peace. “They'll be back,” he said, and 
added wistfully, “but a few days’ relief 
from the moaning about prices will seem 
good.” # 
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You don’t need art talent to draw 


and practical can be your use of 


It is with you always. Trace around it 
to get started on figures or heads for 
your roughs... Thumb people are easy. 
(Other thumb ideas in AA, May 27.) 


Consider how versatile 


, 


Rew). 


7 


ie 


pianaw | PRou 


BEAVTY 'S 4s Beavry 
CEM 


Use thumb for small figures 
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contemporary Bartlett 


_Ex-Quiz Man Simpson Can’t Quite Quit 
Collecting Quotes; Compiles Compendium 


New York, June 5—Jim Simp- | 
son, of Grant Advertising, is a|Grant for four years—currently 
who has | he’s public relations account ex-| 
1,866 memorable | |} ecutive for the Florists’ Telegraph 
new book, 
Quotes of '54, ’55, ’56.” 
| Published by Thomas Y. Crow-| when he was a researcher for H. 
the book, Mr. 
hopes, is the first of a series to be 
published every three years as a that time consisted of picking im- 
continuing record of what 


Mr. Simpson has been with 


“Best | Delivery Service—but the book 
|had its beginnings back in 1951, 


Simpson | V. Kaltenborn. 
Part of Mr. Simpson’s duties at 


the portant quotes from the newspa- 
pers to aid Mr. Kaltenborn in his 


THE INQUIRING ADVERTISER: 


"What! I'm Overlooking 
the Biggest Market 
of Its Kind 7" 


Answered by Harold Walker 
and Bert Ferguson, of 
Radio Station WDIA, Memphis 


QUESTION: I’ve been told that I’m overlooking the 
biggest market of its kind in the entire country! 
How can I sell this market... as a unit... with 
just one medium? 


4A ~ Mr. Walker: The 1,237,686 Negroes within 
2 WDIA's coverage make up the largest 
market of its kind in the entire country 
... nearly one-tenth of all the Negroes 
in the United States! 


Mr. Ferguson:And one medium, WDIA— 
by programming exclusively to these Negroes—influ- 
ences this high volume, sales responsive market to stop, 
listen, and buy .. . as a unit! 

Mr. Walker: WDIA sells this Negro market because it is 
the one medium in the area uniquely tailored for them. 


WDIA’s all-Negro staff—dise jockeys, announcers, musi- . 


cians, and ‘s—entertains for the Negro alone and 

doubles as a high-powered sales force. The Memphis 

Negro responds with unswerving loyalty, backed by a 
vigorous purchasing power! 


Mr. Ferguson: With an “Memuhhe New 
of $616,294,100 last year, Memphis Ne- 
groes spent, on the average, 80° of 
this income on consumer goods! 


Mr. Walker: You can’t sell this market effectively with 
any other radio station, because the Memphis Negro 
listens first and foremost to WDIA! Within one year 
after its change to exclusive Negro programming, WDIA 
jumped to first apenas in mn overall au audience in every 


rated time period. It has consistently maintained top 
bracket ranking in Memphis ever since. 
Mr. Ferguson: Low Negro newspaper 
readership and low percentage television 
ownership among Negroes mean that 
ou don’t reach the Memphis Negro ef- 
ectively with these media. 
Mr. Walker: With the only 50,000 watt 
transmitter in the area, WDIA combines 


power and coverage with powerful per- | 
sonal appeal and hard-hitting salesman- | 
ship—to act as a high-powered selling | 


force to the largest Negro market in 
America! 

Mr. Ferguson: WDIA and WDIA alone dominates com- 
mercial contact with these potential customers, with 
their annual $616,294,100 buying power! WDIA and 
WDIA alone can—and does—deliver this portion of the 
Memphis trading area to you as a unit. 

Mr. Walker: The Negro has become a vital factor in the 
a and commercial development of Memphis. His 

pre power manifests itself in his buying habits—his 
steadily increasing consumption of consumer goods. 
Mr. Ferguson: According to a 129-city survey by one of 
the country’s longest corporations, Memphis ranks first 
in ratio of total 

phis, there is $28.79 of Negro income for every $100 of 
white income. Compare this with $6.59 for every $100 in 
New York... $789 for every $100 in Chicago! 

Mr. Walker: WDIA consistently carries a larger number 
of national advertisers than any other radio station in 
Memphis. Take it from 52-week-a-year advertisers like 
Chesterfields, Carnation Milk, Kroger Stores, and Tay- 
stee Bread ... the Negro is listening! 
Mr. Peegusen: And the Negro is buying . on a 
overwhelming scale. He’s buying 47.3% of all ‘the bread | 
sold in Memphis. . . 52.5% of the shortening . . . 50.1% 
of the hand lotion and cream! 

Mr. Walker: A share of this $616,294, - 
100 market can be yours! Drop us a 
line . . . tell us what product you 
want to sell. 

Mr. Ferguson: Let us show you how 

you can reach and sell the largest 

Negro market in the country ... 
as a unit! 

WDIA is represented nationally by John E. Pearson 
Company 


egro to total white income! In Mem- | 


ni} 


|monthly appearances on the old} 


“Who Said That?” radio-tv show, 
}on which the panel identified cur- 
rent quotations. 


= Being an enterprising fellow, 
Mr. Simpson quickly worked up a 
spritely business peddling his col- 
lections of quotes to other cele- 
|brities on the show. His fee: $20 
for a week’s worth of quotes. 

This little sideline proved both 
interesting and lucrative until Bob 
Considine mentioned it in his col- 
umn one day, prompting the 
show’s producer to 
Instead of condemning the Simp- 
son coaching service, however, the 
producer suggested, “If you're 
going to work so hard on this, why 
don’t you just write the show?” 

Mr. Simpson agreed. He sold 
his quote service to the librarian 
at United Press and wrote the 
show until it folded in 1954. 

The demise of the show posed a 
real problem. “After four years of 
scouring the newspapers for 
quotes, I couldn’t quit,” he re- 
calls. A book seemed the obvious 
solution, but a couple of publish- 
ers he first approached didn’t 
agree. 
® This was solved in ringing 
Madison Ave. style, however, 
when Mr. Simpson put together 
a “presentation,” complete with 
testimonial letters from celebri- 
ties like John Mason Brown and 
|Eleanor Roosevelt. He made his 
| pitch to Crowell and, voila, he had 
a publisher. 

In amassing this book of quotes, 
|Mr. Simpson figures he’s read a 
whopping 12,992 periodicals in the 
past three years. By now he has a 
regular ritual set up: During 
breakfast he reads his New York 
Times. (His wife finds this a bore, 
but Jim can always flip open his 
book to the quote—Page 16—from 
Amy Vanderbilt’s “Complete Book 
of Etiquette,” which rules, “Break- 
fast is the one meal at which it is 
perfectly good manners to read 
the paper.”’) 


investigate. | 
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At the office he peruses the 
Herald Tribune. At lunch he goes 
through the tabloids. Back at the 
office, he reads the Journal Amer- 
ican. He deals with the Post on 
the way home, and then, before 
dinner, he finishes the World Tel- 
egram,. 


|@ The newspapers polished off, he 
jhas the whole evening left for 
the magazines, each of which he 
reads the day it arrives. Then—to 
fill up all the time left over—he’s 
book and theater critic for the ex- 
urbanite magazine, Westchester 
Life. He also is active in his Epis- 
copal parish church. 

Sources of quotes in the book 
range from President Eisenhower 
to Tallulah Bankhead, from Billy 
‘Graham to Pablo Picasso. They 
are arranged in 22 categories, 
patterned after the table of con- 
tents of Life. 

Of all the quotes, Mr. Simpson 
says his favorite is a long one by 
Dr. Frank Barron, University of 
California psychologist, which be- 
gins: “The moment of health is 
the moment of unconscious crea- 
tive synthesis, when, without 
thinking about it at all, we know 
that we make sense to ourselves 
and to others...” 

As Mr. Simpson explains it, “It 
certainly is a _ perfect moment 
when we say something and then 
realize it is just right—and then 
look at the client and see he 
thinks so too!” 


® The’ smattering of quotes 
gleaned by Mr. Simpson from the 
advertising world includes the fol- 
lowing: 


e “In advertising there is a say- 
ing that if you can keep your head 
while all those around you are 
losing theirs—then you just don't 
understand the problem.’’—Hugh 
M. Beville Jr., NBC's director of 
research and planning. 


e “The faults of advertising are 
only those common to all human 
institutions. If advertising speaks 
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|American people should see. His} 


interest cannot lie in ‘editorial’ 
judgment of what types of pro- | 
grams should be on the air .. 


That should be the job of someone 


in the position of the periodical 
editor, who, to be sure, must have 


| his magazine make a profit, but at 


the same time recognizes his re- 
sponsibility to provide a balance 
of all that makes a good, con- 
structive, and always-improving 
publication. When network and 
station executives realize this ne- 
cessity and assume this responsi- 
bility to the public, television will 
grow up.”—Fairfax Cone, quoted 
by Robert Sarnoff. + 


ANPA Reports April Declines 
in Ad Linage, Newsprint Use 
American Newspaper Publish- 
ers Assn. has reported that adver- 
tising linage and newsprint con- 
sumption in April showed an al- 
most identical decline. Newsprint 


| statistics of 525 newspapers report- 


QUOTER’S QUARTERS—Jim Simpson, pr man at Grant Advertising, New 
York, and quote collecting author of a new book, is a non-smoker, 
but he’s thrifty enough to convert a desk-set ash tray into a paper 


clip receptacle. 


to a thousand in order to influence 
one, so does the church. And if 
it encourages people to live be- 
yond their means, so does matri- 
mony. Good times, bad times, 
there will always be advertising. 
In good times, people want to ad- 
vertise; in bad times, they have 
to.’—Bruce Barton. 

e “Mas tiempo para el amor.” 


(Translation: “More time for 
love.” )—Advertising slogan cred- 


ited with swift sales of washing ‘«° 


machines in Spain. 


e “After all the 
over, the phones have stopped 
ringing and the vocalizing has 
died down, somebody finally has 
to get out an ad, often after hours. 
Somebody has to stare at a blank 
piece of paper. This is probably 
the very height of lonesomeness. 
Out of the recesses of his mind 


meetings are 


must come words which interest, | 
words which persuade, words 
which inspire, words which sell. 
Magic words. I regard him as the 
man of the hour in our business 
today.”’—Leo Burnett. 


e “I just sit at a typewriter and 
curse a bit.”"—P. G. Wodehouse, 
on his technique as a writer. 


e “My final warning to you is 
always pay for your own drinks 
All the scandals in the world 
of politics today have their cause 
in the despicable habit of swal- 
lowing free drinks.”—Y. Yakiga- 
wa, president of Kyoto University, 
in advising the graduating class. 
e “Next to the dog, the waste- 
basket is man’s best friend.”— 
San Francisco executive. 

e “The advertiser is really not in 
a position to decide what the 


\in April, 
| "56. 


ing to ANPA showed April, 1957, 
consumption for these papers was 
442,328 tons—a 4.2% decrease com- 
pared with April, 1956, consump- 


|tion of 461,778 tons. Advertising 


linage decreased 4.3% for this same 
period in 126 U. S. and two Ca- 
nadian cities. 

Media Records figures showed a 
total of 434,739,109 agate lines in 
April, 57, compared with 454,392,- 
859 lines in April, 56, a decrease 
of 4.3%. There were four Sundays 
1957, and five in April, 


International Salt Sets Drive 
International Salt Co. New 
York, has launched its largest 
newspaper campaign in 327 news- 
papers in the eastern half of the 
U. S., featuring Sterling salt with 
outdoor cooking ideas. The cam- 
paign will run in color and b&w 
for 13 weeks. Radio spots in select- 


4! ed markets and extensive point of 


sale material will also be used. 
Batten, Barton, Durstine & Osborn 
is the agency. 


lowest cost 


1 quality 
; 3-D demonstrator 


“Tuieue 


If 3-dimension demonstration of your products is 
included in your plans, then, on cost alone, consid- 
eration of Tru-Vue is a must. No other 3-dimension 
product provides such viewing quality, high fidelity 
color, and ease of operation at so low a cost. The very 
appearance and feel of the Tru-Vue 3-D viewer in 
the customer’s hands is a testimonial 

to the excellence of your 

products. Before you act, get 

the Tru-Vue facts. Write, 


wire or phone. $1.80 each in 
1000 lots (minimum order). 


TRU-VUE COMPANY 
BEAVERTON, OREGON 


1S THERE A HOUSING SLUMP? Although housing starts 
have dropped from their '55 peak.. 


which make up large scale 


fact, the proportion of home building classified as heavy 
construction has grown from 18% in ‘51 to an expected 43% 
in '57. Practically every aspect of construction gets involved 


ENGINEERING NEWS-RECORD 


.the number of houses 
projects are on the increase! In 


ABP ABC + A McGRAW-HILL 


PUBLICATION - 


in a mass housing project—site development, road building, 
water supply, sewage disposal, schools, shopping, etc. That's 
why this market should be sold through construction’s basic 
magazine —Engineering News-Record—the only magazine 
that provides truly penetrating coverage of all levels of this 
billion-dollar-a-week industry. 


330 WEST 42nq STREET, NEW YORK 36, N.Y. 
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Comments on Ogilvy’s 
39 Rules for Ad Writing 
To the Editor: “Tell the truth 
use testimonials. Never use 
tricky or irrelevant headlines; 
don’t try to be clever ... [use] 
devices like eye patches and 
beards. Always use photographs; 
never use artwork .. . humorous 
copy does not sell.”—So said Ogil- 
vy (AA, May 13), contradicting 
himself with (tricky and irrele- 
vant) eye patch illustrations— 
plus an implication that “Bert and 
Harry” Piel are not selling their 
beer—that testimonial ads are 
truthful. 
Now I know what is meant by 


separating two heads. 

Herein, too, we have a closed 
mind limiting its own resources 
with a monotonous parade of pho- 
tographs—all ads regimented 
alike. 

Well, Janus can lay the egg, but 
we don’t have to hatch it! 


Walter Sasse, 
Brooklyn, N. Y. 
+ . e 


Calls Co-op Series a 

Long-Needed Explanation 
To the Editor: 

on the very valuable series of arti- 


cles by Lester Krugman that began | 


with the May 20 issue. You're hit- 
ting on a subject that has long 
needed this type of intelligent ex- 
ploration and explanation and I’m 
certain that you’re doing a great 
service to an important segment of 
the merchandising team by the 
publication of this series. I only 
hope that you can get the informa- 
tion disseminated very widely 


Congratulations | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


structure. 
A. W. Bernsohn, 
Executive Vice-President, 
National Appliance & Radio- 
TV Dealers Assn., Chicago. 
+ . * 


'Schlitzpuns Are Out 


with This Reader 

To the Editor: I have a high re- 
gard for your Creative Man’s 
judgment, so when I first glimpsed 
his column in your May 6 issue 


|I said to myself, “Here comes the 
|jeer that’ll make Milwaukee furi- 
}ous . 


. . he’s going to tell Schlitz 
what their Best Friend won't but 


should have told them long ago!” 
“top notch.” It is the great divide | 


Well, he sorter damned the 


|Schlitzfest with faint praise, but 


what he could and should have 
said would fill 52 issues of Apver- 
TISING AGE. 


| To me, this is one of the most 
j}amazing campaigns that ever saw | 


the light of day. In fact, it’s doubly 
amazing—amazing that in an agen- 
|cy like Thompson such an “idea” 
jever got beyond the idea stage, 
|and amazing that a brewery smart 
enough to produce and market the 
nation’s No. 1 Best Seller could 
have been “sold” such a campaign. 

The pun is said to be lowest 
form of wit, but who would class 
such clumsy word-stumbling as a 
pun? “Schlitzest” perhaps, but 
“Schlitztoast — Schlitzlight — 
Schlitzo’clock” ...upun my word 
it’s nau-Schlitz-ating. If these are 
puns, I’m a Chinaman! 

I have no axe to grind—don’t 
know any of the people or factors 
involved—but I seem to remember 
reading in ADVERTISING AGE some 


| throughout the whole distribution | months ago that Schlitz’ advertis- 


ing manager had just resigned. 
\If his leaving was due to this 
|}campaign I’d advise the Schlitz 
| Brass Hats to swallow their pride 
|and their Schlitz, apologize to the 
gent and hire him back at any 
price. 

The preceding campaign was a 
honey, one of the best beer cam- 
paigns I’ve ever known. Why 
| Schlitz would want to scrap such 
|a campaign for the current one is 
more than I can fathom. After 40 
years in advertising—on both 


gets curiouser and curiouser. 

I venture to predict this cam- 
paign won’t last long. Advertising 
is good when it makes a prospect 
| smile, but not even Schlitz can af- 
| ford to run advertising that makes 
‘their competitors laugh! 

Waldo Zimmerman, 
Memphis. 
a e 7 
He Favors Guarding 
Industrial Secrets 

To the Editor: I read with quiet 
good humor the apparent naivety 
of Eldon E. Fox in his address to 
the Mail Advertising Club of Chi- 
cago as reported in the “What 
They’re Saying” section of your 
May 6 issue. 

Most of us in advertising are 
just as aware as is Mr. Fox of the 
industrial spies employed by these 
great corporations to report on 
their competitors’ newest develop- 
ments as they take place. I would 
hope that the industrial secrets 
could be more carefully guarded. 
For then each major corporation 


~~ 


3 i : ry 


’ 


ILLINOIS’ 
Ry 20d BIG MARKET 


 PIMITEOUI* 


METROPOLITAN CONSUMER 
AREAS POPULATION | SPENDABLE RETAIL 

(outside Chicago) INCOME SALES 
Ist PEORIA 787,600 $548, 784,000 $390,937,000 
2nd DAVENPORT-ROCK 273,100 516,413,000 318,732,000 

ISLAND-MOLINE 
3rd ROCKFORD 180,200 387,477,000 250,292,000 
4th SPRINGFIELD 146,200 264,478,000 201 648,000 
Sth DECATUR 112,700 211,354,000 135,298,000 


(Standard Rate & Data Estimates 1/1/57) 


affiliated 


% Old Indian word for 
Peoria area meaning “land 


consumer spendable income 


—and nationally, out of 201 metropolitan areas, 
Peoria ranks 72nd in population .. . 


68th in 
. . . 64th in total 


retail sales. One newspaper saturates the area .. . 
Peoria Journal Star with coverage of 98.0% ratio- 
to-homes. 100,000-plus circulation reaches a rich 


13-county area 


... low premium R.0.P. full color 


7 days a week, electric-eye controlled. 


with WIVH 


sides of the fence—all I can say | 
is that year by year this business | 


Great American 


of our team... 


Bicendern are the mont m@eran player oe the Pete: team 
Naturally se re mighty prowd to have so many of (Rem oe our sate rm ommendiag 
Pato Blue Rubbos Beer sad Peabo Ohd Tambard Ale Alier ail, the man betued the bar 
9 the *eel pro om the iy Longue. 
Pere: nas howe pia ing dal +0 Darteader fer |!) year belpng them @ pro 
ing |e Bunmens 
That's our way of saying “Whanks” to the most valuable players ie our league! 
PABST BREWING COMPANY 
Ne Pre Hogeme |s Aageeen Protas of Agmamee | ottew setione! tewwer 
er i 


Advertising Age, June 10, 1957 


GRAMMAR — 
A grammat- 
ical question is 
raised by Geof- 
frey Higgins of 
Western Adver- 
tising Agency, 
Chicago, over this 
beverage trade 
ad: “Is this,” he 
asks, “the pabst 
tense of the verb, 
‘to schlitz?’” 


could develop its products in its 
own aura of creative imagination 
and result in a healthier truly com- 
petitive atmosphere in the indus- 
try, free from the competition of 
bigger and bigger fins and higher 
and higher horsepower. 
Shepard Kurnit, 
KGA Inc., New York. 
* - 
Special Circumstances May 
Influence ‘Camouflage’ Ads 
To the Editor: 
reading the articles by James D. 
Woolf in ADVERTISING AGE. I was 
particularly interested in his com- 
ments in your May 6 issue entitled 
“Blind Ads Are for the Birds.” 
Generally, I agree with Mr. 
Woolf’s contention that good ad- 
vertising, whether of a product or 
service, should “discriminatingly 
seek out” prospects via headline, 
illustration and copy. My only 
point in writing is to suggest that 
there well may be, contrary to Mr. 
Woolf’s views, “special circum- 
stances” that warrant indirection 
(or “camouflage”) in the presen- 
tation of an advertiser’s story. 
I have in mind advertising by 
a public utility, for example, in- 
tended to explain and thus create 


I always enjoy) 


favorable opinion toward the cost 
of service, increases in rates, etc. 
I think practically everybody will 
emotionally, if not rationally, re- 
act negatively to advertising that 
stresses increased cost no matter 
how justifiable. Yet because peo- 
ple are not interested in reading 
ads of this nature doesn’t mean it’s 
an unimportant story to get across 
to practically everyone, rather 
than just a select group. And to get 
it across without immediately wav- 
ing a red flag before the reading 
public necessitates a varied format 
from time to time, and a little 
“sugar coating” on the pill via 
indirection. I raise this point in 
connection with Mr. Woolf’s view 
that, if you can’t be obvious and 
direct in presenting a message, on 
the theory that the people will 
not be interested in it, you ought 
to get “a new thing and start all 
over.” Obviously we must have 
utilities such as the telephone com- 
panies and light and power com- 
panies. And they deem it neces- 
sary to attempt to create favorable 
public opinion toward the cost of 
service. 

If Mr. Woolf can devise a way 
to get good readership of a direct 


ele 


Danulas Seloncs © 953 Fourth Ave. * Mew Yok 
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ad explaining the increased cost 
of service and also foster favorable 
opinion, I'll be most happy to hear 
about it. 
Arch Crist, 
Batten, Barton, Durstine & Os- 
born, Minneapolis. 
+ a . 

Otters Another ‘Do Without’ 

To the Editor: I have followed 
your series on “Ads That We Can 
Do Without” with interest and be- | 
lieve that the enclosed ad is a good 
candidate for this spot. The entire 
ad is built on false implications: 

1. The A-B-C-Jenney sequence 
implies immediately that Jenney | 
Royal Octane is better than A, B 
or C gasoline on some factual basis. 
Reading of the copy by A, B and 
C shows that they refer to com- 
panies carrying 1, 2 or 3 grades of 
gasoline. Thus it is an “apples and 
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oranges” graph with absolutely no 
basis for comparison. 

2. If you follow the 1-grade, 2-| 
grade, 3-grade comparison, the im- 
plication of the chart is that Jen- 
ney has four grades. This, again, 
is not true, as the 1, 2, 3 statement 
across the bottom of the ad shows. 

3. Note also the implication that 
Jenney Royal Octane gas rates far 
higher in octane rating than any 
other gas. This, of course, is false 
because nearly all the 3-grade gas- | 
oline companies have a high octane | 
gas virtually equal to, if not better 
than Jenney’s best. 

4. The chart itself has no label 
or scale on either axis (of course, 
there can be none in this case), 
but it is given a head, Gasoline 
Performance Chart, which could! 
be valid for comparing various 
phases of gasoline performance. 

There’s no need to knock the 
copy in blocks 1, 2 and 3 at the 
bottom, but the “knock” is there. 

This ad came from the Boston 
Globe. It may or may not be one 
of a series. I picked it up on a 
business trip in that area. 

W. Dean Ferres, 

Sales Promotion Department, 


McCann-Erickson Inc., New | 
York. 
. . ° 
Dope on Dog Foods 
To the Editor: The Creative 


Man’s Corner of ADVERTISING AGE, 
May 20, contains comment that 
reflects a lack of information re- 
garding prepared dog food and its 
advertising. There are dogs whose 
state of nutrition is such that they 
will eat almost anything that won’t 
eat them. However, in general, | 
producers of dog food must con- 
cern themselves with palatability, 


and this is particularly true in the | 
feeding of some of the ailing. 

Regarding the relative worth of | 
beef and horsemeat, there is so} 


little difference that qualified nu- | 


| 
| 


It's a Pajama Party 

To the Editor: Tucked away in 
the lower right hand corner of 
Paye 40 of Apvertistnc Ace for 
Oct. 3, 1955, was an ad we had 
prepared for Holeproof men’s pa- | 
jamas, featuring a bunch of pa- 


jama-clad commuters, wearing 
hats, carrying umbrellas, newspa- | 
pers and briefcases and waiting 
for a train. 

Then, in ADVERTISING AGE on 
May 6, 1957, we came across an 
ad prepared by the Mervin & Jes-| 
se Levine Inc. agency for Mc- 
Knight pajamas. This one fea- 
tured a group of pajama-clad 
commuters wearing hats, carrying 
umbrellas, newspapers and brief- | 
cases. Only this ad was different. 
Here they were waiting for a bus! | 

What a funny coincidence! 

Byron A. Bonnheim, 

Vice-President, Edward H. 

Weiss & Co., Chicago. 


| 


tritionists consider them of equal 
value. More important, however, is 
the fact that lean beef or horse-| 
meat alone, regardless of the cut, 
is not equal to the better prepared, 
canned dog foods. A dry dog food, 
when employed according to the) 
directions of the manufacturer, is | 
a fine product today. 

As to the sales pitch employed in 
promoting the demand for com- 
petitive brands of dog food, we 
prefer to leave that to your staff | 
to criticize. But in view of the fact 
that most prepared dog foods are | 
honest products of high palatabili- 
ty, affording great convenience for 
the owners of pets, your Creative 
Man laid an egg for AA of May 20. 

J. V. Lacroix, 

The North American Veter- 

inarian, Evanston, II. 


Copy and Art Work Together 
tor Smirnoff Series 


To the Editor: Thank you very | 


|}much for The Creative Man’s kind 


treatment of the Smirnoff Vodka 
advertisement in ADVERTISING AGE 


|of May 27. 


Your comments are very percep- | 
tive. We try to bring about that! 
synthesis of art and copy that 
makes the pictures speak and the 
copy picture. 

Hershel Bramson, our art direc- 
tor, and Bert Stern, the photogra- | 
pher, have created an entire series 
noted for ideas, composition and a 
sort of painter’s technique. With- 
out them the copy would not have 
worked. Without the copy they 
would have been just pictures. 

Milton Goodman, 
Lawrence C. Gumbinner Ad- | 
vertising Agency, New York. | 
. + * | 

Calls for Action on Pay TV 

To the Editor: While reading | 
your front page article in the May | 
27 issue on the upcoming large 
scale tests of toll-tv, it occurred to | 
me that the advertising and broad- 
casting industries are resigning 
their own and the public’s interest 
in this matter without much of a 
fight. Tantalized by a rosy picture 
of first run movies, opera, ballet | 
and stamp collectors programs on | 
the home screen, the public has) 
been propagandized into an eager 
acceptance of paying for essentially 
what they now get free. 

Last year a national magazine | 
ran a poll on the subject and dis- | 


|covered that the respondents were | the same tastes as free tv. Minority 


about 85% in favor of toll tv. To! preferences will not be catered to 
my mind this can only be possible any more than presently because 
because just one side of the situa-| it pays better to play to the majori- 
tion has been heard. No individual | ty. Any business tends in the direc- 
or group has bothered to acquaint | tion of greatest profits. 
the public with the picture as it) 2. With the fabulous sums it will 
will probably develop when toll | have at its disposal, toll tv will be 
tv becomes a fact. able to consistently outbid adver- 
Behind the pretty promises of |tiser-supported video. Thus we will 


|the pay-tv people are the business arrive at a point where the public | 


realities: will have to pay for programming 
1. This medium will appeal to'it now gets free. What’s more, we 
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will sacrifice the possibility of im- 
| pwoving program fare on free tv. 
The public should be informed 
of these factors. Certainly broad- 
casters and advertisers who have 
so much at stake should do some- 
|thing to present a dissenting opin- 
ion. With toll tv approaching com- 
mercial reality, the time to act 1s 
| now. 
Stanley Goldstein, 
Arndt, Preston, Chapin, Lamb 
& Keen Inc., Philadelphia. 


CALLUS 
GBB. 


ONE OF A SERIES OF RECURRENT NIGHTMARES 
AT Guiv, Bascom , ano BonrFiGl!, ADVERTISING 
SAN FRANCISCO - Los ANGELES — NEW YORK 


THERE'S A MR. GOULD FRoM 
GUILT, BASKET, AN BOMBFIGLEAF 
OUT HERE To SEE MR- SMITH-. 


° WERE Foop 
Te kD of SPeCALIGNe 
a. BASCOM, AND You KNOW.” 
BONFIGL! is HERE, 


THERES A GENTLEMAN FROM 
BOWL 9 GASKET, ano BUFFOONERY 
TO SEE YOU SIR. SOMETHING 


ABOUT DOODADS:..-: 


CAN'T SEE HIM NOW 


IS 
y, 


g POINT- WITH-PRIDE DEPT. 


CLASSROOM STUDY ASSIGNMENTS FOR 
MORE THAN 750,000 STUDENTS ARE 
BEING BASED ON RALSTON CEREAL’S 
TV PROGRAM "BOLD JOURNEY .*. 


*yanDLinc SUCH TASTY PRODUCTS AS: 
SKIPPY PEANUT BUTTER , BEST FOODS NUCOA, 
RALSTON’S WHEAT CHEX AND RICE CHEX, 
RY-KRISP, AND INSTANT RALSTON, 
HARRY AND DAVID'S FRUIT- OF -THE - MONTH, 
MOTHER'S CAKES AND COOKIES, FARMER 
JOHNS HAM AND BACON y AND REGAL PALE BEER 
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White Rock Soft Drink Drive 


Offers Premium Glasses 


< ae White Rock Corp., Brooklyn, has 
ss ho begun a 13-week campaign to sell 
2 pL its soft drink products using the 


slogan, “It’s like sipping pure 
fruit.” A premium coupon offers 
four frosted glasses imprinted with 
the White Rock girl for $1 and 
two bottle caps. 90% of the budget 
goes into newspapers, embracing 
1,000-line insertions in four New 
York dailies and 22 suburban pub- 
lications, and bi-monthly pages in 
TV Guide. 

The remaining 10% goes into 
|spot radio over WOR, New York. 
MacManus, John & Adams, New 
York, is the agency. 


rs get ideas thot Adver- 
ss or Agencies have invaded their 
right when a claim is filed, you 


INSURANCE 
ed especially to take the sting 
mut of these cases. It's surprisingly 
ve and it does the job 


WRITE FOR DETAILS 


EMPLOYERS R 


_  CORPOR 
SURANCE 
KANSAS CITY, MISSOURI 


ND RATES 


HERE! DAILY most everyone keeps up 


aoa: WORS 


GREATER CLEVELAND'S 
More News...More Music...More Homes 


METROPOLITAN VOICE 


Sheep Council 
Steps Up Lamb, 
Wool Ad Drive 


DENVER, June 4—Lamb and wool 
advertising and promotion will be 
stepped up to provide the biggest 
boost yet to the sheep raiser’s prod- 
ucts, under the direction of the 


cil. 

For lamb advertising alone, 
ASPC has allotted $570,000 for the 
fiscal year beginning July 1. That 
amount includes $502,000 for con- 
sumer advertising in newspapers, 


radio and television, and $68,000 
for advertising in institutional and 
grocery publications. 

For wool, ASPC will spend 
$527,500 on consumer advertising 
and $35,000 for trade advertising— 
a total of $562,500. 


American Sheep Producers Coun-| 
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DEMONSTRAT- 
eEp—Model Ann 
Berenson shows 
off a personalized 
beach bag being 
offered as a pre- 
mium by Salada 
Tea Co. Sullivan, 
Stauffer, Colwell 


& Bayles, New 
York, is the agen- 
cy. 


Lamb promotion and advertis- 
ing will be conducted in 15 mar- 
kets throughout the country. One- 
third page b&w ads will feature 
two cuts of lamb with recipes and 
a brief educational story on lamb. 


In addition to the b&w ads, 
ASPC, through Potts-Woodbury, 


PGW Colonel. 


YY, MoN — 


Sales in Cleveland are gonna be hot... 
Ond you get eberyt'ing we got! 


Yes, sales in Cleveland are go- 
ing to be hotter than Front 
Street in Trinidad on an Au- 
gust afternoon! Summer’s Spe- 
cial on KYW-TV, and we’re 
beating out a planned product 
promotion that will keep your 
sales figures whirling merrily. 
Here’s what is going on to back 
up your Summer’s Special buy 
on KYW-TV: 


Eleven supermarket and drug store 
chains co-operating 
(1027 separate sales center units} 


Giant-sized contest with such prizes as 21” color TV 


—Electronic organ—Fishing boat and motor 
(Participation by entry blank available only at your point-of-sale) 


Trade mailing to all food and drug dealers 


Full page ad in “Grocer’s Spotlight” . . . 
including your product 


5-15 extra promotion spots per week showing 


your product 


(Tying it in with Summer's Special on KYW-TV Contest) 


Televiewers will be told to go to your product 
point-of-sale for Free Entry Blank 


4 


SUMMER'S SPECIAL ON 


RY W/3\TV 


CLEVELAND, OHIO 


WESTINGHOUSE BROADCASTING COMPANY, 


Radio: BOSTON, WBZ + WBZA - PITTSBURGH, KDKA + CLEVELAND, KYW - FORT WAYNE, WOWO ~ CHICAGO, WIND + PORTLAND, KEX 
Television: BOSTON, WBZ-TV - PITTSBURGH, KDKA-TV - CLEVELAND, KYW-TV + SAN FRANCISCO, KPIX 
WIND represented by A M Radio Sales KPIX represented by The Katz Agency, Inc 


THERE’S MORE... MUCH MORE TO KEEP CASH REGISTERS PLAYING A HAPPY TUNE! 
For all the facts, make with the phone to Al Krivin, KYW-TV Sales 
Manager in Cleveland . .. CHerry 1-0942; A. W. “Bink” Dannenbaum, 
Jr., WBC Sales Manager, MUrray Hill 7-0808, New York; or your 


INC. 


All other WBC stations represented by Peters, Griffin, Woodward, inc. 


Kansas City, will use a series of 
five four-color newspaper pages 
to give added impact to the lamb 
advertising program. These “color 
spectaculars” are expected to at- 
tract wide consumer interest, and 
also provide an excellent merchan- 
dising tool for the grocery trade. 


® Ted Gomolak, director of adver- 
tising for the council, said that in 
order to realize the greatest im- 
pact, ASPC’s ad program will be 
concentrated on the most favor- 
able months of the year, when 
lamb supplies are heaviest. 

The year’s program, in all but a 
few of the 15 cities, will be in two 
cycles, one in summer and fall and 
another in late winter and early 
spring. 

The ASPC will use the recipe 
approach in its ads, with newspa- 
pers forming the base of the pro- 
gram. Radio and tv will be used 
to supplement the newspaper ads 
and intensify promotional efforts 
as conditions of supply and de- 
mand indicate. 

The market lineup for the 1957- 
58 program includes: Philadel- 
phia, Houston, Baltimore, Wash- 
ington, Cleveland, Chicago, Detroit, 
Milwaukee, Denver, Salt Lake 
City, Seattle, Portland, Sacramen- 
to, San Francisco and Los Ange- 
les. Houston, Milwaukee and Salt 
Lake City are new additions to 
the program for the coming year. 


s Wool promotion and advertising 
is expected to be the heaviest ever 
conducted for the sheep industry. 
Through the Wool Bureau, in New 
York, ASPC will advertise in such 
magazines as Esquire, Harper's 
Bazaar, Holiday, Life, The New 
Yorker, Sports Illustrated and 
Vogue. Strong emphasis will be 
placed on wool fabrics made in 
America. 

One phase of wool advertising 
will be conducted in conjunction 
with seven leading American mills. 
This joint effort in Vogue and 
Harper’s Bazaar, will include 16 
fashion pages with the headline: 
“America creates new wools for 
the American way of life.” 

Both lamb and wool advertising 
will be backed up with intensive 
promotion efforts by the council. = 


Hartford Adclub Elects 

G. Frank Sweet, president of 
G. F. Sweet & Co., has been elected 
president of the Advertising Club 
of Hartford. Other officers elected 
include Robert W. Honer, Heublein 
|\Inc., and William J. O'Meara, 
Aetna Casualty & Surety Co., vps. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


eens ho) ed ee ee ee | ceok ae ex ei. ge es aa ee a sory Lee Oe eee fT ut Seana amt ees ee ee a ie eee ee Net eee ET a EE = = oe fo ep ae a a - 
oe = ; BE. es ie fi ee ia. ilies: * Cre io a FE la ann : > esl coe Ma rt ial NR aa chs és abe Le eee ee: Canin ee eee, So ees nee 
eee ee ee RR aR a a ae ee ge oy 
_. ee = ges x : es Sas oe Sane bef in si ' oF es eee 4 Saal eee sail yee ee ee aa jaa ccm eacalee cece RSENS ce tie ee i 7 ae ies ae a 
Sr ous ‘ ‘ > 
slits % 
ee 4 
106 4 
| ———————e | . : 
: — pO Sa 
| : 
:, _ PRIVACY ada rea z 
a: “ae is 
4 Po : ; ie a = % 
Ss eal “- ey 
ta “s ~ —_ y ae 
z eo 
ca mee ‘3 | 
eee | F. é ‘ 
‘a CNS ac. ’ ‘Bhs ; 
a =i - Ss Y J, “a ‘ a 
sii S ; en eer Salada ‘ on 
i ae tn a 
 e 4 Salada > Salada} c; 
id a, Mh: 
Be i 
$$$ 2 
= : 4 
% co gaa i ae a oe, - e et tie 
, ee Bose Sa Se AMM stout dive ye 
~t ; i ee 7 
> ” - 2 om 4 i Po . 
ae i —— es 5 
ee a 
a me, 
¥ Ne 
~ \)\ 4 
oe SY) -. 
ee “= s Pa 
; ¢ ; 
=a ; 
- lp : € : 
Bi e c~ > 
«“y = a 
4 -, Se st 
< LS z 
Ns iL De: ae 
sai % me 
ay . . a 
; ch 4 
iG hed * 
ane ? 5 
ee ety 
eae za 
ae + * : s; « 
an 4 oy : 
+s S: ss F Ooi e 
a = Ok oy 
= 2 oa > ~ =~ * a, a 
= ~" . > ’ 
é 7 => Ay rk: 
<< nad = on > d 
aie £ eA NYO ee )) an. > 
ae 9&7 es aeé$ 
ne : , , =) 
ee “y y aes 
ects. rm} > a Ee 
a ¥ mf 
yee a at 
- a cf 
eee 
ag A af saga Raed ah 
a : y yee 2 he 
A ARR re oe saa 
3 a kaw ae ie é a 
a * ae 28 Acie ee 
= eee i ee 
- is 
a es teeta : 
k: spa eo, a 
Se eee ‘cat 
= ee — : 
ce er oie, a a 
ca aes ar 7 
es ote Pes bn . Sie 
: Batrede . gem 4 '* % ! 
pd Sa 7 f 
Vee ‘te ’ 
a. a . bus 
ea = 2¢ ie 
aE ~ 2 i aZ sine 
‘ 54 aggialy we 
+ A i 
a is i 9, -k ot 
ry q ae 50 ‘gts 
ss é 2 , ii ee - 
om Fo Bo 2 es ; 
ge ty Fy 3 
wy ¢ oF 
ed. ; 
, . i, . 
i: . 
=: fy 7m ee 
ie ae 7 } 
; aS x 
—) Xa 
ae a | : 
iy a . ; | "We 
ee bats 
eee “Ss eC hs 
ste. ‘ - . E 
a os = 
eg! | se 
ee ee a 
; © © | . 
o i ———————————————— eS 
a : - : ia a : i be aeccRS saan Tat tats a : 2 
. oo: ee Smee)” ee i ga atin ie 5 Piel ee She eo ie. RRR EE aS Se 
ES aaa Spar “She - ae = ee, ‘ 6g Rn nee cari ee cee Tome ses cep ee Srp So ; ae See ; Hee = 
ae ie. oie ae ae ee See i er Oey oe ame ee 5, 3) By ce Ae, Py erie ut saa? Pe = "ey. : x oe aa nae ee 6 geese i + 2 See = ee i ease ae : J : 
Le, Se ci 8 cil ee re ey. | ee a ee ee 
as ee 4 hay Ni ” Pr. > ~ ee eee ‘ oat eee en gel — a LO aera = 


Advertising Age, June 10, 1957 


Ralph Hotchkiss, 
Compton Advertising 
VP, Is Dead at 51 


New York, June 4—Ralph R. 

Hotchkiss, 51, a vp of Compton Ad- GERALD T. LeEFEVER 

vertising, died May 17 of a heart Litre Rock, June 4—Gerald T. 
attack. He had been associated LeFever, 56, founder and owner of 
with the agency since 1955. Born | Gerald 7 Teeeee & Acsntiaten 
here, Mr. Hotchkiss was graduated | 5 i441. Rock agency, died May 19 at 
from Yale University and spent 17 15. nome on Highway 10 after out- 
years in Wall St. as a financial fering a stroke. : 


writer and editor. Early in World M : , 
‘ : poo: Ss r. LeFever began his career in 
War II he served as chief of the 1918 as an employe of the S. M. 


pre wee: of Spe ne of im Brooks agency. He formed his own 
A — 4 pane d = F — : © agency in 1931. Mr. LeFever was a 
rmy and served overseas aS 4) director of the Southwestern Assn. 


major. te oho oe 
Following the war, Mr. Hotch- of Advertising Agencies. 


book last year, “No Name over the 
Door” (AA, Dec. 3, 56). For the 
past few years he had been en- 
gaged in public relations work for 
another big London department 
store, John Barker’s Ltd. 


JAY CURTIS SMITH 


LAKELAND, FLa., June 4—Jay 


many years St. Louis office man- 
ager for The American Weekly, 


Curtis Smith, 89, president of the died at his home here May 26 of 
Ledger Publishing Co., publisher | heart disease. He had been ailing 


of the Lakeland Ledger, died here 
May 30 after a long illness. 

Mr. Smith, former editor and 
publisher of the Tribune, Seymour, 
Ind., bought controlling interest in 
the Ledger in 1927. A few months 
later he purchased the Lakeland 
Star Telegram and consolidated 
the two newspapers. 

In 1939 he and his son, A. W. 
Smith, bought the remainder of 
the stock in the Ledger. 


ROBERT WINDMULLER 
CHESTERFIELD, Mo., June 4— 
Robert L. Windmuller, 61, for 


or the last couple of years. Mr. 
Windmuller, following the shut- 
down of the Hearst St. Louis of- 
fice two years ago, had been in the 
commercial and industrial real 
estate business. 


Monthly Names Penfold A.M. 
Phillip G. Penfold, formerly 
sales manager of WCHN, Norwich, 
N. Y., has been appointed adver- 
tising manager of Aviation Re- 


| search & Development, New York, 


a new position. Advertising man- 
agement of the monthly, estab- 
lished in 1956, until now has been 


107 


handled by the publisher, Stephen 
R. Kent. 


New Bank Poster Subscription Service 

for window, wall, and lobby display 
Full color Posters, 28° x 44°, many with a life-size, hand- 
colored, photographic blow-up as part of the layout. Pro- 
| duced on heavy poster card stock. Yearly series, approved 
by a panel of working Bank executives. Several styles and 
types of Poster display frames available. Service is com- 
missionable. Write, wire, telephone. 


Security Displays 


Oe 


kiss joined Maxon Inc., in Detroit, 
as an account executive and be- 
came a vp of the agency. During 
the ten years he was with Maxon, 
he created about 500 television 
commercials, including the familiar 
“Look sharp” and “How are ya 
fixed for blades” animated jingles 
for Gillette Safety Razor Co. He 
was a member of the Overseas 
Press Club and the Yale Club. 


WILLIAM BOLGER 

Concorp, N. H., June 4—Wil- 
liam H. Bolger, 31, a television 
copywriter for the Cleveland of- 
fice of Batten, Barton, Durstine & 
Osborn, died May 28 in Concord 
Hospital after a brief illness. 

Born in Lowell, Mass., Mr. Bol- 
ger held B.A. and M.A. degrees 
from the University of Connecti- 
cut and had done graduate work 
at Harvard, Columbia and Cath- 
olic Universities. He was an in- 


structor in the speech and drama 
department of the University of 
Maryland before he became a tv 
copywriter in New York for Mc- 
Cann-Erickson. Later he worked 
for Grey Advertising Agency in 
the same capacity. He joined 
BBDO in 1955 and was responsible 
for writing the “Medic” and 
“Cheyenne” tv shows. The former, 
now off the air, was on NBC-TV 
and the latter is currently on 
ABC-TV. 

Mr. Bolger’s play, “Father Was 
a Yale Man,” was produced at the 
Provincetown Playhouse, New 
York, in 1951. He was the author of 
a novel, “Sweeney,” published last 
November. 


DONALD GREEN 

PORTLAND, Ore., June 4—Donald 
W. Green Jr., 41, president of 
Point-O-Salescast Inc., Portland, 
died at a local hospital after a long 
illness. 


ARCHIBALD BENNETT 

New York, June 4—Archibald 
S. Bennett, 79, marketing research 
analyst, died here May 24. He had 
retired in 1951 but continued as a 
consultant thereafter. | 

Mr. Bennett had been a consult- 
ant to a number of advertising 
agencies and had been active in ad- 
vertising and marketing research 
for more than 30 years. In 1944 he 
organized his own marketing re- 
search service known as A. S. Ben- 
nett Associates. Recently the com- 
pany became A. S. Bennett-Cy 
Chaikin Inc. 


amazing fluorescent 


LEON F. BANIGAN 

Verona, N. J., June 4—Leon F. 
Banigan, 70, onetime editor of the 
Chilton automotive business papers 
and first editor of Fleet Owner 
after its acquisition by McGraw- 
Hill in 1949, died in a Montclair 
hospital of cancer. 


ALFRED H. WILLIAMS 

Lonpvon, June 4—Alfred Harry 
Williams, 70, onetime advertising 
director for Gordon Selfridge, the 
American who brought department 
stores to Britain, died here last 
week. Mr. Williams’ close associa- 
tion with Selfridge’s resulted in a 


stantly register the di 
with CALCOFLUOR Whi 


Cyanamid Company, 
further information. 


New ¥ 


If you make or use paper products, CALCO- 
FLUOR* White PMS Conc. can make a material 
difference in your product’s sales appeal! This 


whiteness and brightness that has a powerful 
consumer appeal ...and a real quality look. 
Just compare CALCOFLUOR-treated papers 
with any ordinary white. Your eye will in- 


Ask your jobber for samples of paper treated 


PROVIDENCE 


dye imparts an eztra 


fference between them. 


te, or write to American 
Dyes Department, for 


F 


akes white paper products 


-than-White 


FOLDERS extend a new sales appeal to your customers when a 
touch of CALCOFLUOR ‘‘Glow-White’’ has been added to the paper. 
On these whiter-than-white stocks, type and illustrations are clearer, 
bolder, crisper... with maximum contrast between lights and darks. 


PACKAGES take on a new dimension of quality and shelf pulling-power 
with the ‘‘Glow-White’’ sparkle of CALCOFLUOR. This clean, bright 
white puts your package head and shoulders above its competitors. 


Catalogs + Booklets + Advertising Brochures + Annual Reports 
Company Letterheads + Business Cards + Greeting Cards 
Business Forms + Manuals + Sales Literature + Programs 
Labels + Packages + Books—A\ll achieve new sales power and attrac- 


tiveness on CALCOFLUOR-treated papers. It will pay you to investigate! 


—<EYVYANAMID 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


ORK * CHICAGO + BOSTON + 


ATLANTA 


PHILADELPHIA * 
LOS ANGELES ~- 


NORTH AMERICAN CYANAMID LIMITED. DYES DEPARTMENT. MONTREAL AND TORONTO 


PORTLAND, OREGON 


CHARLOTTE 


*Trademark 
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Along the Media Path 


The Illinois State Journal-Reg- 
ister, Springfield, Ill., WTVD-TV, 
Durham, N. C., and KMTR, Den- 
ver, each received a Purina Dog 
Chow award for doing an out- 
standing job of merchandising and 
cooperating with the introduction 
of Purina’s new Dog Chow. Each 
winner received a statuette, called 
a Fido. 


e True came up with a merchan- 
dising gimmick recently that was) 
so liked by the advertiser he has 
adapted it for his own point of 
sale piece. The gimmick is a silk 
screen lettered cloth that was sent 
to 500 Johnson’s wax distributors 
in connection with the national ad 
kickoff in True for Carnu, John- 
son’s auto polishing agent. The 


The Year’s Best Folding 
and Set-Up Paper Boxes 


The June issue of Advertising Re- 
ements, the Workbook of Adver- 
tising Management, presents a dra- 
matic picture report on two of the 
year’s outstanding packaging compe- 
titions. Included are the first place 
winners in the annual folding paper 
box and set-up paper box competi- 
tions. 
This picture-story report is typical 
of the kind of information you'll 
* ev monthly issue of AR—cov- | 
ing all aspects of advertising pro- 
duction, promotion and merchandis- 
ing. 


A trial proves your need of AR— | 
or your money back. Just clip this ad, | 
attach $3 along with your letterhead, 
and mail today. 

Advertising Requirements 
The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 


' Moines, 


cloth bore the Johnson slogan, 


“No drag on the rag with all-| 


new Carnu,” and an announce- 
ment of the product’s advertising 
campaign in the magazine for 
May, June, July and August. 

The Johnson people are now 
making up lettered polishing cloth 


displays—minus the True propa- | 


ganda—for their dealers’ point of 
sale merchandising. 


e “The Do’s and Don’ts of Farm | 
a four-page capsule) 
for salesmen who call on| 


Canvassing,” 
guide 
farmers, has been prepared by Don 
Ross, Successful Farming field 


merchandising manager. It is be-| 
ing offered free by the magazine. | 
Requests should be addressed to) 


Mr. Ross. 


e Time-Life International and 
the Stanford Research Institute 
are co-sponsoring the Interna- 
tional Industrial Development 
Conference in San Francisco, Oct. 
14-18, 
ment possibilities for private cap- 
ital in all countries of the free 
world.” 


e Reader’s Digest’s new Nether-| 


lands edition (AA, May 13) will 
guarantee a circulation of 100,000 


within Holland during the first | 


six months of publication. Its ba- 
sic b&w rate will be $320 per 
page. It will be printed in offset 
and will carry two and four-color 
as well as b&w ad and editorial 
material. 


e 100 department stores from 
|coast to coast have enlisted 
Seventeen’s 12th big home sewing 
|/promotion for America’s teen-age 
home-sewers. This marks the 
largest enrollment ever garnered 


| for a sewing issue. 


e Meredith Publishing Co., 
plans an $8,000,000 ex- 


Savings in time and money 
offered by “central” printing 


location with complete production 


facilities 


Shipping or mailing your publica- 
tion, catalog, broadside or similar 
printed material is often faster and 
more economical when you use a 


centrally located source such as 


ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Guwe Macazine, typical of 
the quality printing and handling 
facilities we offer. 

Write for 

samples and 

price information 


HENRY 


201 E 16TH AVE 


2. i> 
<————"_xawsas 


F city, ie 


Seeeeeeeeeeeeeeeeeee 
TIME AVAILABLE ON THIS 
WEB-FED OFFSET PRESS! 


Newly installed for high speed 
production—one to four colors 
—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 
COMPLETE SERVICE 
@ From Art to Mailing 
@ Intelligent Production 
Counseling 


®@ Web-fed Offset and 
Letterpress 


WURST, Inc. 


e NORTH KANSAS CITY, MO 


“to explore further invest-| 


Des 


} 


| 


Smith 


Shockey 


pansion of its publishing facilities. 
It has purchased a 92-acre tract 
of land in southwest Des Moines. 
Construction of the new plant is 
scheduled in stages over the next 
| several years. 


e ABC-TV has put out a 16-page 
brochure commemorating the new 
offices of its WBKB-TV, Chicago, 
in its State-Lake Bldg. The bro- 
chure outlines the history of the 
| station, the first tv outlet to oper- 
ate in Chicago and the third in the 
|nation, and pictures the new of- 
fices. 


in | 


e A 32-page brochure, 
Profit with the Power of the Par- 
ents’ Magazine Commendation 
|Seal,” has just been put out for 
|advertisers by Parents’ Magazine. 


e The Chicago Daily News will 
publish another in its series of 
special issues on travel—summer 
| travel—on June 8. 


|}@ Nation’s Business has just com- 
|pleted a nationwide survey of 
|3,000 bank presidents, which re- 
|ports on their plans to purchase 
office equipment, building and 
modernizing materials, lighting, 
air conditioning and other busi- 
ness goods and services. A copy 
of the 14-page report is available 
on request to Herman Sturm, Na- 
|tion’s Business, 711 Third Ave., 
| New York 17. 


e To arouse interest and atten- 
tion to mewspaper advertising, 
Burke, Kuipers & Mahoney de- 
veloped the idea of silk screening 
on a breast pocket handkerchief 
the slogan “Newspaper Advertis- 
ing Is Best.” These handkerchiefs 
were distributed to the newspapers 
they represent as well as a trial 
distribution to all dailies in the 
Southwest. 


|e Department of New Laurels: 
Parents’ Magazine reports 
23% gain in number of pages of 
|advertising and a 32.9% gain in 
|advertising revenue for the July 
issue over 1956. 

Your New Baby reports a 19.5% 
| gain in number of pages of adver- 
|tising and a 30.3% gain in adver- 
|tising revenue for the July issue 


‘over 1956, the highest linage and 


a 


revenue ever recorded for a July | 


issue. 

| Redbook closed the first six 
months of 1957 with 19.4% more 
display advertising linage than it 
ran during the same period in 
1956. Revenue from display adver- 
tising was up from $802,834 last 
year to $1,139,251 in this year’s 
first half. 

| Good Housekeeping reports its 


Shellenberg 
BEST IDEAS—Carlton Zucker, Leo Burnett Co. account exec on Com- 
monwealth Edison and Hoover, received the Saturday Evening Post 
award in a contest among appliance manufacturing, agency and 
utility executives for the best ideas for dealer use of the Live Better 
| Electrically ad on the “Kitchen Rating” theme which appeared in the 
May 11 issue. Shown here are the judges in the contest: Paul C. K. 
Smith, BBDO account exec on Live Better Electrically; Ralf Shock- 
ey, president, Ralf Shockey Associates; Robert Shellenberg, manag- 
er, appliance and hard goods merchandising, of the Post; Laurence 
Wray, editor, Electrical Merchandising, and Loyd B. Dunning, su- 
pervisor of trade programs, Live Better Electrically. 


“How to} 


Wray Dunning 


gross revenue for the first six 
;}months of 1957 up $565,471 over 
the same period last year. The 
gain increased the magazine’s 
gross for the first half of the year 


Advertising Age, June 10, 1957 


Hong Kong Gets Commercial 
TV Via Closed Circuit 

Commercial television was 
started in Hong Kong May 29 via 
a closed circuit service to rental 
subscribers. The service is pro- 
vided by Rediffusion Hong Kong 
Ltd., which supplies piped radio 
programs to some 1,200,000 sub- 
scribers in the British colony. 

There will be four and one-half 
hours of programming daily. Chil- 
dren’s programs will be presented 
from 5 to 6 p.m. and general pro- 
grams from 7 to 10:30 p.m. 
Screenings will be made up largely 
of the most popular shows from 
overseas, with transmissions for 
English and Chinese-speaking 
viewers. 


Holland Joins Allison 

Leonard E. Holland, formerly 
with Popular Merchandise Co., has 
joined Allison Mailing Lists Corp., 
New York, as vp in charge of sales 
and sales promotion, a new post. 


| to $10,139,633, a new high in gross 
revenue for a six-month period. | 

Ladies’ Home Journal’s circula- | 

tion in the first four months of 
1957 gained 5.8% over the same 
period a year ago. Alltime highs 
were recorded in February at 5,- 
660,000 and March at 5,639,000. 

The Times, Wichita Falls, Tex., 
|published its biggest paper Sun- 
day, May 12, in commemoration 
of its 50th birthday—280 pages. 

A record-breaking 24-page issue 
of Scholastic Roto, the picture 
magazine of teen-age life, is being 
distributed this month with ma- 
jor high school newspapers, coast 
to coast. 
| Town & Country reports a 6% 
linage increase for the first six 
months of 1957 over the same pe- 
riod last year. 

The first three months of 1957, | 
Cosmopolitan’s circulation aver- 
aged 935,000, a gain of 110,000 over | 
the same period last year. 

Automatic Control ends the first 
six months of 1957 with a 68% 
boost in ad pages from the same | 
period of 1956. 

Scientific American has com- 
pleted the biggest first half of its | 
history. From January to June it 
published 634 pages of advertis- 
ing—a 12.1% gain over the first 
half of last year. | 

Motor Life had a 76% increase | 
in advertising for July, as com- 
pared to the corresponding month 
last year. 

College & University Business 
set a new record in May, 1957, 
with 68 pages of advertising. 


‘Progressive Farmer’ Boosts 
Rates, Circulation Guarantee 

The Progressive Farmer has in- 
|ereased its advertising rates and) 
‘circulation guarantee, effective 
| with the January, 1958, issue. New 
|rates will be $5,975 per b&w page. 
The increase of 75¢ per line, or 
|$375 per page, is based on an in- 
crease of 50,000 in net paid circu- 
lation guarantee—to 1,375,000—and | 
on the “steadily rising cost of mag- 
azine publishing.” The publication 
stated that there will be no further 
rate adjustments in 1958. 


Metcalf Adds Schmidt Mfg. 
George T. Metcalf Co., Provi- 
dence, R. I., has been appointed to 
handle advertising for Schmidt 
| Mfg. Co.’s new Sahara dryer for 
metered or timer control operation. 
A campaign, using two-color pages, 


is planned for trade publications | 


in the self-service laundry, apart- 
ment house, motel and other fields, 


...to sell the 
Portland, Oregon 
Market 


... with audience 
@ 15 of the top 16 weekly shows 
@7 of the top 10 multi-weeklys 
@ 46% share of audience 
(Feb. 57 ARB) 


-.. with coverage 
@ Documented proof of superior 
30-county coverage! 


Represented Notionally by CBS-TV SPOT SALES 


KOIN-TY 


DOMINANT IN THE 
OREGON MARKET 
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House Group Hints at Nets-Agencies 
Accord to Bar Direct TV Advertisers 


(Continued from Page 1) 
network relations with independ- 
ent program producers, and net- 
work talent and music contracts. 

In addition to the FCC rules 
which work to the disadvantage 
of advertisers, the subcommittee 
suggested there may be hither- 
to undetected understandings be- 
tween networks and agencies 
which prevent advertisers from 
buying tv time direct. 

It expressed surprise that no 
case had come to its attention 
where a prospective sponsor has 
bought time directly from a net- 
work. “Without detracting from 
the value of the services rendered 
by an agency,” the report said, 
“the probabilities would suggest 
that some advertisers at least are, 
or could be, equipped to perform 
a number of agency services and 
thus effect considerable saving in 
their tv advertising budgets.” 


@ If the practice of selling time 
only to advertising agencies rests 
on voluntary choice of the net- 
work and advertiser alike, it is un- 
objectionable, the subcommittee 
observed. “But the possibility also 
exists that the practice stems from 
concerted action between network 
and agencies in contravention of 
the anti-trust laws. 

“For that reason the committee 
believes that the Department of 
Justice, as part of its investiga- 
tion of television network broad- 
casting, should endeavor to ascer- 
tain whether there is any under- 
standing, expressed or implied, 
between network and agencies that 
network time will be sold only 
to an agency and not directly to 
a sponsor.” 

The subcommittee acknowledges 
that networks render outstanding 
public service and are indispensa- 
ble to television broadcasting, but 
it contends the elimination of re- 
straints would not impair the pres- 
ent system of network broadcast- 
ing. Its observations covered these 
points: 


Must buy—tThere is no existing 
rule authorizing or prohibiting it, 
and there is no clear proof that 
it is illegal. However, existing CBS 
and NBC rules deprive advertisers 
of freedom of choice in the selec- 
tion of stations and markets. In 
lieu of present practice, the sub- 
committee says, FCC should per- 
mit networks to prescribe a gross 
minimum time charge, leaving ad- 
vertisers free to select the sta- 
tions making up the network pack- 
age. “No advertiser,” says the 
subcommittee, “should be com- 
pelled to buy services of a station 
he does not desire.” 


Time options—Existing rules 
give networks an artificial trade 
advantage in prime time and work 
to the disadvantage of non-net- 
work advertisers and non-network 
program sources. The committee 
agrees that FCC ought to try to 
find a way to reduce this advan* 
tage, but the three Republican 
members aren’t sure how far the 
change should go. The four Dem- 
ocrats want it eliminated entirely. 


The _first-call rule—Existing 
first refusal rights are being 
abused by some affiliates, which 
hold network shows for delayed 
broadcast in off-peak viewing 
hours. Since this enables these 
stations to get an unfair competi- 
tive advantage over competing sta- 
tions, the committee says the right 
of first refusal should be curbed 
where the network program would 
be delayed excessively or shunted 
into an undesirable viewing peri- 
od. In addition, networks should 
be required to give appropriate 


notice of program availability 
when the program is not taken by 
the local affiliate. 

Network programming practices 
—Through time options networks 
pre-empt the most desirable 
broadcast hours of all but a few 
stations. By virtue of their con- 
trol of this time, they exercise a 
choice between their own pro- 
grams—or ones in which they have 
an interest—and programs pro- 
duced by competitors. “The dis- 
parate bargaining power of the 
networks, moreover, has enabled 
them to demand and receive sub- 
stantial concessions from inde- 
pendent program producers who 
seek to place programs through or 
with the network—concessions in- 
cluding profit participation not on- 
ly in the first run, but also in re- 
run and subsidiary rights,”’ the re- 
port says. 

“These practices tend to deny 
independently produced programs 
access to the networks unless the 
latter are given a financial inter- 
est, thereby tending to afford net- 
work-owned programs an artificial 
advantage over competing pro- 
grams, and to limit advertisers in 
their right of program selection by 


|depriving them of access to inde- 


pendently produced programs.” 


Network talent contracts—Lony- 


iterm talent contracts of CBS and 


NBC “tend to restrict the business 
activities of competitors in radio 
and tv, and also in non-competing 
enterprises, such as night clubs 
and theaters, and NBC may be en- 
gaging in artist management prac- 
tices of the kind which prompted 
filing of anti-trust complaints in 
1941.” 


Discount in sale of network 
time—From data accumulated by 
the subcommittee “it is evident 
that networks grant standard dis- 
counts to all advertisers on equal 
terms,” and that ABC has granted 
special allowances to particular 
advertisers in the past. But the 
subcommittee finds quantity dis- 
counts are not geared or related 
to cost savings by the network. In 
its present form, however, the 
subcommittee finds that the Rob- 
inson-Patman Act restrictions bar- 


ed for about 50% of all sponsored 
Class A time on all networks 
during four representative weeks 
in 1955 and 1956. Four of the agen- 
cies—J. Walter Thompson, Young 
& Rubicam, BBDO and McCann- 
Erickson—accounted for about 
30% of all such time. 

“The foregoing suggests,” the 
subcommittee observed, “as one 
publication put it, that ‘the na- 
tion’s biggest advertising agencies 
are not only getting bigger by the 
minute, but they are also getting a 
bigger share of the over-all busi- 
ness.” 

“Conceivably, if the trend toward 
greater and greater concentration 
in these top agencies is not stopped, 
a stupendous power for good or ill 
will reside in the officers of the 
agencies—a power that might in- 


volve serious political repercus-| 


|sions. The pre-emption of impor- 
tant prime hours on tv can be much 
abused. A grave responsibility rests 
upon these agencies to conduct 
their affairs with due regard to the 
| public weal.” 


| Net-Producer Relations 


In its analysis of network-pro- 
ducer relationships, the report finds 
the big advantages are all with the 
|networks. “First of all,” it says, 
|“since a program has a far better 
| chance of success if televised dur- 
ing a prime broadcasting period, 
the producer hopes to have his 
program placed in that period. 
| “Secondly, the paucity of tele- 
vision outlets and networks greatly 
|limits the number of purchasers 
jto whom independent producers 
/can sell their programs and hence 
tends to create a buyer’s market. 
“Finally, the networks have their 
own departments or subsidiaries 
|for producing programs and are not 


dependent on the independent pro- | 


ducers.” 

With these bargaining advan- 
tages, the subcommittee said, net- 
works sometimes demand profit 
participation ranging from 25 to 
50% of all categories of profits 
that may be realized from the pro- 
gram. The report finds CBS had 
participation in 57.6% of the pro- 
grams it broadcast in the fall of 
1956, NBC had 38%, and ABC and 
its affiliates 27.8%. 


Opposes Utility-Type Regulation 


“There is little question some 
national advertisers would prefer 
|to sponsor a film program broad- 
cast by affiliated stations in se- 


RAY A. WASHBURN, formerly a up of 
Ruthrauff & Ryan, Chicago, has 
joined Maxon Inc., Chicago, as a 
| vp. Before joining R&R, Mr. Wash- 
| burn was manager of Calkins & 


Holden, Chicago, for 10 years. 


54 Business Papers 
Win ‘IM’ Awards; 
Judges Balk at One 


Cuicaco, June 7—Business pub- 
lications can and must do a better 
job of visual presentation of edi- 
| torial material. 

That was the consensus of 31 
sales and advertising executives 
and graphic arts specialists on a 
judging panel that awarded 14 
first place plaques and 40 certifi- 
cates of merit in Industrial Mar- 
keting’s 19th annual business pa- 
per competition for editorial 
achievement. 

The judges backed up their con- 
tention by declining to award a 
first-place plaque for visual excel- 
lence in the merchandising, trade 
|and export publication category. 
| At the same time the judges 
| agreed that most business publica- 
tions are making progress in over- 
all service to readers. “The papers 
that aren’t going forward die off 
pretty quickly,” one judge com- 
mented. 


® Plaques were awarded in three 
categories of publications: 


e Industrial Publications—/ron 


|Some Set Makers, 


Dealers Sell Color 
Short, RCA Says 


(Continued from Page 1) 

be dead set against color, while 
Dr. Baker (W. R. G. Baker, GE 
electronics vp) seems to be all for 
Ay 

Queried about GE’s claim that 
in 1956 it passed RCA in number 
of units sold, Mr. Mills replied, 
“Well, I don’t know where GE gets 
its figures. Our figures on sales 
| to dealers show that we sold more 
| sets than any other manufacturer.” 
He added that independent surveys 
|of consumer preference show that 
RCA has a “preference two and 
one-half times greater than that 
of any other manufacturer.” 

Explaining that the nationally 
advertised prices of some models 
jare “slightly higher than last year,” 
Charles P. Baxter, vp and general 
| manager of the tv division, said: 
| “We cannot escape the fact that 
|costs are up all along the line and 
| that profit levels in the industry 
|have been unsatisfactory. We be- 
| lieve that these new models—re- 
|alistically priced with their many 
new features—represent the best 
values ever presented to the con- 
;sumer for a quality product.” 


s Price range on the RCA b&w 
line is from $129.95 for a 14” port- 
,able up to $395.50 for a 24” con- 
| sole. Table models start at $189.95. 

In the portable line, which now 
includes five models, RCA is in- 
troducing a 21” set, the $229.95 
Hathaway. 

Only one new color set—the $695 
Lockhaven—was shown this week. 
Mr. Baxter said that a new series 
|of higher-priced color receivers 

will be introduced in the fall. RCA 
now has 11 color sets, beginning at 
| $495. 

| All of the new b&w sets, with 
the exception of the 14” portables, 
use the 110-degree picture tube, 
which reduces the depth of the 


Age, Philadelphia, for the best se- | cabinet. As a result, the new RCA 


ries of articles; Power, New York, 
best single article; Architectural 
Forum, New York, best single is- 
sue; Metalworking, New York, 
best graphic presentation; and 
Steel, Cleveland, best original re- 
search. 


|receivers are smaller, from front 
|to back, and weigh less than the 
previous models. 


s RCA points out, for example, 
jthat the 21” Hathaway set “is 5” 
less deep, front to back, and 26 Ibs. 


ring discriminatory discounts ap-|!ected markets during prime eve- 
ply only to tangible commodities | ing hours rather than sponsor a 
and not services. “To eliminate the |¢twork show because of network 


lighter than previous table models 
e Merchandising, Trade and Ex-/| using the same size tube.” 
port Publications—Domestic Engi-| Use of the 110-degree tube has 


competitive advantage obtained |™ust buy requirements,” the report 
said. “Assuming an advertiser was 
able to contract directly with an 
affiliate for prime evening time, 
not only could he reach those mar- 
kets he is especially anxious to 
cover, he could avoid having to 
pay for the stations covering mar- 
kets in which he has no interest. 


by the large network advertisers | 


over the small advertiser solely 
because of the large advertiser’s 
quantity purchasing ability, the 
subcommittee will consider pos- 
sible amendment of the Robinson- 
Patman Act so as to make it ap- 
plicable not only to the sale of 
goods but also to the sale of serv- 
ices by independent contractors en- 
gaged in trade and commerce.” 


Deplores Large Agencies 


The committee 
that the monopoly problems in 
the industry stemmed in part 
from the shortage of stations, and 
it blamed this shortage partly on 
FCC’s errors in handling the uhf 
problem. It also was critical of the 
commissicn’s acquiescence in “spe- 
cial considerations” for multiple 
station operators. 

In its discussion of network- 
agency relationships, the subcom- 
mittee noted its staff had devel- 
oped a compilation showing that 
in January, 1956, the billings of 
15 leading agencies had a gross 
dollar value of over $21,000,000 
and represented 54.58% of the 
network billings of all advertising 
agencies in the nation for the 
month. 

The 


acknowledged 


subcommittee’s 


| showed ten of the top 15 account- 


a “However, by virtue of the op- 

| tion time provisions the advertiser 
has little choice but to buy nation- 
/al network time or else be satisfied 
‘either with local spot announce- 
ments during station breaks or sta- 
tion time with less desirable 
hours.” 

The majority argued that if net- 
works must be insulated from com- 
petition, and competition prevented 
from regulating the industry, then 
the next step is utility-type rate 
regulations. 

The majority said it is not pre- 
pared to resort to that kind of reg- 
ulation. It said in view of the 
quality of programming offered by 
networks it is difficult to under- 
stand the apprehension expressed 
about ability to secure clearances. 


Johnson Joins ‘This Week’ 
James R. Johnson, formerly an 
|account executive with Batten, 


|Barton, Durstine & Osborn, has|rials—their selection and applica- 


| This Week Magazine. 


neering, Chicago, best series of 


articles. Hardware Retailer, In- 
dianapolis, best single article; 
Electrical Merchandising, New| 


York, best single issue; and Toys 
& Novelties, New York, best orig- 
inal research. 


e Class, Institutional and Profes- 
\ional—F ood Service, Madison, Wis., 
best series of articles; Hotel Month- 
ly, Evanston, Ill., best single arti- 
cle; Hotel Management, New York, 
best single issue; Interiors, New 
York, best graphic presentation; 
and School Executive, New York, 
best original research. + 


‘Materials & Methods’ 


Now ‘Materials in 


Design Engineering’ 


New York, June 6—Materials & 
Methods, a Reinhold publication, 
will change its name with its July 
issue to Materials in Design Engi- 
neering. 
| In the June issue, the publication 
|pointed out that over the past ten 
years the magazine has “developed 
into a publication that now de- 
votes all of its editorial space to 
jinformation on engineering mate- 


studies! joined the New York sales staff of|tion in industrial and consumer | 
| products.” # 


also enabled RCA to market what 
|it calls “the first commercially ac- 
|ceptable corner cabinets.” These 
are consoles shaped to fit into the 
jeorners of rooms. There are two 
|corner sets in the line—the $289.95 
|Malvern and the $379.50 Norman. 
RCA advertising will ride hard 
on these new style changes. Theme 
line of the campaign will be: 
|“Lean, clean and mirror sharp.” 


le In introducing the new phono- 
| graph line, James M. Toney, vp and 
| general manager of the radio and 
|Victrola division, said RCA be- 
jlieves “the future of high fidelity 
lies within the realm of stereo- 
phonic sound.” + 


Westinghouse Names Johnson 
Westinghouse Electric Corp., 
| Pittsburgh, has appointed S. F. 
| Johnson manager of apparatus and 
defense advertising. Formerly sales 
promotion manager of the Atlantic 
region, Mr. Johnson succeeds R. F. 
Gomber, who has resigned. 


Gossage Joins Guild, Bascom 


Howard Gossage has resigned as 
a vp of Cunningham & Walsh, San 
Francisco, to join the creative 
staff of Guild, Bascom & Bonfigli, 
| San Francisco. Mr. Gossage devel- 
oped the copy for Qantas ads while 
|with Brisacher, Wheeler. 


eee ee es ll a ee a ee ee 
LY = a ‘ | ak, pee PORE ehh Meet. Baar ho 9 Suga 07 alae eee oan a - de ee GN Sed (a eM ee? ee et atin tt Seas oe z " ne ee. pape 4, © fe Baoan » in, eee Cia e Y Bee ies eh ery ee . _— 
Ae eee ley ere Bere aes eer A ee em AA. a oe eS ae alibi eee el Me cede A -. elaniage __ a Seam aa es Senet Spee ey tr ii tie, ae | ta 
: oe SSS ees ae ese u AO aie et ee eal ae er eg eee aes es ge, eee aes ; a Se SR is 
sige cig ple pe * eee | BT en RR ~ (Senet eS ae atte te Se es are es Bed: od) 2c ri by a Pa, gees Seer) Gece’ : mu Saaae — : 
Re aii ie ae (Sa : ee enh a pita vast i tei as as ; patie oils eee ; SE ; 
erat ; NE alg att ‘ 3 ee ome dies : . 6: * : at i BS area we eos ae = pee = Saas is 
ae a oe 
ae or 
, 
4 ee 
> - 109 
ee | . mer 
' 
i is 
ee a 
s na 
te 
s Ee 
ta a 
i ai 
| a ; 
: ee 
é + me - 
’ 
: as 
a. 
7 ee ee 
‘ ' 
| 
| | —______— —— 
; 
3 
es 
: e 
+ 
t af : 
a | a *; a 
<< 
pest iipionn. 
of Aaa: 
+ a a 
; ee a 
ig 
a ana 
a i 
we 
nae é * <. i 
ie “s . 
a im 
hee is 
- ee = 
- ea | 
ee oe 
ve ie 
i ‘aces 
ae 
: Sa 
; if 
= i 
& 7a Ba 
ie ate 
: ee 2 
- _ 
pS eee Be 
ee ef 
i” ae 
Ce ee io 
‘tae Pri 
a ; Tire 
fab ie 
at | aioe 
wisese ie 
ee as 
nee 3 
Rex eas 
oe Pe 
Yo i ae 
oan a 
2. re 
aoe faces 
a as 
= an 
eee 
pees 
“ ar 
ee : a 
’ ee 
ita 
‘ Be - 
ete 
Roo 
ee 
’ % 
a ee ae q é Sh ee fe: se € pela aie Tales oo: saath SON seen A f eee 2 i Pettis se £ ar FP eA, Mah rs ee ee oo oben = A i ss. ee pat Me a Wis a 
oe ee See, 5 ie ee ee _ me SRE go og Neem se . : ; : er eae i 2 eke i bs is a aa iis 
og eR eee es OE a eS ce olde Siem * Si gee ge a ; ee 2 ger ares r ee: z ; are ee < ceala R ee et he ate ela Oy eS eee eee a : : ee aa 
se i aga 1 i, Eee: ime Pie. 8 ee ea oe = eli es ge Pt ee tae ieee rots one SEL pe atence o> Py nee ait Ce a ERT lela ol ta cy ee en ae Mey ei oy a dene 2. eee Ree ea 
f ot PERS eee Oe ee ee a ae a. pate = cates ar ; Patani ee a io Bee aaa rete ee Ae st i pe Webv es ae wie, |e 1 : par eee et ee Seay ay Pear ee eee a ee eee Ce Se 
I ae re is or ee ah ae a ida Re re Peg Pe ee Dien es eg a ae ee Sear eee reese eg Th a eee Ro yt pes Bok 5 6 eR St ae 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


eee 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


36,916 


HELP WANTED 


PRODUCT ADVERTISING MANAGER 
Prominent Food company in Chicago 
seeks young man to assist in advertising 
and promotion of nationally known prod- 
ucts. Include age, photo, past experi- 
ence, and salary requirements in resume. 

Box 9631, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Ilinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 

Radio, TV, Publishing and 
Pub. Rel. See me now !!! 

202 S. State St.. Suite 1302-4 


COPYWRITER 
Progressive St. 
writer with talent for thinking visually 
Strictly a writing job; no would-be A/Es 
wanted. Happy-but-not contented 20-man 
shop. Usual benefits, plus liberal profit- 
sharing plan. Starting salary depends on 
talent indicated; growth depends on tal- 
ent proved. 

Box 9632, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


Katz Agency Chicago Office seeking 
theroughly qualified salesman for TV 


Sales Department. Write us at Prudential 


Plaza, Chicago, or phone Gunst, Mo- 
hawk 4-7150. 

MOLENE 
0 ae Public Relations 
Copy write ove Advtg. Managers 
Artists Production Service 


“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 
CATALOG PRODUCTION MANAGER 
National Mail Order House, near Chica- 
©, wants person with direct or indirect 
ig 4 Mail Order experience in soft 
goods staples. Must be oustanding lay- 


out man or woman capable of supervis- | 


ing art, type, paste-up and copy and 
co-ordinating with roto and offset print- 
ers. Excellent salary and ample oppor- 
tunity for development. 
Box 9647, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 7-2255 
RETIRING ADV. DIRECTOR 
WANTS SUCCESSOR 
Best opportunity in Chicago, for experi- 
enced Advertising Manager who wants to 
“take root” with long established pro- 
ducer of consumer essential. Prefer man 
30-40 with solid background of agency or 
industrial experience. Must be aggressive, 
sensibly creative, methodical and able to 
take over seven place department. Some 
travelling. Good salary, exciting business, 
fine people to work with. 
Box 9648, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER 


with consumer product experience by 
direct selling cosmetic manufacturer. 
Must have creative ability, an analytical 
mind, and be capable of handling al! 
phases of advertising, from liaison with 
our agency to developing complete sales 
campaigns. Direct selling experience 
pertinent, but not necessary. Not over 
35. An exceptional opportunity for the 
man selected. All replies confidential. 
Give complete details in first letter to: 
Box 620, Advertising Age 
200 E. Illinois St. Chicago 11, Ill 


| 


| 


Louis agency wants ad | 


| 


| and 


|}an interesting job. Phone Mr. 


Mattress Manufacturer—leading New 
England manufacturer of sleep products 
creating new position. Need all-around, 
experienced and creative person. Knowl- 
edge in preparation, 
point of sale, mail pieces, TV and radio 
scripts and sales promotion in general. 
Salary is open. Main plant near Boston. 
Send resume for prompt action to: 
Box 9649, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 
MAGAZINE PROMOTION MANAGER 
To be one-man promotion department 
for well known magazine in sports field. 
You will develop, create, produce and 
follow-through on newsstand and sub- 
scription promotion, news releases, spe- 
cial campaigns 
Box 9650, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Wanted: Printing salesmen on commis- 
sion basis. Territories open. If you are 
an advertising salesman, selling printing 


will fit into your line. Write Advance 
Printing & Litho Co., 1118 Chestnut St., 
Erie, Pa. ATTN: L. C. ARCOVIO. 

SPACE SALES rep who wants Florida 
Living. Boating, building, hotel fields. 
Young or semi-retired OK. Comm 
mail 2, 


to POB & 
Miami 37. 


Man to replace head of PR Department 


Edison Center Station, 


in well-established Chicago area adver- | 
furnishings experi- | 


tising agency. Home 
ence desirable. Send full resume and 
salary expected. Employees say they like 
to work with us 
Box 9668, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SECRETARY-ASSISTANT 
TO TV DIRECTOR 

Rapidly-growing, fast-moving Michigan 


Ave. agency needs an assistant to TV- 
Radio director. Girl must be able to 
type and take dictation well. If you 
would like to learn how to write and 


produce live and film commercials, inter- 
view reps re program availabilities, 
are willing to work hard under 
pleasant conditions and good pay, this is 
Hall, MO- 
hawk 4-0620, Chicago, Illinois 


advertising mats, | 


Alr- | 


etc., | 


POS!TIONS WANTED 


| 


POSITIONS WANTED 


| MEDIA DIRECTOR, Detroit. 10 years of 
space selling ought to provide good back- 
ground. Married, age 39. Marketing ma- 
jor. Resume on request. 
Box 9421, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
17 successful years in all phases of Ad- 
vertising, Public Relations, Space Selling 
& Sales Management. Age 37, family man. 
Experience in Housewares, Automotive, 
Welding industries. An aggressive and 
stable self starter looking for right spot. 
Five figures requirement. Results guar- 
anteed. 
Box 9635 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ENGLISH AD MANAGER 
Recently immigrated. 15 years space sales 
management, copy-writing, contact work. 


Seeking opportunity with publication, 
agency, TV, or any promotion-minded 
firm offering a reasonable post to an 


ambitious man. Age 35, married, NY area. 
Box 9651, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING-PUBLIC RELS. MGR. 
Able young Adv.-P.R. executive wishes 
to join growing firm in NYC area. Now 
No. 2 man with world-famous consumer 
manufacturer in NYC. Previously with in- 
dustrial company. 
ministrator. Experience 
newspaper, magazine, 
house organs, direct mail. Production 
strong. Contacts good. MS, BA degrees. 
Box 9652, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
EXPERIENCED MERCHANDISING 
-ADVERTISING MAN AVAILABLE. 
A middle-aged executive possessing a 
sound background in promoting food, 
beverages, glass and metal containers, 
plus a wide knowledge of point-of-pur- 
chase advertising, would like to leave 
New York and relocate in a smaller city. 
Box 9653, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING - SALES PROMOTION 


includes 
TV, radio work, 


major 


Now Asst Adv Mgr for large package 
| goods company ‘two million dollar 
| budget) 8 yrs exp. Desires more chal- 


lenging position in N.Y. Area 
Box 9654, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
BRAND OR ADV. MANAGER 
ACCOUNT EXEC. 
Eight years packaged foods exp 
manager & account exec. Supervised $1,- 
000,000 budgets incl. market planning, 
adv., budgeting, sales prom., research & 
| packaging. Heavy on developing & test 
| marketing new products & forcing dis- 
tribution. Self starter capable of admin- 
|istering marketing program. 30, M 
College Marketing Instructor (eve). 
Box 9655, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


as brand 


Top creator and ad-| 


Our 46th Year 


MKT. RESEARCH Exper. analyzing 
cities, towns as retail locations; 


CATALOG HOUSE 
SEEKS AD MANAGER 
(New York City) 


Must be experienced all phases 
of catalog copy, layout and pro- 
duction. Stickler for details and 
follow through. Flair for sales 
promotion. Complete charge. 
Many employee benefits. Ideal 
working conditions including 
air conditioned offices. State ex- 
perience and salary desired. Box 
623 Advertising Age, 480 Lex- 
ington Ave., New York 17, N. Y. 


$ potentials to $20M 
AE Strong in mktg., merch., 
knowledge research methods 15-16M 


LAST CHANCE: Production-traffic 
manager. And good! 10-11M 
SPACE REP. trade paper. Base: $8-8500 


GLADER CORPORATION 


110 S. Dearborn CE 6-5353 Chicago 


| Don Harris, Dir. Adv. Div 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


SOLID FARM, DIRECT MAIL 
ADVERTISING EXECUTIVE 
Because of tight money, increased compe- 
tition of local banks, our advertising man 
seeks greater opportunities. Top adminis- 
trative executive writes solid, hard- 
selling aggressive copy excellent idea 
man. 5 years direct mail and mail order 
eg es 10 years agency experience in 
arm 


foods and soft lines. Saved his 
salary first 6 months with us. Write him 
Box 622 Advertising Age, 200 E. Illinois 
St.. Chicago 11, Illinois 


187 N. LASALLE, CHICAGO = ILLINOIS 
| PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


MIAMI AD AGENCY 
Owner of successful agency with ex- 
cellent reputation serving national and 
regional accounts and showing hand- 
some profit wants to retire after 21 
years. Will consider qualified partner. 


WILL SELL 


Ideal for regional office of large 
agency. 10 room air-conditioned of- 


ADVERTISING SALESMAN 


To reside in Northern California. Pacific Builder and Engineer, Inc. founded 
1902, one of the nation’s leading publishers of construction trade journals 
has a new sales position open. A bright future for the right man. Salary 
and expenses. Enclose picture and ful! background to: 

Robert G. Hitchens, General Sales Manager, 

2418 Third Avenue, Seattle 1, Washington. 


fices, fine staff. Bona-fide principals 


only. 
Box 618, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


FOR QUICK SALE 
TO HIGHEST BIDDER 


20,000 Industrial Supply Distributor Ex- 


ecutives and Salesmen on sSpeedaumat 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


ATTENTION 

MAGAZINE PUBLISHERS! 
We are now ready to add another 
publication to the group of top 
flight trade & consumer magazines 
we now represent. Complete mid- 
west coverage. Your inquiry cor- 
dially invited and treated with strict 
confidence. Box 606, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois. 


Plates in New Cabinet. Newsweek Maga- 
zine used portion of list for circulation 
promotion last month. Make an offer in 
your letter to Cosgrove Publishing Co., 
666 Lake Shore Drive, Chicago 11, Ill 
Superior 7-6110 or Superior 7-4100 


jand duties to earn difference. 


COPYWRITER—( WITH IMAGINATION) 
Desire location with L.A. agency or sta- 
tion. 6 years exper. College. 26. 
Box 9656, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE REPRESENTATIVE N.Y. Area 
Advertising Agency background. Good 
knowledge of media, layout etc. Good 
closer. Now space rep. for language 
weekly. Can do formidable job. 

Box 9657, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADV. & SALES PROM. MGR., IND. 
Young (34) exper. (10 yrs.) copy, editor, 
direct mail, dealer publ, trade shows, 
exhib., sales films, budget. Min. $10,000. 
Box 9658, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Age, June 10, 1957 


REPRESENTATIVES WANTED 
New Method of Full Color Printing With 
Transparent Inks. Low Cost-Beautiful Col- 
or-Fast Service. Short run catalogues our 
specialty. Skokie Colorgraph, Inc. Morten 
Grove, Ul, ORchard 4-7400—Representa- 
tives Wanted 

ADV. REPS. WANTED 

For all areas for 2 top grade trade mags 


| serving retail lumber & Bidg. mati. in- 


dustry. Send all details, states covered, 


etc., to: 

NORTHWESTERN LUMBERMENS ASSN. 
1018 ~ 4th Ave. So. Minneapolis, Minn. 
BUSINESS OPPORTUNITIES 
TRADE PUBLICATIONS 
Want to buy? Want to sell? Write me 
fully, in confidence. No “peddling”—ex- 


WANTED—More Responsibility 
Account executive and vice president 
with billing to carry substantial amount 
of desired income seeks responsibilities 
Mature, 
energetic, hard-hitting. Eager to hear 
from 4*A Agency with necessity to fill 
ranks in top echelon. 

Box 9659, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
BUSINESS BUILDER 
Aggressive, alert 4-A account executive 
wants participation with growing agency. 
Knows food, beverage, household fields; 
success stories on marketing, copy, sales 
promotion. Holds old accounts, develops 
new; seasoned, capable. Resume air- 
mailed on request. Prefer Mid-West or 


West. 
9660, ADVERTISING AGE 
llinois St., Chicago 11, Illinois 
ART DIRECTOR 
14 yrs. exp.; Industrial print, 4A Con- 
sumer Print & Television. Now employed. 
Sound creative attitude. Chicago 
Box 9661, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOTION PICTURE ADMINISTRATOR 


Box 
200 E. I 


Extensive knowledge & experience in 
film production, distribution, & promo- 
tion. Master Film Editor (6 yrs. experi- 


ence). Script Writing. Creative. Wharton 
School Grad. Age 30. Seeking responsi- 


erences 


~ administrative position. Excellent ref- 
| 


B.A. | 


| 
| 


Box 9662, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
HAVE TALENT, WILL TRAVEL! Crea- 
tive man for medium-sized agency or ad 


department. TV commercials, story- 
boards, layout art, copy, direct mail, 
photography. 


| Box 9663, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ESTABLISHED WRITER AND 

PR EXECUTIVE 

will free-lance your writing require- 
ments any subject any medium 
| spooked speeches a specialty. 

Box 9664, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER 
| AND SALES PROMOTION 
| Chicago area. 7 years experience manu- 
facturing and sales organizations. 


| 
| 
| 


Can | 


| make layout, follow through on produc- 
tion. | 
| Box 9665, DVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


ADVERTISING 
SPACE SALESMAN 


To represent top publication in 


New York 17, New York. 


ADVERTISING AND SALES PROMOTION MANAGER 


Eastern manufacturer (AaA1) of nationally known building products seeks 
an experienced man to head up its advertising and sales promotion activi- 
ties. Must be able to create and execute effective promotional programs for 
products sold through wholesaler-retailer trade channels and direct to con- 
sumers through specialty distributors 


If you qualify this is an opportunity to become a permanent management 
member of a well-established organization that is the leader in its partic- 
ular fields. Compensation is open depending upon qualifications and expe- 
rience. Pension, profit-sharing and insurance programs are attractive. 

Your reply will be help in strict confidence. A complete outline of personal 
history, accomplishments and current income is necessary as basis for sub- 
sequent interview. Write: Box 628, Advertising Age, 480 Lexington Ave., 


its field. Full time 90% traveling, 
placing space in established local 
publications under continuing fran- 
chises sponsored by banks or sav- 


ings and loan associations in each 
community. Space experience a 
must 


Qualified man will gross over 
$15,000. Ample draw if needed. Po- 
sition permanent. Please provide 
full details in first letter, including 
character and business references, 
late snapshot and previous experi- 
ence. 


Qualified man will receive prompt 


request for interview wit ex- 
penses paid. Steady expansion re- 
quires new men to headquarter 


in east, midwest and south. 
Address reply to Post Office Box 
5098, Columbus 12, Ohio. 


|| 626 Advertising Age 200 E. Illi- 
|| nois St., Chicago 11, Illinois. 


MAGAZINE 


Merchandising 
Sales Promotion 
Market & Research 


Chicago office of major consum- 
er magazine needs two young 
men with experience and/or 
good understanding how these 
facets of consumer magazine 
space selling work; or how to 
create and execute such pro- 
grams to assist space sales, Pre- 
fer age 27-35; starting salary 
$6,000 to $8,000. Outstanding and 
immediate future growth re- 
sponsibility and earnings. Box 


We Need You... IF 


... you've got a strong desire to work 
for a manufacturer as ad manager for 
a group of packaged goods products 
.. + you’ve got a few years of mer- 
chandising experience and a packaged 
goods background with a manufacturer 
. want to work for a fast-paced, 
aggressive, growing company ‘ 
know how to handle a million dollar 
plus budget . . . you are an idea man, 
under 35 and want to join a group 
of young guys who have a lot of fun 
working hard and watching sales 
grow. This opening created by a 
promotion. Job is in New York City. 
Indicate salary in your reply. 


Box 619 Advertising Age 
480 Lexington Avenue, New York 17, 
New York 


nt, wide contacts. Chas. K. Feinberg, 
Broker, P. O. Box 1036, Newark, N.J. 
Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publications, Geneseo, New York 


Estab. Chicago agency, financially strong, 
with billings approx. %4 million has facil- 
ities for taking in one-man organization. 
Will discuss on exploratory basis in 
strictest confidence. 
Box 9666, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY FOR SALE 
Advertising and Public Relations agency, 
now billing $250,000, in fast growing 
Southeast. Ideal city to live and make a 
living. 
Box 9667, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


RESUME TROUBLE? “Do-It-Yourself 
Resume Kit" will assist you find the po- 
sition you want. Professionally designed 
to form six attractive brochures. Ready 
for mailing as soon as you enter your 
personal data. Only $2.00. Sterling, 192 N. 
Clark St., Dep't 6, Chicago 1, Illinois 


COPYWRITER 
For Connecticut Agency 

Creative head of successful 4A 
agency in Hartford is on the 
alert for another able, creative 
associate. Experience in writing 
for both consumer and indus- 
trial accounts essential. No job 
for an amateur or a specialist 
but a really fine spot for an all- 
around adman with a flair for 
copy and a liking for clients. 
Liberal starting salary and an 
honest opportunity for rapid and 
substantial increases, plus profit- 
sharing. If this sounds like you, 
tell us all about yourself—by 
mail only, please. 


Graceman Advertising, Inc. 
983 Main St., Hartford, Conn. 


IMMEDIATE OPPORTUNITIES! 
MARKETING DIRECTOR $20-25,000 
Verstile B/G in consumer and indus- 

trial products 
AGENCY RESEARCH DIRECTOR .$12,17,000 
industrial and consumer products 


B/G 
MGR.-ADVERTISING RESEARCH. $9-12,000 


Good B/G in copy and media re- 
search 

ACCOUNT EXECUTIVE ..... . .$11-14,000 
Good all-around B/G in consumer 
and industrial products. 

SALES PROMOTION WRITER... .$7-8,000 


Good B/G in collaterals, etc. 
For these and other current openings, 
contact me in confidence 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago « WA 2-4800 


PRODUCTION MANAGER WANTED 
Experienced in newspaper and 
magazine consumer advertising. 
Man or woman. Real opportun- 
ity in fast growing Chicago 
Food Advertising Agency. Write 
fully giving salary desired. Box 
627 Advertising Age, E. 
Illinois St., Chicago 11, Illinois. 


GOOD ACC’T. EXEC. 
SEEKS AGENCY DEAL 


Now v.p. small agency. No mere liaison. 
Really creative, productive, self-starting 
dynamo-—-thoroughly versed all phases 
agency operations. Fully servicing own, 


varied accounts. 
Desires team up with moderate-sized 
agency of approx. 25 people. You must be 
amply financed and have complete facili- 
ties to offer me. 

Present setup too restricted due to inade- 
quate staff. Compelled to function too 
much as small business within a business, 
thus hindering full development of excel- 
lent prospects. 

Rich experience contact, copy, layouts, 
production, publicity media—must unload 
some of this work on capable people to 
allow time for productive contacting, en- 
larged billings. 

Extremely heavy on research. Good team- 
man—love efficiency! Highest recommen- 
dations. Top credit, business reputation. 
Amenable to co-operative proposition. Are 
you? 


BOX 625, ADVERTISING AGE 
480 LEXINGTON AVENUE 
NEW YORK 17, WY. 


TS i re ar. is eee eee eh et ra e is ON ne a oe ee eee gee Se Mca Pe Cen ec Ge ey Rao, a ee es hee i BS A een RISE ae 
5 ee ee i Or, a a i RL Aa" neta rye ae 
ies. oS A ee ae, :- = “ay Oe ea 2 ee Be huge x h eabep sagem = et ; : Oh) 42) ene tntl sigs ee aOR ee res eee Ceara ia" eee s a ee Pe 2p 
te, = eet aaa rees +? Vee ar Sg ae aa ia vie ys Beccutet tact eg ee <3 ao fe ee ea Waa ge i: ee) p CS, 3 eae eae be ha a ee a ne. F RES: Figs Cees 
ae a a be ire aan root meat Ret le gS, os eee ain a. 7 eee a a EER ie 
" ; Z 
110 eC 
| ee I | _ -~———._— —-——___ —_ | 
ma 
Pe —— po 
. by . : rf a aa aos 7 q 
ye se | F, 
ae . PRES, he os 
= 
4 : | 
i 7 
oe Po 
: M —— ——— 
53 ee 
Po 
Feat | 
a 
. \ 
= Pe 
- 
PC 
- | 
A 
oe PO ees, 
28 es = | 
hes 
vee | a 
oo 
4 | Pe rrccrC“(;(;C:Ct‘CSS | 
me | | fF | 
. | a || | | 
em } 
ae ae 
is 5 a 
= | “ol 
ae Sa 
bs | | 
Pier” = , 
ae 
| : —OoOoOoO Se | i 
: sb eg 
¢ ae ar | : 
- =a 
; | | a 
4 ee 
:; - : | E ; 
3 a 
oats og 
oo aes ae = 2) peal ‘ eae ee sok Fo Rae Tas ee? ti eine . oe. Pan . ; ‘ ; ee a " Eee ae eae Tod Re : 2 2 la aie ‘ 
hie sali 2 aoe ey eer tS hee TOE ee eee pie § Perera : Rie oS = eR oy 7 Renders rote ag a2 Sa ae oe ae eee 
Pe ibe 3 a), = ~y Et pa elite eg ae co Sa ld = ai) Pe Meee in bade) ie We hee a et rinee Be Se sa ae. ho ere Aree: Seagal eB ee oh i ae nel ot Soest : ee 
all TP ITRLA Miata oo ce | Saal at Ra arate Me WOR i Shoe NE ae es ae ae spat DE Agta “gies, Beale AG a a eetegt. : 9 Per ge 


a 
By 
je 


Buddle 
GUARD CHANGE—Pete Benziger, Ridder-Johns Inc., New York, takes 


Scott 


over AANR presidency from 


Benziger Carpenter 


outgoing Don Scott of Scolaro, 


Meeker & Scott. Flanking are Charles D. Buddle, J. P. McKinney 


& Son, and Frank H. Carpenter, 


Jann & Kelley Inc., new vp and 


treasurer respectively. 


Four Newspaper 
Groups Form Unit 
to Join Ad Efforts 


(Picture on Page 64) 


Cuicaco, June 4—A new news- 
paper coordinating committee will 
begin functioning this summer to 
correlate the activities of the four 
big associations in the newspaper 
advertising field. 

The committee will include the 
president and another representa- 
tive of the American Assn. of 
Newspaper Representatives, the 
president and another representa- 
tive of the Newspaper Advertising 
Executives Assn., the president and 
another board member from the 
National Newspaper Promotion 
Assn. and a representative of the 
Bureau of Advertising, American 
Newspaper Publishers Assn., plus 
the chairman and vice-chairman 


of the Bureau of Advertising’s | 


plans committee. 
Announcement of the commit- 


| tee’s impending birth came yester- 


|day from Don Scott of Scolaro, 


| Meeker & Scott, newspaper repre- 
|sentative, who has been AANR 
president for the past year. He 
made the announcement at AANR’s 
jannual meeting here yesterday. 

Purpose of the committee is to 
coordinate the efforts of all groups 
in gaining depth penetration of 
“certain large problem accounts” 
| and also to develop a pool of speak- 
ers for advertisers’ sales meetings 
and agency meetings, according to 
Mr. Scott. 


® Committee operations are ex- 
pected to get under way during 
| the Newspaper Advertising Execu- 
tives Assn. meeting June 16-19 at 
| Mackinac Island, Mich. 
New AANR officers elected at 
;}the meeting are Peter Benziger, 
Ridder-Johns, New York, presi- 
| dent; Charles D. Buddle, J. P. Mc- 
|Kinney & Son, Chicago, vp, and 
| Frank H. Carpenter, Jann & Kelley, 
Chicago, treasurer. John C. David- 
son, of Cresmer & Woodward, New 
| York, was reelected secretary. + 


Insurance Exec 
Faked ‘Ad Payments,’ 


Indictment Charges 


(Continued from Page 2) 
ing entries and (4) destruction of 
company records. 


® The indictments placed the 
false entries attributed to adver- 
tising at $43,081 in 1954. Adver- 
tising payments are alleged to 
have been made to John E. Dear- 
den, of Philadelphia, publisher of 
American Underwriter and other 
papers. He is named in three of 
seven indictments as a co-defend- 
ant with Mr. Cooney. 

Destruction of company records 
and a five-year statute of limita- 
tions forced restriction of the 
criminal charges, according to the 
prosecutor in charge of the case. 

John Dearden is a brother of 
Robert R. Dearden III, president 
of U. S. Review Publishing Co., 
also an insurance trade paper 
publisher. But he has no business 
connection with the latter’s activ- 
ities and his publications are op- 
erated independently of his broth- 
er’s, it is reported. 

The ex-president has also been 


sued by Firemen’s Insurance Co. | 


in an action to recover $376,500. 


Mr. Cooney has spent his entire | 


business career with Firemen’s 
and its subsidiaries, that make up 
the Loyalty Group of fire and cas- 
ualty insurance companies. 

The company emphasized that 
the alleged embezzelments in no 
way impair its financial position. 


City Tries Tourist Drive 

The City of Philadelphia will 
use ten regional editions of TV 
Guide beginning June 15 to attract 
tourists to the Keystone state. The 
travel division of the Pennsylvania 
department of commerce will use 
all 44 of Guide’s editions on the 
same date to spotlight points of in- 
terest in the state. 


Adam Young Names O'Grady 
James F. O’Grady, formerly as- 
sistant sales manager of Young 
Television Corp., New York, has 
been named midwestern sales 
manager of all the Adam Young 
representative companies. 


Endelman Joins Doyle Dane 
Bernard Endelman, who former- 
ly operated an advertising agency 
under his own name, has joined 
Doyle Dane Bernbach Inc., New 
York, as an account executive. 


| 


of Market to 67% 


|that showed a profit, the average 


25 Top Brewers 
Increase Share 


(Continued from Page 2) 
“These figures,” the survey | 
points out, “reflect the increasing 
bite on net profits resulting from 
five major factors—price competi- | 
tion, excise taxes, income taxes, | 
miscellaneous taxes and costly 
strikes.” 

The financial plight of the small 
brewer is highlighted in the sur- 
vey in an analysis of data present- 
ed last December by the Brewers 
Assn. of America before the House 
ways and means committee. 

The figures show that in 1955 in 
a breakdown of 78 small brewers’ 
operations, 51 showed profits of 
$4,943,695, and 27 had total losses 
of $1,442,396. In the case of the 51 


| profit per bbl. was 75¢. The aver- 
age loss per bbl. for the 27 was 
$1.09. 


s The average advertising expen- 
| diture per bbl. for the 78 brewers 
was $1.29. = 

| 
| Gross-Krasne Forms 
International Subsidiary 
Hollywood, 


| Gross-Krasne Inc., 
|has formed an international tv 
distribution subsidiary to be 
known as Gross-Krasne Ltd. Of- 
|fices for eastern hemisphere areas 
| have been opened in London, with 
|offices in Latin America and Can- 
ada soon to be set up. 

The company has already sold 
its “O. Henry” series in Germany 
and Australia, and negotiations 
for it are under way in the Neth- 
erlands, Canada and Latin Ameri-| 
ca. Guy V. Thayer, exec vp of| 
Gross-Krasne, will be in charge of | 
the London office. 


j 


Names Kerber to Sales 

The magazine division of Henry | 
Holt & Co., New York, publisher 
of Field & Stream and Popular 
Gardening, has moved to 530 Fifth 
|Ave. The company has appointed 
Albert Kerber, formerly with 
|Hearst Advertising Service, to the 
eastern sales staff of Field & 
| Stream. 


Henry Holt Unit Moves; | 
| 


“... then it hands you a little card that says, ‘The Solid No. 1 
in Solid Cincinnati is the Cincinnati Enquirer’.” 


a ine Cincinnati Daily Enquirer is solid 


No. 1 right down the line. Including 
a 21,000 edge in City Zone circulation 
.. . a healthy lead in Retail Display 
Linage. Get full story from Moloney, 
Regan & Schmitt, Inc. 


Top 25 Brewers in ‘54, ‘55, ‘56 
Source: Research Co. of America 


Sales Rank 
1956 1955 1954 Brewer 1956 1955 1954 
(000 omitted) 
Barrelage 
1 1 2 Cp Sie tition 5,941 5,780 5,406 
2 2 1 (3) 5,617 5,829 
3 3 3 3,953 3,713 
4 4 6 (8) 3,653 3,290 
5 7 8 (2) 3,072 2,249 
6 5 4 3,275* 3,500* 
7 6 5 (5) 3,162* 3,410* 
io a 17 (5) 2,655 1,340 
9 - 7 (2) F & M Schoefer ............ 2,720 2,901 2,690* 
10 #11 13 ss ee ed 2,709 2,153 1,450 
WW 10 9 at a 2,246 2,191 2,096 
12 13 10 (3) Lucky Lager ......c.cc-s- 1,960 1,824 1,775 
13 12 12 (2) C. Schmidt & Son ........ 1,850 1,917 1,516 
2 WW 1 Jacob Ruppert ............-... 1,539 1,638 1,769 
15 15 15 (3) Drewrys Ltd. ......ccccccsne-0-: 1,432 1,425 1,372 
146 14 (2) Piel Bros. 1,407* 1,365* 1,395 
17 17 24 (3) National 1,295 1,200 845 
ae 22 Coors 1,090 1,045 922 
7 2 2 Jackson 1,051 1,008 1,006 
20 23 23 Duquesne 1,046 988 904 
21 20 19 Burgermeister 1,033 1,070 1,036 
 — 18 (3) Pfeiffer 1,031 1,208 1,066 
ae Olympia 1,016 865 815 
ss 6 Blotz 949 915 975 
Ss. os eee 905 863 836 


() Indicates number of plants operated. * Considered reliable estimates of sales 


volume. 


Morton Salt Boosts Two 

C. R. Rowland and T. J. O’Dea, 
formerly assistant advertising man- 
agers of consumer products and 
farm and industrial products, re- 
spectively, have been appointed 
advertising managers in their re- 
spective fields of Morton Salt Co., 
Chicago. 


Doyle Dane Moves in L. A. 

Doyle Dane Bernbach Inc. will 
move its Los Angeles office to 
6399 Wilshire Blvd., July 1. The 
move will increase the agency’s 
space occupied by 100%. 


FASTER... 


complete mailings, multf- 
aphing, mimeograph- 
ng, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush “up, 

uick service and fast delivery 
LL WAbash 2-8655. 
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Brorby 


SHIRTSLEEVES—Panelists at the Chicago Copywriters Club meeting were Melvin Brorby, 
vp of Needham, Louis & Brorby; Leo Burnett, president of Leo Burnett Co.; Richard 


Copywriter Must Fight for Identity: Weiss; 


Forget Identity, Learn 


(Continued from Page 2) 
chiefs there was agreement that a 
good copy chief need not necessari- 
ly be a better writer than his copy- 
writers. 

A copy chief doesn’t even have 
to be a writer, said Melvin Brorby, 
vp of Needham, Louis & Brorby, 
so long as he is a good manager. 

Similarly, Mr. Burnett said: 
“The copy chief need not be the 
best writer in the department, but 
he needs to be good enough so that 
everyone in the department feels 
he can do an outstanding job... 
Writers respond best to a copy 
chief whose ability they respect.” 


s A question about a copywriter’s 
responsibility for the visual aspects 
of an ad brought forth from the 
agency men a general agreement 
that, while an art director has the 
primary responsibility, he partly 
shares that responsibility with 
copywriters. A copywriter must 
have some visualization of the ad 
in the first place if the ad idea has 
anything to it, Mr. Burnett said. 
This responsibility should be 
shared, they agreed, largely 
through agency group communica- 
tions. 

All of which brought forth a 
chuckle from Richard B. Schles- 
inger, sales promotion and adver- 
tising division vp of Carson Pirie 
Scott & Co., the only retail adman 
on the panel. 

“In our business,” he said, “we 
don’t have time to fiddle around 
with group communications, where 
people from different departments 
sit around mulling over an ad. We 
just start in to work Monday morn- 
ing and turn out an ad by the end 
of the week.” 


8 Do copywriters work best under 
pressure? “Yes,” said Mr. Burnett, 
“but no writer will admit it.” 
“There’s no categorical answer to 
this,” said Mr. Schlesinger, but 
generally “a certain amount of 
pressure produces better results.” 
Mr. Brorby agreed. 

But about another kind of pres- 
sure—‘“How tight a rein should the 
agencies hold over copywriters, so 
far as coming in on time in the 
morning, lunch hours and the like 
are concerned?”—the panelists all 
joined in a roaring silence. 


se What about agencies discrimin- 
ating against woman copywriters 
on pay? 

The panelists denied that such 
discrimination exists in their shops 
But they agreed with Mr. Brorby 
that a woman, because of the 
greater chance that she'll leave the 
agency for personal reasons, may 
be assigned to a less responsible 
job, with consequently lower pay. 

Panel moderator S. R. Bernstein, 
editor of ADVERTISING AGE, called 
for a show of hands of women 


| present 
|against; then of those who didn’t 


|@ Finally, 


Burnett 


Trade, Says Burnett 


who felt discriminated 
think they were. Most failed to 
show either way. 
came the question, 
“What annoys you most about 
copywriters?” Mr. Burnett met 
this with an answer that won 
“amens” from the other panelists. 

Most copywriters are “pretty 
nice folks,” he said, but the few 
who do annoy him are usually guil- 
ty of one of the following: 


e “Intellectual arrogance without 
proof of intellect. Lack of apprecia- 
tion of other kinds of knowl- 
edge. . .” 


|e “Inability to take criticism. Un- 
‘til a copywriter becomes able to 
take objective criticism imperson- 
ally ... he stands in the way of 
his own progress.” 


e “The great desire for money and 
importance on the part of writers 
|who are completely unwilling to 
take the responsibility and work 
the extra hours which automatical- 
ly go with money and impor- 
tance.” = 


N.Y. Court Awards 
Greenthal Payment 
by Film Distributor 


New York, June 5—Monroe 
| Greenthal Co., which went to court 
to collect a bill for advertising 
services from one of Matthew 
Fox’s tv film distribution compa- 
inies, has been awarded payment 
with interest on the account. 

A default judgment was en- 
|tered in New York supreme court 
l|against Motion Pictures for Tele- 
| vision, which was headed by Mr. 
Fox. The agency’s complaint 
| charged that it was due $58,531 for 
advertising services performed be- 


tween September, 1953, and De- 
cember, 1954. The agency said $23,- | 
393 of this amount had not been| 
paid. The judgment called for pay- 
ment of this amount, plus 6% in-| 
terest, dating from December, | 
1954. 

One of the pioneer tv film-for- 
time merchandisers, Motion Pic- 
tures for Television has not been | 
active in film distribution for a 
couple of years. 


® A separate $100,000 judgment in 
the same court was. directed 
against Mr. Fox, Motion Pictures 
for Television and another early | 


Fox enterprise, Reynard Interna-| pull out,” he told AA. “The agen- | men, two of whom, Ray Vir Den LYLE C 
, following a complaint!|cy, as far as we know, will not|and Philip W. Lennen, are now de 


tional Corp. 
by the William Morris talent! 
agency. In this case the Morris or- 
ganization charged it had ad- 


= < 


; 
i et nn - | 


Bernstein Schlesinger 


B. Schlesinger, ad division vp of Carson Pirte Scott, 


Weiss 


and Edward H. Weiss, president 


of Edward H. Weiss & Co. Moderator was S. R. Bernstein, editor of Advertising Age. 


Orr Agency Strives to Right Itself 
as Jergens Leaves, Seeks New Agency 


(Continued from Page 1) going to be suspended as of Nov. 1, | 
calls (as have most other clients) | according to this client, but it was 
from about a dozen agencies. But,| his feeling that a “disintegration” 
“until we know what is going to| now in process would speed things 
happen at our present agency,” he up. 
could not make a statement. But there were even more omi- 
nous signs. Don E. West, exec vp 
in charge of client service and 
|chairman of the plans board, was 
relieved of his duties on the night 
cy that it had lost its principal|of June 4. Formerly vp in charge 
client, that it was making moves to ,of marketing for Rockwood & Co., 
reorganize its people and that it/a currently inactive Orr account, | 
could be assured of service through Mr. West joined the agency only | 
June, the end of the fiscal year. | last February. 

The agency recently received a 
renewal on the $300,000 account, more than one-third of the agency’s | 
which would carry through June, staff of 70-80 also were relieved on 
1959. Actually, the Guard thus June 4, but this could not be con- 
found itself in a position rather | firmed. 
different from that of other Orr 
clients. 

It seemed clear that no welcome 
mat had been put out for other 
agency solicitations and that the 
decision ultimately would rest 
with what personnel and organiza- 
tion could be salvaged by the Orr 
agency. 

Col. James Deerin, who is in 
charge of advertising and public 
relations for the Guard, had an 
admiring comment on the agency— 
“We have found that the Orr peo- 
ple have never been anything less 
than completely frank. and they 
have always given more than a 
dollar in service for every dollar 
the National Guard has spent with 
them.” 


s A client disposed to stay put was 
the National Guard. The Guard 
was told promptly by the Orr agen- 


® There was no indication when | 
'the termination date would be be- | 
tween Jergens and Orr. And as for 
the selection of a new agency, Mr. 
Hausberg told AA: “We are in the 
process of talking to agencies and 
we probably will continue to do so 
for the next several weeks.” 

He said Jergens had been “flood- 
|ed with calls,” that he had already 
|}met with eight agencies, had at 

least four more scheduled to see 
and probably would visit with at 
least 20 agencies before elimina- 
tions began. 

Jergens lotion is still No. 1 in its 
|; share of market, according to Mr. 
|Hausberg. Jergens and Woodbury 

soaps he placed around seventh or 
eighth, with about 6% of the mar- | 
# Col. Deerin’s admiration was|ket. The Woodbury line is so spread 
echoed by several other accounts,| across the price ranges that it’s 
which said they were sweating | difficult to assess its market posi- 
out a possible purchase or reorgan-|tion, he commented. 
ization. “We prefer to stay with 
them until certain things are re-|@ Lately, Jergens has been a heavy 
solved,” added Francis J. Dolan,| television advertiser, with a one-| 
advertising manager of Munson G.| third sponsorship of the Steve Al-| 
Shaw Co. | len show between last July and 
“We have absolutely no plans to) this April. In the first quarter of 
change,” said Frank L. Smith, ad-/| 1957, it ran spots on two Los An- 
vertising director of Fuller Brush) geles tv stations. Network televi- 
Co. He added a little later, “I don’t sion expenditures in 1956 were 
know what is fact and what is fic- | $1,285,353. The company has noth- 
tion in the matter,” and said he|ing on network tv currently. 
would come in from Hartford to- Jergens spent $1,497,680 in mag- 
morrow for talks with the agency. azines last year and $152,632 in 
Sunday magazine sections in 1956. 
Newspaper expenditures were 
$365,523. 


' 


| 


es At Railway Express Agency, 
Victor Dellaquila, assistant direc- 
tor of advertising, was quite cer- 
tain that the Air Express account,| # The story of the Orr agency is a| 
worth a shade under $500,000, was story of personalities and disagree- 
leaving. ment. It began around the end of 

“It looks very much like we will|the war, and it concerned three 


exist in the near future.” | dead. The third was Robert W. Orr, | 
One Orr client reported that he who had risen from a media de-| 
had received a phone call from Mr. | partment post to head the Jergens 


water Oil account, was in charge 
of the P. Lorillard account group, 
then the agency’s largest. A strug- 
gle for power began, to determine 
which man would succeed—to be- 
come Lennen’s second in com- 
mand. Vir Den won; he was named 
exec vp. Robert Orr was named 
Ist vp. Since the account groups 
were approximately of equal size 
(around $5,000,000) the decision 
rankled—not only with Mr. Orr, 
and with his account group, but 
with the Jergens people as well. 

Then only a few months later, 
Mr. Orr bolted from Lennen & 
Newell, setting up temporary 
quarters in the Empire State Bldg., 
where Jergens’ New York offices 
are located. 


There also were reports that}® He moved his whole account 


group, and he dribbled the names 
of the people joining him one by 
one to the newspapers and to the 
trade papers, while the manage- 
ment of Lennen & Mitchell danced 
a silent rigadoon of fury. 

When Mr. Orr set up his agency 
in October, 1946, he had been with 
Lennen & Newell for 22 years, 
about 16 of them as account exec 
on Jergens. The only other L&M 
account he lifted was Parfums 
Schiaparelli, in which both he and 
Phil Lennen were investors. An- 
other keystone account was Dell 
Publishing Co., still in the Orr 
agency. 

In a way, one of life’s little 
ironies was that after quiet, soft- 
spoken Bob Orr had left Lennen & 
Mitchell, he still used to see Phil 
Lennen at Schiaparelli directors 
meetings. Still more strange, after 
Ray Vir Den had been tossed out 
of Lennen & Mitchell by the new 
joining of forces by Mr. Lennen 
and the late H. K. (Hike) Newell, 
he awarded the Countess Mara 


account to the Orr agency. The 
Countess Mara was the second Mrs. 
Vir Den. 

The new Orr agency took over 


ROLL has been elected presi- 
nt and general manager of Kel- 
logg Co., Battle Creek, Mich., 
succeeding the late W. H. Vander- 


vanced money for “Flash Gordon” |Orr on May 31 “telling me point|account group inside Lennen &| Ploeg, who died May 28 (AA, 


films and had not been repaid. 


Mr. Fox could not be reached | 


for comment. = 


ey 


Shs OE eR ei 


blank that since they had lost the Mitchell, as it was then called. 
Jergens account, he had decided to! Mr. Vir Den, although he had | 
close up shop.” Operations were! originally worked on the Tide-| 


” 


June 3). Mr. Roll, with Kellogg 
since 1927, has been exec vp since 
1953. 
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Jergens advertising on radio on 
Dec. 1, 1946, and picked up the 
print end on May 1, 1947. 

The Jergens account itself is a 
story of personalities and luck. To 
many millions of Americans, the 
name Jergens will always call up 
the jackhammer voice of Walter 
Winchell, whose “Jergens Jour- 
nal” concluded, “with lotions of 
love, your New York correspond- 
ent,” etc. 


Resigns ‘Unstable’ 
Regal Account 


(Continued from Page 1) 
750,000 bbls.) In 1953, the agency’s | 


Guild, Bascom 


Last Minute News Flashes 


Lanolin Plus Moves to Kastor, Farrell from Seeds 


New York, June 7—Lanolin Plus, Chicago, has appointed Kastor, 


Farrell, Chesley & Clifford to handle advertising for Lanolin Plus cos- 
metics and toiletries, effective July 1. The account, reportedly worth 
$2,500,000, uses network and spot television, radio, newspapers and 
magazines. Kastor, Farrell also will handle introduction of several 
new cosmetics products, now ready for test markets. Russel Seeds Co. 
is the present agency. Unaffected are the company’s State Pharmacal 
division, with Proebsting, Taylor Inc., Chicago, and the projected fra- 


But before the “Jergens Jour-/| first year on the account, the brew- | grance line, assigned to John W. Shaw Advertising, Chicago. 


nal” and the debutantes and Lou- 


er sold 601,000. It moved to 607,000 


ella Parsons and the Hollywood im '54 and up to 619,000 in 1955. In| D'Arcy Gets ‘Globe-Democrat,’ Lowrey Organ 


testimonials came a situation. 
Jergens had prospered with 


| 1956 total sales—all in packages, | 
according 


Sr. Louis, June 7—The St. Louis Globe-Democrat today named 


to Research Co. of! Darcy Advertising Co. to handle its promotional advertising. The | 


| 


Woodbury, a hand bar soap priced America—were 573,000—about the| newspaper has not had an agency in the past few years. D’Arcy also | 
at 25¢ through the lush '20s. Came | !evel at which the account was ac-) announced today the acquisition of the Lowrey Organ Co. account, 


to be handled by the agency’s Chicago office, effective immediately. | 


the threadbare '30s, and the com- 
pany was in trouble. If it cut back 
to a dime, it needed lots more pro- 
duction facility to invade the mass 
market. When it decided it had to 
reduce its price, J. Walter Thomp- 
son Co. resigned the account, be- 
cause the new price would be di- 
rectly competitive with Lux. 


® The Jergens company had a fine 
product and a well-remembered 
slogan, “The skin you love to 
touch.” The problem was to sell 
the 25¢ bar well enough to get the 
10¢ bar into production. 

When Lennen & Mitchell came 
on the account—as the late Phil 
Lennen used to delight to recall— 
the agency got a group of New 
York dermatologists to begin tests 


on 26 women, who promised to use | 


Woodbury on half of their respec- 
tive faces. 

From them came the “half-face” 
campaign. It checked the sales 
slide and shot volume upward, not- 
withstanding depression. 

By 1933, Woodbury’s 10¢ bar 
was available, and the agency 
cooked up the “Woodbury facial 
cocktail,” a 5 o’clock rite in addi- 
tion to regular morning and eve- 
ning scrubbings. Then came the 
debutante ad series, beginning 


with Brenda Duff Frazier. Sales | 


were up 400% for Woodbury. 


s Then L&M got the facial creams, 
which had been advertised through 
Ralph H. Jones Co., Cincinnati. 
The Hollywood star testimonial 


was created for the facial creams. | 
powder budget went from| 


The 
$75,000 to $500,000 in three years. 
Finally, in 1936, J. Walter 


Thompson Co. was again placed | 
in a dilemma when Pond’s decided | 


to market a lotion. 
JWT gave up Jergens’ lotion, 


then billing $1,500,000 and already | 


airing the ubiquitous Mr. Winchell. 
Lennen & Mitchell got it. Thus 
the account grew through prosper- 
ing and acquisition, so that what 
had been a $750,000 account in 
1931 was a $5,000,000 account when 
Orr went into his own agency. 


® But the Orr touch, so sure with 
the Jergens billing over the years, 
was never evident on new busi- 
ness. By and large the agency re- 


mained fairly static during the ten | 


years of its existence as the Jer- 
gens agency. 

It attracted the Pan-American 
Coffee Bureau, and its campaign 
won kudos all around the block. 


It got and renewed the National | 


Guard account. It held Dell and 
Puck—The Comic Weekly. 
But its efforts to line up a 


| quired. 


es Mr. Guild’s memorandum 
sketched the tough competitive sit- 
uation in which Regal found itself: 
| “During the past ten years we 
have seen seven new beers come) 
into the market, and 12 established | 
brands either went off the market) 
jor sold out. This is the most com- 
|petitive beer market in the U.S. 
The fatal mistake made [last 
spring] by western beers was to)| 
raise the price within l¢ per can of | 
eastern beer, thus inviting low- 
priced beers and easterns to take} 
over the market. During three of 
the four years we have had the 
Regal Pale account, it was the only 
western beer to register increases 
in package sales...” 


® In remarking on the copy prob- 
lems, the memo said GB&B real- 
ized that competitive pressure was 
the “basic reason why the brew- 
ery’s attitude on advertising has 
been somewhat less than stable.” 
| Mr. Guild said no GB&B account 
;ever got more work and creative | 
|drive than Regal; that the agency 
isn’t ashamed of the results its ef- 
forts brought. But, he said, “the 
climate at the brewery is not such 
as to enable us to do the kind of 
work in which we can take pride, 
or the kind of work which would 
enhance our reputation, or—more 
important than these—the kind of 
work which we feel would in- 
crease sales.” 

Nevertheless, he paid tribute to 
Loui Gaviati, Regal’s ad manager, 
and expressed gratitude to its 
management and board of direc- 
| tors. 


® The accession of GB&B to the 
Regal Pale account produced some 
|}of the wackiest commercials and 
strangest selling devices ever to hit 
a West Coast consumer, a hardened 
type already inured to contrived 
erraticism. 

Where Abbott Kimball Co., the | 

predecessor agency, had stressed} 
|outdoor, a “Take it easy, take it! 
light” theme, and the smooth- 
limbed lovelies of Fritz Willis, 
|'GB&B switched to a claim of 
| “Regal Pale—one of America’s 
| two great beers.” It still claims Re- 
gal gets about 200 letters a month 
asking what the other beer is. 

In its tv commercials, it elected 
to burlesque beer claims—Regal is 
moist, cried the announcer, pour- 
ing some on a rag and wringing it 
out to prove it, while pouring a 
| bottle of sand to illustrate a really 
dry beer. Nor was Regal so light. 
|“I carried a couple of cases up- 
| stairs and nearly broke my back,” 
said the announcer. 


liquor account—a substantial one | 
—were fruitless, although it had|# This high-spirited larking was | 
Angostura-Wupperman and still! regarded as part of “streamlining” 
has Cinzano and Munson Shaw. It by Mr. Campodonico, who was 
produced some of the most inter-|then the bright new president of 
esting agency copy ever to run,/| Regal. A veteran of 20 years with 
but it lacked the acquisitive in- Regal, he had just moved up from | 
stincts which distinguished some | assistant general sales manager. 
agencies which had about the same| At that point Mr. Campodonico 
billing in 1947 as Orr did (Leo|thought the coming years would | 
Burnett, for instance). see in the beer business “innova- | 
And most of all, if the testimony | tions that are revolutionary. ..no 


Magazines, newspapers and business papers will be used to promote 
new models which will be introduced to the music trade July 9. Low- 
rey previously has been handled by Henry M. Hempstead Inc. 


Guinan Leaves Orr, Joins Burke Dowling Adams 
New York, June 7—George H. Guinan, formerly a vp and account 
executive on Air Express for Robert W. Orr & Associates, will join 
Burke Dowling Adams Inc. next Monday as an account executive. 
The shift spurred speculation that the Adams agency might be a major 
contender for the $500,000 Air Express account, particularly since 
James Cobb, now Adams general manager in New York, was a mem- 
ber of the advertising subcommittec on Air Express while advertising 
director of American Airlines (see Orr agency story on Page 1). 


‘Product Engineering’ Will Go Weekly in September 


New York, June 7—Product Engineering, McGraw-Hill monthly, 
will become a weekly Sept. 9 and will expand its editorial coverage in 
the product design, research and product-planning fields. Advertising 
rates will remain unchanged. Current b&w page one-time base rate is 
$781. 


Beatrice Foods Names C & W; Other Late News 


e Beatrice Foods Co., Chicago, has appointed Cunningham & Walsh, 
Chicago, to handle all advertising for its dairy division, effective Aug. 
1. The division handles the company’s Meadow Gold products—milk, 
ice cream, butter, eggs, cheese, cottage cheese, buttermilk, chocolate 
milk and fruit ades. Beatrice plans an expanded ad program, with ma- 
jor emphasis on support of local plant and branch selling activities. 


Foote, Cone & Belding resigned the account in April when Beatrice 


moved its LaChoy division from FC&B to Maxon. 


e Fred Lesner, promotion director of Simmons-Boardman Publishing 
Corp., will rejoin McGraw-Hill Publishing Co. June 10 as sales promo- 
tion manager of Chemical Week. He left Chemical Week in 1954 to 
join Royal & de Guzman, and later moved to S-B. John P. McMahon, 
former assistant promotion director at S-B, has joined Beaumont, 
Heller & Sperling, Reading, Pa., as a copywriter. Richard F. Barton, 
formerly assistant, will succeed Mr. Lesner as S-B promotion director. 


e Traid Corp., Sherman Oaks, Cal., maker of transformers and electric- 
al components, has appointed Gaynor Colman Prentis & Varley, Los 
Angeles, to handle its advertising. Byron H. Brown & Staff is the pre- 
vious agency. 


e William M. Spire, vp and one of the original members of the group 
which set up Sullivan, Stauffer, Colwell & Bayles in 1946, will leave 
the agency June 28 to live in Florida. Mr. Spire will be succeeded by 
Clifford Spiller as top man on the American Tobacco Co. accounts, Mr. 
Spiller, who joined the agency a few weeks ago as senior vp, was for- 
merly director of marketing of the Maxwell House division of General 
Foods Corp. 


e Claire G. Ely, who has been general sales manager of Maytag for the 
past three years, has been elected vp in charge of marketing, effective 
Sept. 1. He succeeds Roy A. Bradt, who is retiring. 

e The chancery court in Nashville, Tenn., declared June 7 the state’s 
2% tax on merchants giving trading stamps “unconstitutional, arbi- 
trary, capricious and unreasonable.” Action had been brought against 
the state by Sperry & Hutchinson Co., New York; Quality Stamp Co. 
and Red Star Markets, Memphis, and Logan’s Market, Nashville. 


e Robert H. Shanahan, formerly personnel director and assistant 
business manager of the Denver Post, has been named advertising 
director. He succeeds Karl J. Shull, who has resigned to enter a 
different area of newspaper sales work. 


e Lowell Thomas’ radio sponsor, Delco-Remy, Anderson, Ind., and 
United Motors System, Detroit, will bring the veteran performer to tv 
this fall in a series of seven hour-long color films made in a variety of 
settings ranging from the Antarctic to the South Seas. The program 
also will be on CBS, dates and times to be announced. Campbell- 
Ewald Co. is the agency for both GM divisions. 


e Fred Gardner Co., New York, has been appointed to handle local ad- 
vertising in New York state and the New York metropolitan area for 


| the Alemite division of Stewart-Warner Corp., Chicago. MacFarland, 
| Aveyard & Co., Chicago, which has handled this business, is the agen- 


cy on Alemite’s national account and also handles most of the com- 
pany’s 36 distributors. 


ments, he announced that Regal|Ace informed Mr. Campodonico’s 
would lay out “more than $1,000,- | secretary of the nature of the call 
000” in 1953—a substantial in-| (“gasp”), it became apparent 
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Interurbia Will 
Jolt Ad World, 
Say JWT Execs 


Los ANGELEs, June 5—*“Interur- 
bia, an incredible, new, somewhat 
disconcerting, but enormously 
challenging ‘land’ within America,” 
because of the dynamics of growth 
threatens to toss today’s advertis- 
ing, marketing and merchandising 
concepts into a cocked hat, Thom- 
as R. Cooper and Harry A. Lee, 
vps of J. Walter Thompson Co., 
told members of the National Sales 
Executives Club at their annual 
meeting today. 

Mr. Cooper defined “interurbia” 
as a system of nationwide, multi- 
ple-city areas clustering in the na- 
tion’s population centers. It com- 
prises, he said, less than 4% of the 
country’s land area, yet it already 
accounts for more than half of all 
retail sales. 

These areas have grown so that 
the cities comprising them have 
tended to lose their separate iden- 
tities. Considered together they 
have more in common with each 
other than with any metropolitan 
or rural area. They can thus be 
studied together as a single geog- 
raphy-ignoring interurbia, he said. 


s Media will be affected by this, 
in Mr. Cooper’s opinion. “Inter- 
urbia newspapers will probably 
lose their metropolitan names and 
will become less identified with a 
particular city. Magazines may try 
to aim their editorial content and 
circulation more precisely, perhaps 
through regional publications. Ra- 
dio will tend to simplify its pro- 
gramming, will cater to interur- 
bia’s known demand for news, par- 
ticularly local news, and music. 
Tv will find it easier to cover large 
audiences with fewer stations and 
will tend to focus more upon com- 
munity life.” 

Mr. Lee noted that by 1975 in- 
terurbia is expected to spread to 
include 60% of the population and 


70% of all retail sales. “The in- 
terurban development is taking 
place with considerable speed. 


Economists have failed to anti- 
cipate the growth of population, 
purchasing, home construction and 
corresponding changes in shopping 
and living habits.” 

Mr. Lee closed with the state- 
ment that “marketers are cautioned 
against exclusive preoccupation 
with interurbia.” He said it does 
suggest that these areas are the 
pace setters for the nation, where 
most of the dollars will be made 
and where habits formed will con- 
tinue to influence the nation. 


@ The sales executives elected the 
following officers for 1957-58: 
Chairman of the board, Glenn 
Fouche, Parade Publications; vice- 
chairman, Walter H. Johnson Jr., 
American Ajirlines, New York; 
Frank Heller, Remington Rand, 
Dallas; Fred Emerson, Spartan 
Saw Works, Springfield, Mass.; 
vice-chairman for Canada, Ken 
Hopkins, Rapid Grip & Batten Ltd., 
Toronto; treasurer, Ray T. Crow- 
ell, Rowe Products Co., Niagara 
Falls, N. Y. 

Robert A. Whitney resigned as 
club president, effective June 30. 
His successor in the salaried post 
has not been named. + 


Block Absorbs Affiliates 
Five affiliates of Block Drug Co., 
Jersey City, will be integrated 


crease in its budget—to defend the Regal had not yet received the | with Block and will be known as 
market “against the forthcoming |GB&B resignation letter. The sec-| divisions of the parent company. 


invasion by out-of-state beers.” 


s Neither Regal president 


|retary said the only statement Mr. | The five companies are Ammident 
Gaviati had authorized was that|Inc., Pycope Inc., Hudson Prod- 
A.|“Regal is entertaining presenta-| ucts, Wernet Dental Mfg. Co. and 


of Orr alumni is reliable, too much |longer can brewers get by with!) Campodonico Jr. nor Lou Gaviati,|tions by some other agencies but} Poloris Co. Products made by the 


of its top management’s attention |slipshod selling or unimaginative | the ad manager, were available for|/has not severed relations with companies will carry the Block 
was forever centered on Jergens. # | advertising.” To back these senti-|comment. But when ApverTisinc |GB&B.” # 


name and company insignia. 
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Latest Television Ratings 


Videodex Nielsen Network TV 
Top Ten Spot TV Shows* Two Weeks Ending May 11, 1957 
May 1-7, 1957 Copyright by A. C. Nielsen Co. 
Copyright by Videodex Inc. Nielsen Total Audience* 
No. of cities in which program Homes % of TOTAL HOMES REACHED 
Rank Program appears and distributor Homest Rank hegee ‘aan 
; rate Sean oa a adam RRS a 1 1 Love Lucy (Procter & Gamble, General Foods, CBS) ..........cccccsseerseee 16,402 
4 Sheriff of Cochise (134, Cities, NTA-Desilu) sei jee 18.4 2 December Bride (General Foods, CBS) ..........cccccecccsssssssessessnereeesnensecenenee 14,669 
4 Highway Patrol (158 Cities, ‘liv) OS K an! ace ¥ 18.0 3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .............ccccccseceeseseseeeeee 14,589 
5 then of Annapolis (163 Cites, Ziv) ................. Oa a 173 4 Mr. Broadway (Oldsmobile, RCA, Whirlpool, NBC) ..00..........ccccccceeeeeeee 14,508 
6 Captain David Grief (76 Cities, Guild) .... 16.8 z eine Gia ane oa, SURED citessedlaticiads escncndedasiseatitacanslipnichiinkias pred 
PR GR ie ee OO etic. a ee Site Ped “— Caan cial <i Pic ON nays 
8 Hawkeye & the Mohicans (51 Cities, TPA) ................6ccccccccceseeees 16.0 : sn 8 @ od ‘ Revi cas) ee 13.218 
9 Badge 714 (88 Cities, NBC Television Films) ... 155) 5 by ‘ po r~ - = ~ eC AR henge 
10 Golden Playhouse (43 Cities, Official) ..........0....cccccccecee eee . 1200 = 183 7 i Seay hy: penn. gyepeaemeneammacaces mremmammemmeame ’ 
© Programs eppecring in © minimum of 20 markets. 10 Chevy Show—Bob Hope (Chevrolet, NBC) .........ccccccccccccseescesesseseenens we 
Tt Number of homes tuned to the program. PROGRAM POPULARITY 
} Average ratio of the number of homes viewing the program to the number of tv eeens 
homes in area carrying the show, compositely weighted. Rank Program (%) 
1 | Love Lucy (Procter & Gamble, General Foods, CBS) .............6ccccccceeee 418 
Pulse Network TV 2 December Bride (General Foods, CBS) .........:0sesesssssrsesessssereenesnesesnesesesees 37.6 
? 3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............cccccccccccscsseseeneene 37.2 
April 1-7, 1957 4 Mr. Broadway (Oldsmobile, RCA, Whirlpool, NBC) .....cccccccsocssssusssosssssuen 37.1 
TOP TWENTY SHOWS 5 Perry Como Show (Several sponsors, NBC) 36.7 
6 Se te I ID teenth castntrsnrntrcceceeesntcasescsecccrescenqeenies 36.5 
: 7 Playhouse 90 (Participating, CBS) .............. Seeidadiaheiiiieintiiletieineinenntenensovenssseiee 34.1 
Genk Wegrem Rating | g = ford Show (Ford, NBC) .c......... Hele Sac: pins AST Ae 34.0 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) .0....0.....0.....0000006 37.7 9 $64,000 Question (Revion, CBS) .............. ites 33.6 
2 i Cres EI, DEED ap iiceseettierentitinntetcrtsaceenensesvesccsecesee : 37.5 10 Chevy Show—Bob Hope (Chevrolet, NBC) eccses..... eA = 32.7 
3 Perry Como (Several sponsors, NBC)............00 35.3 
4 Ed Sullivan Show (Lincoln-Mercury dealers, CBS) o............cccccccccccseseseeees 34.8 Nielsen Average Audience** 
5 $64,000 Question (Revlon, CBS) ....cccccccccccccosceseeeeees 32.7 ein 
6 Py St PD MI, GI rect cetescccsescncsecsosorccsccsevonscsnensocnsccseness 30.7 | Rank Progrom (000) 
7 Burns & Allen (Carnation, Goodrich, CBE) annn.nseuccecvscennsseneneeersemeen 30.6) 1 I Love Lucy (Procter & Gamble, General Foods, CBS) .........ccccscunsnsnne 15,072 
8 Climax (Chrysler, CBS) .........-ccssssssseeerssssnnerseseerseseesssssssnsnssnnntnnttnnsssssnsnsssssseens 30.4 2 I Sr I I TD csc ccsccnssconcscsrversoncstoccvcostccsoscnteben 
9 Godfrey's Talent Scouts (Liptom, Tomi, CBS) ........0.....cccccccccccccsceeeseennennenenne 29.6) 4 Gunsmoke (Liggett & Myers, CBS) u.c.cccese..... 
10 You Bet Your Life (Toni, De Soto, NBC) .......cccccccccccsscccscecsecsesceeseeseeeemeeeee 28.7 4 i 
10 Person to Person (Life, Amoco, Hamm's beer, CBS) .........0..--s-s-s0s-seeeeossseen 28.7 | 5 EET SRT A REE TON 
12 Phil Silvers (Procter & Gamble, Camel, CBS) .........ccccccccccccscccsceceesceesersneeenene 28.5 6 Perry Como Show (Several sponsors, NBC) 
13 December Bride (General Foods, Css) Gienntaanltienenbincscetenbsoceceosceststeseeneutses 28.2 7 Red Skelton Show (Pet milk, Johnson's wax, CBS) Per: oe) Di ie = 10,962 
13 What's My Line (Helene Curtis, Remington Rand, CBS) ...........----..-----.0-- 26.2! § Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ......cc.ccccccccccccsseseerereen 10,962 
15 The Lineup (Procter & Gamble, Brown & Williamson, CBS) ...................... 28.11 9 tive Got A Secret (Winston cigarets, CBS) .cccccccccsccscsscsccscsssssssssssserene 10,921 
16 Ge Tiree GE. GS. Date, Feed Bi GD cccteetccccncescrcctccccccscnscccescccccoccccees 28.0 10 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ......cccseuc.- 10,800 
17 $64,000 Challenge (Revion, P. Lorillard, CBS) ..........c...ccccccccccccccsseseescennnees 27.1 
18 Gunsmoke (L & M cigarets, Remington Rand, CBS) oo........occcccceee 26.4 PROGRAM POPULARITYT 
18 SRR NT INET UPI I a hecdicteeeeet liteettansdasemensecevencoevessccnvecscenaseinte 26.4 Homes 
18 Steve Allen (Greyhound, Rexall, Jergens, NBC) ......... 26.4 | Rank Program (%) 
1 | Love Lucy (Procter & Gamble, General Foods, CBS) .o....0.0.....cccees 38.4 
MULTI-WEEKLY, TOP TEN | 2 December Bride (General Foods, CBS) ...................0... , <ateaniitiatbunasba 35.1 
1 Mickey Mouse Club (Several sponsors, ABC) ......000000000000... 19.3; 3 GDeemeatn Games BD Beet, GOD cecsesessncsevcssessscscssesesenssnsesossoesssvsesccesseoes 34.9 
2 CBS News (Several sponsors) sesovcegenassosscoscoceseneeece 11.9) 4 Re er re ee 30.8 
3 Queen for a Day (Several sponsors, NBC) ............. 11.7) 5 IT CD I Ci isi sasccheapnenitedvennipinetibeaiilanbisenndibitite 30.8 
4 NBC News (Several sp SD ikaiccntesebltdiiniinchinaitiidiitdianieses 10.3 | 6 Perry Como Show (Several sponsors, NBC) ................. ; valine 29.5 
5 Art Linkletter’s House Party (Several sponsors, CBS) . 10.1 | 7 Red Skelton Show (Pet milk, Johnson's wax, CBS) oo....ccccccccccccccecseeseenee 29.5 
6 Guiding Light (Procter & Gamble, CBS) 2.0.0.0... 10.0| 8 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............ sismaiiaiiibe 27.9 
7 Arthur Godfrey (Several sponsors, CBS) .....cc.ccccccccccseccccccssceseesecseeeneneenenenn 9.9\ 9 I've Got a Secret (Winston cigarets, CBS) .........ccccccccccssssesseeceeseeees bitin 27.9 
7 Captain Kangaroo (Participating sponsors, CBS) ......... naliliiciliniiedciiinatin 9.9 | 10 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ............0006 27.7 
9 Search for Tomorrow (Procter & Gamble, CBS) ..............66..cccsceeeeennnne 9.8 | * Homes reached by all or any port of program, except for homes viewing only one to 
10 Garry Moore (Several sponsors, CBS) ...cccccceccccccsseseessessesseseeeneneveeeee 9:0 | five minutes. 


thousand 


J A national soap maker buys a thousand viewers for 
just 67c¢ on KCRG-TV. (Sure we'll tell you who.) 


** Homes reached during average minute of the program. 
T Percented ratings are based on tv homes within reach of station facilities and by 
| each program. 


Herbert Leaves Teleradio ‘Chicago Sun-Times’ 


Theodore W. Herbert, eastern | Advances Donald Hurwich 
sales manager for the General! ‘The Chicago Sun-Times has ap- 
_Teleradio owned radio and tv sta-| jointed Donald J. Hurwich sales 
jtions, has resigned his post ef- manager of its 
| fective June 3. Mr. Herbert will Sunday Midwest 
announce his future plans follow- | Magazine. Mr. 
ing a short vacation. No replace- Gurwiek joined 
ment has been selected for Mr. 


the Sun-Times in 
Herbert. February, 1952, 
Dowd, Redfield Names Two | as supervisor of 


the merchandis- 
ing department. 
He has. subse- 
quently been a 
salesman in the 
Donald Hurwich general advertis- 
, ing department, 
| Volkmar, an account executive, a specializing in food product adver- 


Dowd, Redfield & Johnstone, | 
New York, has appointed Arnold 
Benson, formerly director of sta-| 
‘tions promotion service of CBS} 
Radio, copy group supervisor. The | 
agency also has named Harvey | 


| VP. tising. 

| WHERE 2 eric mcs vce 

Edward Petry & Co., New York, 
| ra ... right here in mid- |'@dio-tv station representative, has 


Y America, that’s where! For | appointed Ted Page, formerly a tv 


fast, sharp, sell-packed | account executive, assistant sales 
TV spots, slides, sales and 


KCRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern lowa 
The Cedor Rapids Gazette Station 
REPRESENTED NATIONALLY BY WEED TELEVISION. 


*Based on February ARB Survey. 


training visual aids call ™#"48er and Edward J. Rufio, 

Kileen. Full time staff-time |formerly on the Chicago staff of 

Ry. teamwork ome yous |Broadcast Time Sales, a radio ac- 

| job done under one roof. jcount executive in its Chicago of- 

| SEND Fopay for Kileon sy Petry also has made official 

2 le of the Mon plus | the appointmenis of Ernest Lee Jr., 

| Foto-Facts” FREE former ABC executive, and Martin 

| kileen studios L. Nierman, eastern sales manager 

235 East Orchard Dept. 102 | for tv, as vps of the company 
Decatur, Ilinois | (AA, May 27). 
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OPEN-MINDED 


* TIME offers the biggest concentrated audience of 
best customers and influential people in the United 
States today. Nevertheless, Schulz exaggerates. 
Not all TIME readers have two women. 


“wale 


| 


GOOD PROVIDER 
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BIGGEST 2nd QUARTER 
IN McCALL’S HISTORY 


In both advertising linage and advertising revenue, the second quarter 
of 1957 was the biggest second quarter in McCall's 87-year history. 


This record-breaking period gave McCall’s a linage total of 1,211 col- 
umns—a gain of 17% over the second quarter of 1956. 


During the second quarter of 1957, advertisers invested a total of over 
$6,000,000 in McCall’s—a gain of more than $1,300,000 in advertising 
revenue over the previous record second quarter (1956). 


And that’s only part of the story of the big, continuing gains at McCall’s! 


Advertising revenue for the first six months of 1957 reached a total of 
more than $11,000,000—a gain of 27% over the same period in 1956 
—making this the biggest six-month period in all of McCall’s history. 


And for the last half of 1957— all signs at McCall’s point UP! 


McCalls the magazine of 


Source: 1957 Figures, Publisher's Estimate; Previous Years, P. 1. B, 
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